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Abstract
In recent years increasing attention has been given to urban tourism research, and 
Tourism, Leisure and Recreation (TLR) have become critical tools in revitalising the 
economic, social and cultural fabrics and image of a number of British traditional 
manufacturing cities. The focus of this study is on the urban regeneration through 
utilising cultural production and consumption of one of these cities (Birmingham) in 
post-industrial society, and introduces the integrated innovative concepts of Amenity 
Places and Amenity Businesses. Birmingham International Convention Centre 
Quarter (ICCQ) is taken as a case study, and geography, history, plamiing, sociology 
and TLR are intertwined in order to examine and apply the new concept of Amenity 
Places and related ideas. The study employs a holistic approach and combines 
qualitative and quantitative techniques to investigate how the ICCQ redevelopments 
have taken shape, and the impacts of the regeneration of derelict former industrial 
sites along the inner city canals. Policy documents and other secondary and primary 
qualitative data were analysed through document analysis or simplified content 
analysis. Surveys were undertaken of key actors in the planning and redevelopment 
process (in-depth semi-structured interviews), and of Amenity Business operators 
(structured interviews) and users (face to face questiormaire surveys) of the ICCQ. 
The study found that, under the strong leadership of Birmingham City Council and 
their vision, which emphasised quality of design, culture and people. Amenity Places 
had been produced. Mixed land use spatial planning has enabled the creation of 
vibrant and cosmopolitan spaces, and these public open spaces and canals have 
provided an urban oasis in Birmingham City Centre. The majority of the businesses 
opened only after a massive amount of public money had been invested to make an 
attractive business environment. Despite frequent criticism of flagship
developments, this redevelopment, in general, received overwhelmingly positive 
reactions from users and business occupants, and has brought with it significant 
economic impacts to, and image enhancement of, Birmingham. It was concluded, 
however, that there were limited benefits from the redevelopment to immediate 
residents compared to the new middle class which was found to constitute the 
majority of users of the ICCQ. This may have resulted from the limited involvement 
of local businesses and residents in the planning process. While Birmingham has 
made significant progress in winning new investment and improving its image, it still 
has some way to go before it can claim to be an attractive tourist destination.
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1.0 Introduction
This chapter sets out the issues, context, and approach taken by this study. It first 
deals with the background of the study. Second, it focuses on the research 
motivation and, third, it spells out the research objectives. Fourth, the focus is given 
to the research approach taken by this study, while the fifth section deals with the 
significance of the current research and finally the structure of the thesis (see Figure 
1. 1).
1.1 Background o f the Study
Traditional tourism research has been mainly focused on nature or heritage rich 
destinations, while urban tourism has only begun to see attention from the late 1980s 
(Jansen-Verbek 1986; Ashworth 1989). Generally tourism research is about 
travelling ‘away from home’, ‘getting away’, to the seaside, to rural and nature rich 
places and to heritage towns and cities, and not about local neighbourhoods in large 
cities. While cities have always attracted various people; to work, for chores, to live, 
to shop, to meet friends and for numerous other purposes, ‘tourism’ in urban areas 
has not been treated as a significant academic field of interest until recently 
(Ashworth 1992). There has been extensive debate on urban issues such as urban 
sociology, urban geography and urban planning, nonetheless tourism academics have 
failed to give full attention to urban space, where the majority of people actually 
reside.
The economic structure of industrialised society has shifted from manufacturing 
production of tangible goods to the service sector, production and consumption of 
intangible goods, services and ‘experience’. Active discussions take place arolmd 
consumption in social science and the last period of the 20* centuiy saw the sudden 
expansion of academic debate on consumption (Bocock 1993; Miller 1995). Some 
even argue that consumption has become ‘a way of life’ (Miles 1998), and more and 
more spaces are created for consumption. One of the inevitable outcomes of this 
shift towards consumption is the decline of the centres of traditional manufacturing 
production, i.e. traditional industrial cities, with which this study deals.
Furthermore tourism, leisure and recreation industries have become significant in the 
highly developed societies as economic generators and as key players in
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socio-cultural aspects of people in contemporary cities. Increasing attention is being 
given to urban tourism research as its importance increases, especially in old 
industrial cities where tourism, leisure and recreation industries have become part of 
the essential tools to revitalise and diversify inner city areas since the late 1980s in the 
UK (Law 2000).
Britain’s traditional industrial cities were the world’s first international manufacturing 
centres and they brought wealth to the country, and they gave birth to modem 
capitalism. However, when their manufacturing industry could no longer drive 
economic prosperity, they became a heavy burden to the state with high 
unemployment, poverty, derelict, deprivation, drugs and crime being common. The 
once vibrant industrial sites, which had laid golden eggs, became derelict and 
abandoned, and turned into terrible eyesores in the middle of cities. The deep 
wounds were left for several decades and symbolised and reflected their miserable but 
tme problems.
Towards the end of the 20 centuiy many successful challenges to the declining old 
industrial cities, utilising cultural production and consumption, have been revealed 
(Booth and Boyle 1993; Crewe and Beaverstock 1998; Gomez 1998). One major 
example is recorded by Crewe and Beaverstock (1998), who examine how 
Nottingham hus been able to revitalise itself through the integration of cultural and 
economic activities. Cultural production and consumption have taken place in 
fashion and design, media, architecture, foods and entertainment. Otlier problematic 
old manufacturing cities have also been tackling similar problems with cultural 
development and some fruits of these early endeavours have prevailed when a White 
Paper was published in 2000 endorsing this successful direction. “How we live our 
lives is shaped by where we live our lives”, the Deputy Prime Minister Prescott writes 
in the forewprd of the ‘Urban Renaissance’ White Paper (DETR 2000:1).
As noted above, urban space is multi-functional, as it is where people work, play, live 
and engage in various activities. The Urban White Paper, the first document in over 
twenty years, put forward urban area policies and strategies of the Central 
Government, and placed the emphasis on improving the quality of life and bringing 
prosperity to people by urban redevelopment. Urban regeneration is not just a matter
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of building tower blocks and roads, but is about people and improving the total life 
quality and experience, even if this sounds idealistic.
However, changes do not come about in a short time, and there are various actors and 
factors behind these transformations. Central Govermnent has provided many 
initiatives to regenerate inner cities, such as the Urban Development Corporation, 
City Challenge and Single Regeneration Budgets, but the successes seem to be 
controversial. Local authorities have also taken leading roles to tackle their 
problems, including partnerships with the private sector, and these have become a 
very effective way to regenerate urban economies (Lawless 1994; Peck and Tickell 
1995, Strange 1997, Hebbert and Deas 2000). In some cases cities have been eager 
to gain large scale flagship projects or international special events, although 
unfortunately, some of these have not produced the intended positive impacts 
expected by the city councils (Loftman and Nevin 1996). On the other hand, some
cities have steadily gained private investment and new attractiveness has been added 
to them.
A question occurs here, for whom do these cities seek to be attractive? What seems 
to be attractive to residents, such as culture, festivals, open spaces and aesthetics, is 
similar to visitors (Haywood 1992). He continues (1992:13),
Much of what is labelled urban development is tourism 
development, and all tourism development is urban development.
Cities such as Glasgow, Manchester and Birmingham, have been diversifying their 
economic structures since the decline of traditional manufacturing production, and the 
tourism, leisure and recreation industries have become a significant direction to 
pursue. These cities had never been regarded as attractive ‘tourist destinations’, and 
the new challenge has been to become one. Some of them have succeeded in 
changing their dirty, poor, derelict, manufacturing image to one of an attractive 
cultural city to visit, through exploiting tourism, leisure and recreation. Famously 
‘Glasgow’s Miles Better’ now more than twenty years ago, but who could imagine 
that the city would have been able to create a new cultural image? As Butler (1996) 
notes old images are not easy to shake off, but it is not impossible. This and other
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successes have inspired and encouraged other cities to pursue a similar direction.
Obviously culture has become a significant key word for regenerating cities. Urban
tourism developments are not necessarily targeted solely for ‘tourists’ who come from
outside from the city, but rather for all who visit the urban spaces emphasising the
mcreasmg blending of tourism, leisure and recreation. The implication and
effectiveness of such developments need to be studied in order to determine what
actions produce desired results and what lessons can be learnt for problematic urban 
areas in the future.
1.2 The Research Motivation
This research originates from the personal experience of being a resident of 
Birmingham. Initially it was intended to be a comparative study of Birmingham and 
Chiba, Japan, where the author is from. Both cities have a convention centre and 
redevelopments intended to create new urban cores and a new image. However 
various limitations, mainly time constraints due to the illness of the author, led to the 
focus on Birmingham alone. The City of Birmingham and in particular, the area 
around the International Convention Centre was changing literally on a daily basis, 
each visit to the City Centre revealing a different and improved face. It seemed that 
construction showed no end, as new buildings continuously appeared. Furtheimore 
the area was visually different and looked unique and distinctive from the rest of the 
City Centre. It felt safe and comfortable and above all it provided a sense of cultural 
elevation. This steady and determined change was too powerful to ignore and the 
curiosity led to the current study.
There were several (initial) questions which helped to shape the research:
Why is Birmingham changing vigorously?
What is being constructed?
What does the place provide?
What has been the driving force of these changes?
What has enabled the changes?
Who or what has played the major role in the changes?
What does Birmingham want to achieve through this regeneration?
What do consumers think about the redevelopment?
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Relevant literature provided the theoretical support to develop the study. During the 
mid-1990s, urban tourism has attracted more and more attention from tourism 
academics, and its concepts can be applied to analyse Birmingham, a non-traditional 
tourist destination, as La’w (1994) and Lutz and Ryan (1997) have shown. Although 
this study began with a tourism perspective, as it progressed theoretically and 
empirically, a more integrated approach was required. Suggestions by several 
writers (see Section 3.2.4) for integrating tourism, leisure and recreation as well as the 
blurring division of these three elements in real life led the aiithor to introduce new 
terms. Amenity Business , Amenity Place’ and to develop related concepts in this 
study (see Chapter Five). Even a mere observation of the physical changes in 
Birmingham makes it clear that the transformation has to be grasped from a 
perspective wider than only tourism, otherwise it fails to understand the whole 
phenomena. The redevelopment is something beyond tourism development, but it is 
not just traditional urban regeneration either. Therefore the study seeks to explore 
this phenomenon through a hblistic perspective with integrated methods. Finally, a 
closer investigation of how an urban tourism destination is deliberately created and 
developed in the past two decades in Birmingham, may provide lessons for other 
cities to learn. It is possible to identify the starting period of development of the 
tourism industry, since the city is a newcomer as a "tourist destination \ The hope is 
that the lessons leamt here could be then applied to other non-traditional tourist 
destinations, to assist them to become attractive destinations for all people, not only 
for tourists, but also for those who work and live there.
These changes are looked into through the concepts of space, as it can be observed 
visually which can provide rich information (Soja 1989). The study explores the 
transformation of space and seeks to conceptualise the idea of Amenity Business and 
its related notions. This new framework is used to analyse the tourism, leisure and 
recreation relationship within the study setting. Amenity Development may sound 
idealistic in a complex society but it gives a clear vision to development and in the 
long perspective this can benefit people who live, work, play or even just pass through 
such an Amenity Environment. The Amenity Place development process includes 
not only planners from the city council, property developers and architects, but also 
(potentially) people who live, work and play in the Amenity Environment. The 
Amenity Place and Amenity Environment are constructed for the purpose of
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providing humane space, and if it is planned properly it can bring health, money, jobs, 
pleasure, and spiritual healing. This concept is examined using the case study of the 
Birmingham International Convention Centre Quarter (ICCQ) redevelopment area.
The study deals with spatial transformations and, therefore, examination of the 
planning documents of Birmingham City Council are signifipant to this study. 
Changes in land use arid development requires planning permission from the local 
authority and applications need to be in accordance with the planning framework. 
The study, therefore explores how the new (planning) framework for the ICCQ has 
been produced in order to construct the space, and how the outcome is perceived by 
people who occupy the space (business entities) and by those who consume (users) it.
1.3 Research Objectives
The overall purpose of this study is
to conceptualise Amenity Business, Amenity Place and related ideas, and their role in 
the regeneration of traditional manufacturing city centres
and to analyse to what degree the International Convention Centre Quarter in the city 
of Birmingham has come to represent these concepts since the late 1980s.
This purpose stems from the basic supposition of the thesis that:
The urban regeneration which has taken place in Birmingham City Centre is new and 
distinctive in approach and form.
The study hqs the following sub-aims and objectives:
1) To review and contextualise the theoretical construction o f contemporary society in 
highly advanced countries, and the role o f urban tourism, leisure and recreation in 
this context (literature review)
2) To examine urban regeneration with respect to tourism, leisure and recreation in 
traditional industrial cities in the UK through secondary data, (including policy 
documents and telephone interviews)
3) To investigate empirically how the usage and function o f land in the ICCQ have
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changed as a result o f redevelopment (policy documents, secondary data and 
Structured interviews)
4) To identify the key factors and the key players in this transformation (planning 
documents and interviews)
5) To survey the attitudes and behaviour o f the occupants and users o f the place 
(questionnaire survey/ structured interviews)
1.4 The Research Approach
As mentioned above, cities have various functions and provide various spaces, for 
work, play and living. Tourists, leisure shoppers, local employees, students, office 
workers and others can benefit from urban regeneration. Urban tourism 
development is not merely for tourists in the urban space, it is also for people who are 
there regularly on a daily basis. Therefore, in an urban setting traditional definitions 
of tourists lose this significance, since tourists become just one minor group in the 
urban area, except perhaps in purpose built facilities. The focus of this thesis is 
urban regeneration in traditional industrial cities and the tourism, leisure and 
recreation dimension of this. The study takes a holistic approach and combines 
geography, history, planning and sociology to analyse the phenomena.
Birmingham provides the most suitable example, in Hubbard’s term a ‘textbook’ 
(Hubbard 1995; 245), for its urban regeneration (Cheny 1994). It was once ‘the 
factoiy of the world’ and enjoyed global status as an industrial centre in the heyday of 
Fordism. However since the late 1960s, when the economic system began to face 
problems, the City’s struggles have been on going. The City has sought to alter its 
economic structure through strengthening export and exhibition industries, and this 
led it to build the National Exhibition Centre (NEC), on the outskirts of Birmingham 
(Cherry 1994: 163). Later, the success of this led to the construction of the 
International Convention Centre (ICC) on the western edge of the City Centre, which 
used to be a run down area alongside the canals. The City regarded this huge project 
as the hope to bring about the change needed to the tired and inward looking City 
Centre (Hubbard 1995; Lutz and Ryan 1997). The City now promotes business 
tourism and uses the improvement of leisure facilities to attract more tourists, partly 
through utilising this flagship development and other physical regeneration. The 
gradual transformation of Birmingham from a typical dirty, smoky, congested and dull
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traditional industrial City to a ‘European meeting place’ lias been fAHng shape.
Although the research is holistic, it explores within a definable geographical boundary 
and a case study method is felt to be the most suitable (Abbott 1992; Robson 1993; 
Yin 1994; Brotherson 1999). It uses multiple tactics to reflect the holistic approach, 
and the study combines different methods to gather data. Secondary data is sought 
for investigating spatial transformation, consisting particularly of plamiing documents, 
sources on the history of the City and other literature. Semi-structured interviews 
and unstructured observations were also used. The city planners, city officers, a 
developer, a councillor, business owners and residents were interviewed and the ICCQ 
was observed. Quantitative research was conducted on two different groups in the 
ICCQ; business occupants and spatial consumers. Two sets of questionnaires were 
formed to investigate their spatial use and attitudes towards the redevelopment. The 
research, therefore, combines both qualitative and quantitative approaches.
1.5 The Significance o f  the Study
The thesis is significant in terms of the following:
1. It is an original empirical attempt to integrate tourism, leisure and recreation in 
the urban setting and also gain data from both locals and visitors.
There are increased suggestions for integrating tourism and leisure by academics, 
however no study has successfully integrated them in urban space. Thus this study 
is one response to the desire of integrating tourism, leisure and recreation in a highly 
advanced society.
2. The empirical study is based on the conceptualisation o f Amenity Business and its 
related ideas.
The main purpose of the thesis is to introduce Amenity Business, Amenity Place and 
their related concepts and apply these to Birmingham. These concepts provide a 
new perspective to analyse urban tourism, leisure and recreation.
3. It identifies the importance o f a holistic approach to analyse complex urban
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space for tourism, leisure and recreation using history, geography, planning and 
sociology.
There are few studies in urban tourism which combine history, geography, planning 
and sociology, and this study emphasises the integrated approach that is needed to 
examine complex urban space.
cores.
The conceptualisation and application of the Amenity ideas to traditional 
manufacturing cities represents a new approach to urban tourism research.
1.6 The Structure o f the Thesis
The structure of the thesis reflects the desire to conceptualise Amenity Business and 
its related ideas into within the context of post-industrial cities and society (see Figure 
1.1). The next chapter begins this process by exploring the features of societies in 
highly advanced industrialised countries. The aim of Chapter Two is to identify the 
socio-economical context in which traditional manufacturing cities are changing and 
what influences the context has on the transformation. The arguments start with 
modernity and proceed through postmodemity, as prime value of society shifts toward 
consumption from manufacturing production and discuss how critics interpret the 
changes occurring in post-industrial societies. The second section deals with 
consumption, and how it has become the centre of lives and influenced one’s identity. 
This is followed by spatial discourses, which analyse restructuring and the 
consumption of urban spaces from a spatial perspective. The last section discusses 
the importance of the quality of life of various groups of people in urban areas.
Chapter three explores the concepts and elements of tounsm, leisure and recreation. 
It looks first into how these have developed historically, and their great expansion 
during the last half of the 20 century. The second section examines how the terms 
tourism, leisure and recreation are defined, and then their growing significance in 
post-industrial society is discussed, particularly in relation to consumption. Finally, 
these three concepts are then integrated in the context of urban spaces, and how they 
are used in traditional manufacturing cities.
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Figure 1.1 The Structure o f the Current Study (Source: Author)
The fourth chapter examines how tourism, leisure and recreation developments have
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become a major tool to regenerate problematic old manufacturing cities and 
contributed to create new images through a review of four cities. The examples of 
declining British industrial cities; Glasgow, Manchester, Liverpool and Sheffield, are 
portrayed with regards to the roles of tounsm, leisure and recreation development in 
urban regeneration. There is discussion of how each city has been tackling their 
various problems for the past ten years, most recently by using tourism, leisure and 
recreation development. It is revealed that their approaches to and resources of 
tourism, leisure and recreation development vary and that seems to affect the different 
levels of success. After reviewing the four traditional industrial cities, the role of 
planmng (authority) is revealed as critical in using tourism, leisure and recreation 
development in urban regeneration. Thus the second section investigates how cities 
are restructured from a planning perspective.
Chapter Five conceptualises Amenity Business, Amenity Place and their related ideas. 
This chapter starts with synthesising the impacts that globalisation has had on 
traditional industrial cities and how they have responded. The next section 
conceptualises ‘Amenity Business’, ‘Amenity Place’, ‘Amenity Environment’ and 
Amenity Development’. ‘Amenity Business’ is an integrated notion of tourism, 
leisure and recreation and it is used to create ‘Amenity Places’ in urban cores in 
traditional industrial cities. Amenity Places offer not only tounsm, leisure and 
recreation services and activities but also personal experiences and feelings. Thus a 
consideration of a spiritual aspect is important in theorising this concept. These 
concepts are then applied in the urban context to explain urban regeneration using 
tourism, leisure and recreation. Urban regeneration in the late 20^ century can be 
argued to be more holistic than in the previous period and this new approach is 
conceptualised as ‘Amenity Environment’. There is then discussion of how old 
manufacturing cities have been striving to implement this new approach, and a model 
is presented to explain how consumers use these places to locate themselves in 
society.
The research methodology used in the study is explained and reviewed in Chapter Six.
It firstly explains how this research progressed and the decision on research strategy, 
and the justification for a case study strategy follows in the second section. Thirdly, 
each data collection method used in the current study is detailed; qualitative methods.
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including document analysis, semi-structured interviews and unstructured 
observations, and quantitative methods; involving two sets of questionnaire for 
retailers and users in the International Convention Centre Quarter (ICCQ). Section 
Four clarifies the limitations of the data collection and the final section deals with 
methods to analyse collected data.
Chapter Seven, Eight, Nine and Ten present the results of the case study work, 
centring pn the ICCQ Birmingham, England. The seventh chapter is based on 
secondary sources and semi-structured interviews. The background of the City is 
explained to outhne how it has grown by manufacturing industry and then declined 
due to de-industrialisation influenced by global restructuring of production. The 
second section examines how and in which direction the City of Birmingham has 
changed in the 1980s and 1990s. The next section concentrates on the 
redevelopment of the ICCQ, and the final section evaluates the impacts of 
regeneration actions taken in the City Centre in the 1990s. It is found that significant 
physical changes have been achieved in the City Centre, especially in and around the 
IQCQ during the 1990s. The positive image of Birmingham has spread owing to the 
aesthetically enhanced City Centre and positive economic impacts have been enjoyed 
through new development within the ICCQ.
Chapter Eight, Nine and Ten respectively set out the findings gathered from the 
businesses located in the central Birmingham study area and the consumers surveyed 
in the ICCQ. Findings and analysis from semi-structured interviews to tourism, 
leisure and recreation business are described in Chapter Eight, while the latter two 
chapters deal with the user survey. Overwhelming positive perceptions of the 
redevelopment were found from both the businesses and the users. Typical derelict 
and abandoned manufacturing sites have been transformed to vibrant spaces for 
tourism, leisure and recreation during the past decade. Over half of the businesses in 
the research area were found to be food and drink retailers and the majority of them 
had started their operation after 1990. The regenerated spaces are alive outside the 
traditional business hours of 9am to 5pm and have brought new life to the area. 
The regeneration of the ICCQ has significantly affected the opening of businesses in 
the current site. The majority of users of the ICCQ are local and regional residents, 
however there were European and international visitors, reflecting the functions that
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the ICCQ provides. They found attractiveness of the ICCQ in the canals and public
open spaces rather than other resources which require money to enjoy. The
respondents m general had very positive opinions about the ICCQ, however it was
found that several variables, including age, education and ethnic background, were
related to statistically significant differences in the way the regeneration was 
perceived.
The final chapter synthesises and concludes the thesis, drawing together the
background, context and findings to provide a review of the concepts and results, and
suggest further research. Birmingham has utilised Amenity Business to regenerate a
formerly derelict manufacturing site into an attractive Amenity Place. The
redevelopment of the ICCQ has been in the sense that it has created new spaces with
aesthetic value and quality, and this has enabled active investment from the private
sector, resulting in enhancement of the image of the City. The canals and public
open spaces play a significant role in providing an ‘urban oasis’ within the ICCQ,
where no money is needed to consume these spaces, and to which underprivileged
groups have easy access. However the main target consumers of this Amenity Place
and Amenity Environment seem to be the new middle class who place value on
‘culture’, and who can afford relatively high prices for consumable services, goods
and experiences, rather than socially disadvantaged people from the neighbouring
area. Thus the regeneration has not fully benefited the immediate local residents
who have lived in the area since before the physical transformation took place.
There is no doubt that the ICCQ has created a new image of Birmingham, but further
endeavour is needed before the City can claim itself to be an attractive tourist 
destination.
The following chapter presents a review of the changes in Western Society over the
past century, with a particular focus on urban areas and the rise of consumption at the
expense of production in many of these areas, in order, to provide a context for the 
Study.
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Chapter Two The Overview of Post-Industrial 
Society in the Late Twentieth Centuiy
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2.0 Introduction
This chapter highlights key features of societies in developed countries at the end of 
the 20^ centuiy and contains four sections of literature review. It clarifies the social 
context in which traditional manufacturing cities strive to improve their position in 
society. The first section views society in general, with the focus placed on shifts 
and changes mainly arising from industrial restructuring (transformation). The next 
section characterises society on the basis of consumer culture, which has become one 
of the most important discourses in social science. Section three provides an 
understanding of society from the perspective of space and place, and the final section 
identifies challenges to the quality of life and notes a new direction for urban 
regeneration, that is Amenity Place and ‘Amenity Environment’ (which are 
discussed in more detail in Chapter Five).
2.1 The Characteristics o f Society in the Late Twentieth Century
This section reviews the literature on post-industrial society and identifies key 
components. The main emphasis is placed on the process of change from 
industrialisation outcomes to the present.
2.1.1 New Features o f the Century
The 20* centuiy saw enormous transformation, which accelerated especially towards 
the end of the century. There are several key terms which characterise this including 
production-consumption, technology, information and globalisation. These key 
terms are critical to analyse post-industrial society and its changes.
Production and consumption are key words at the end of the second millennium. A 
flexible production system is required in order to satisfy demanding sophisticated 
consumers. Economic activities have been globalised, and most resources and 
production are now global. Technology advancing daily enables us to communicate 
and transport information, knowledge and resources quicker and cheaper than before. 
Changes are continuous, rapid and dynamic. The criteria of industrial location have 
been changing due to globalisation, technological advancement and highly advanced 
information technology.
‘Information is a requirement of our survival’ (Kumar 1995: 6), and the majority of
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people in highly advanced countries live in what many writers call an “information 
society”, which means the production and distribution of information play a key role 
in many activities. The penetration of computers and various telecommunication 
devices in the business world as well as the public sector and even the individual 
home, has transformed many operations in industrial societies. The marriage of 
computers and telecoihmunications has made the world smaller and facilitated 
globalisation. The new information technology compresses time and space into a 
different world. Time and space used to be more bounded but the arrival of the 
information age has changed this. Bell (1980: 62) characterises
space, has been enlarged to the entire globe, and is tied together, 
almost, in ‘real time’ and as for time ‘the sense of time, religiously 
and culturally, which had been oriented to continuity and the past, 
now, sociologically, become geared to the further.
Kumar illuminates how the information society has replaced labour and capital by 
information and knowledge (1995: 12). Masuda (1985: 621-622), a leading 
Japanese exponent of the information society concept, argues that the core 
organisation for the production of information will replace the ‘factory as the societal 
symbol’. The information revolution has forced traditional industry out of the town 
cçntre and resulted in the ‘softening of the economy’ (Kumar 1995: 17) which in turn 
has enabled a change in the nature and scenery of landscapes. No smoking 
chimneys, smells of oil, mounds of rusty metal, or heavy lorries, for example.
Obviously this fundamental shift has attacked traditional manufacturing cities most 
severely. As a result of the advancement of globalisation and information 
technology the decline of traditional industrial cities was inevitable. The decline of 
heavy industry, starting around the 1970s, led to a restructuring of the industrial sector 
of many advanced societies (Green 1989). Many traditional industrial cities are still 
suffering from sudden job losses, unemployment and the physical decay of these iimer 
cities. They were not able to respond to the rapid changes or provide effective 
economic policies. Factories were often located in the middle of these cities and 
when they were abandoned became an eye-sore for a long time. Dereliction, poverty, 
unemployment and crime have been major problems for these cities. Poverty and
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the miserable state of traditional industrial cities has entered most, if not every, British 
mind, and this image became a major challenge to be tackled in the 1980s and 
thel990s in order to revitalise their economy. This battle against an image of four 
cities is discussed in Chapter Four.
Bell (1974) predicted that in post-industrial society, manual work would decline and 
the quality of life would improve, with more leisure time and higher work satisfaction 
from knowledge/information base occupations. The degree of implementation of his 
concept into real society is highly controversial. He failed to see the huge number of 
unemployed people from manufacturing industry, and how few new industries 
absorbed.
Nevertheless, recently, these industrial cities have been responding to the new 
economic order and this has been visually observed from around the late 1980s. The 
old industrial sites in the core of cities provide large open spaces for regeneration and 
have allowed new industry to locate. Indeed, some of the most fundamental 
transformations in the 20 centuiy can be observed in traditional industrial cities. 
New office buildings, highly electronically equipped require ‘knowledge workers’ and 
these people constitute a large part of the new middle class, which is discussed later. 
The information industry is ‘clean’ and is perceived as pleasant to have in a city centre. 
Leisure, tourism and recreation have been deeply related to society tliroughout human 
history (see the next chapter), and are linked to various types of work, the value of life, 
religious ethics, transportation and technology.
It is important to explore how contemporary society is analysed and where tourism, 
leisure and recreation are placed in modem society and culture. Kumar (1995) 
argues that knowledge does not merely govern economic growth but has become the 
major activity of the economy and the major reason to change occupation. The 
outstanding features of urban space in contemporary highly advanced societies are 
diverse, complex, continuously changing with an interdependence or interrelationship 
of many component parts. The change of one component significantly affects others 
and an analysis of the composition of cities provides a rich source of understanding 
about society. Key questions include what does urban space represent in 
contemporary society; how do consumers use the space and what do the observers
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(viewer) read from it; and when and where does urban renewal occur?
One of the key perspectives used in social sciences to analyse a society is ‘culture’.
The discourse of modernity and postmodemity provides useful insights to this study,
because the focus of the arguments is often given as culture. Brooker (1992: xi-4)
discusses modemism and postmodernism as phenomena of North-American and
European culture in the 20 century and thinks there is no absolute break between 
them.
The term ‘culture’ has become very significant in the late 20* century. Planners and 
economic development professionals have come to recognise the significance of 
culture as a tool for regeneration. The culture industry is one of the most powerful 
forces in attracting people and it has become a critical and essential component of 
urban tourism, leisure and recreation. However, the definition of culture is complex 
and contested (Haralambos and Holbom 2000). One of the definitions (Abercrombie 
1994: 98) refers to culture as a
collective noun for the symbolic and leamed, non-biological aspects 
of human society, including language, custom and convention, by 
which human behaviour can be distinguished from that of other 
primates.
On the other hand, culture can be taken to refer to artistic and intellectual work, rather 
than the wider definition noted above. Some commentators (Featherstone 1987; 
Urry 1990; Jameson 1992) note the boundaries between two different levels of 
culture; high and low, have become blurred. While both view points are valid, the 
focus of this study is to exarmne the use of cultural resources in urban regeneration. 
Cultural tourism has become a popular term and in this study culture is used both in 
the sense of high art (such as music, plays, festivals and art galleries) and also in the 
sense of the aesthetic quality of a place. Cultural space has become a key term for 
planners and developers in post-industrial cities.
2.1.2 Modernity and Postmodemity in Society
Bell was the first critic to use the term ‘post-industrial society’ in the 1970s, to
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characterise the changing North American society. On the other hand, ‘post-modern’ 
was first used in 1939 by Toynbee (Docherty 1993), a historian. Since then theories 
of post-industrial and postmodern society have gone through an active argument 
(Callinicos 1989). Although it is still controversial, many critics note we live in a 
post-industrial and postmodern society in highly advanced countries. The shift to 
the former notion can be observed in the decline of traditional industrial cities, such as 
Baltimore, Pittsburgh, Birmingham, Manchester and Glasgow (Holcomb 1993). The 
emphasis has shifted from production to consumption in Western Europe, North 
America and Japan. Postmodernism’s main consideration is mostly with ‘culture’, 
but critics seem to agree on very little else (Callinicos 1989; Uny  ^ 1990; Jameson 
1992). The following sections review the discourse of modernity and postmodemity 
aiming to argue the usefulness of both perspectives to analyse contemporary society, 
and ultimately their roles in urban regeneration. The following sections consider the 
characteristics of modem and postmodem society.
2.1.2.1 Modernism
The industrial revolution produced what is now called the ‘modem’ experience 
(Boyne and Rattansi 1990. 3). Modemism can be seen in culture; art, music, 
literature and architecture, and well known modemists include; Matisse, Picasso, 
Kandinsky, Stravinsky Debussy, Heniy James, Joyce, Kafica, Eliot and Le Corbusier 
When their work first became public they were beyond the understanding of most 
people, but they are now no longer novel or sensational (Boyne and Rattansi 1990) 
but rather classic and ‘realistic’ (Jameson 1992:178). The nature of modemity is 
highlighted by Habermas’^s definition (1987:128);
modemity revolts against the normalising fimctions of tradition; 
modemity lives on the experience of rebelling against all that is 
normative. This revolt is one way to neutralise the standards of 
both morality and utility.
Ironically this aspect of modemity later led to discussion of ‘real’ and ‘pastiche’ in 
one of the main topics of postmodemity.
Jacobs (1961) made clear about what a life of modernism had brought to us already in
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the early 1960s. Modemism created urban space in physically clean and orderly 
pattems but the spaces were socially and spiritually dead. The vestiges of the 19“* 
centuiy, especially noise congestion and general dissonance were inherited and kept 
urban life active. Although the old urban “moving chaos” was a rich complex of 
human order, true elements were not recognised by modernism because of its 
paradigm of order and being mechanical, reductive and shallow. Issues that passed 
as modemism in the 1960s vanished and become outdated. It could be remarked that 
modemism itself contains contradictions and dialectics and the thought and vision of 
modemism became old-fashioned. Habermas (1987) also points out that aesthetic 
modemity has begun to age and modemism is dominant but dead. His view is based 
on avant-garde arts which he argues are expanding but no longer creative. He 
(ibid.: 132) sees optimistic modemists as:
the arts and science would promote not only the control of natural 
force but also understanding of the world and of self, moral 
progress, the justice of institutions and even the happmess of human 
beings
However the 20“' century destroyed this optimism. Bemian (1983) gives an 
interesting insight from the modernist view and his view includes not only Marx but 
poets and novelists, urban planners, architects and philosophers. His contribution is 
to revitalise modemism through giving it wider and new meaning. He (1983: 165) 
views new urban spatial complexes as
systematically designed and organized to ensure that collision and 
confrontation will not take place.
According to him (ibid.: 165) urbanism in the 19* centuiy was ‘the boulevard, and a 
medium for bringing explosive material and human forces together’, whereas that of 
the 20* century is ‘the highway, a means for putting them asunder’. He insists that 
our epoch has masked and mystified rather than resolved conflicts between class and 
ideology or between the individual and social forces and spiritual conflicts within the 
self. His point is that progressive modemism itself ironically mystifies modem life 
in theory and in practice, and destroys the most exciting possibilities. Other
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elements of modemism are suppressed for generations without any replacement and 
hence ‘the deepest social and psychic wounds of modernity’ have never been healed 
(ibid.: 170).
2.1.2.2 Postmodernism
In comparison to modemity, it is widely regarded that concepts of postmodemity are 
still difficult to understand (Jameson 1991). For instance, Callinicos (1989) points 
out definitions of the word by postmodernists such as Lyotard and Jencks are vague, 
inconsistent and contradictionaiy (Callinicos 1989). ‘Postmodem’ covers a wide 
range of work including music, film, dance, poetry, literature, architecture and social 
science, thus the argument is not easily approachable. However it has become clear 
that discussions converge around cultural aspects (Callinicos 1989; Urry 1990). 
Highly active arguments take place around issues such as authenticity, real or 
differentiate (modern feature) and between hyper-real, signifier, pastiche or symbol 
(postmodern feature). Many posfmodemists (Urry 1990; Jameson 1991; Baudrillard 
1992) claim, in general, the ‘real’ was lost from a modem society, and that is the time 
the postmodem age started.
One of the postmodernists writers, Baudrillard (1992), uses the term ‘hyperreal’ and 
argues that we no longer live in the real world as it used to be, and in retum our 
societies are producing ‘real’, ‘authentic’ and ‘tme’ experience. He concludes that 
we have lost the “real”. He uses Disneyland as an example of this; it conceals the 
fafct that it is the real country, and it is used to make us believe that the rest is real. 
He applies this not only to theme parks but also to pohtical dramas like Watergate, 
and further to work and production and claims ‘the spark of production’ no longer 
exists (Baudrillard 1992: 159). Although people engage in production, work is no 
longer what it used to be and has become ‘the object of a social demand’ or ‘scenario’ 
of work (ibid.: 160). According to him (ibid.) leisure is regarded as equivalent to 
one option of life among many others.
Jameson (1991) sees the need to define postmodemism as he observes a new type of 
social life and a new economic order from the 1960s. He (ibid.) claims 
postmodemism appears in two significant ways; firstly it emerged as a reaction 
against the established and dominant high modemism, and secondly it blurs the
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boundary between high culture and mass or popular culture. His argument is based 
on post-industrial, consumer society and multinational capitalism, which can be seen 
in the United States in the late 1940s and early 1950s and in France in 1958 after the 
Fifth Republic was established. He looks at postmodemism from time and space 
perspectives and characterises them as pastiche and schizophrenia. Pastiche is 
different from parody but (ibid.;167):
the imitation of a peculiar or unique style the wearing of a stylistic 
mask, speech in a dead language : but it is a neutral practice of such 
mimicry, without parody’s ulterior motive, without the satirical 
impulse, without laughter, without that still latent feeling that there 
exists something normal compared to which chat is being imitated 
is rather comic. Pastiche is blank parody, parody that has lost its 
sense of humour.....
In the age of modemism, individuality and personality were unique but in
postmodemism, according to postmodemism perspective, they are lost. There is no
unique self or private identity any longer, and as a result a generation of unique world
vision and creation is not possible in the postmodem society. Thus personal identity
and individualism belong to the past and are dead. This leads to the pessimistic
conclusion that there is nothing new for artists to create but only to assemble
combinations of what used to be new and innovative in the past. This creation is
pastiche itself. Jameson (ibid.) applied this logic to a hotel in Los Angeles trying to
explain what a postmodern building- space has to offer. He analyses the space as
being new hyperspace and claims we do not have the ‘perceptual equipment’ yet to
feel the space as comfortable, since our ‘perceptual habit’ still belongs to the space of
high modemism (ibid.: 171-172). He raises the point that disjunction between the
body in that space, and the built environment is both the symbol and analogy between
us and the global and multinational society with a highly complex communication
network. This is an interesting insight into viewing and contrasting the built 
environment and humanity.
This new age of postmodemism coincides with a new type of consumption, a rapid 
change of fashion and style, more sophisticated marketing and the spread of
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multimedia, universal standardisation, global network and superhighways. Jameson
(ibid.. 179) concludes that the emergence of postmodemism and late consumer or
multinational capitalism are seriously related and he pities the nature of the society,
because of ‘the disappearance of a sense of history’, meaning society is no longer able 
to retain its past.
2.1.3 The Coexistance o f Modern and Postmodern Urban Space 
It is not the intention of the study to argue if the current society is modem or 
postmodern, but rather to seek the most appropriate perspectives to explain a society 
and its changes in the last decades of the first Millermium. Some of the features of 
modemism and postmodemism discussed above still can be seen in contemporary 
urban society. A radical change of periods does not mean sudden complete changes 
of content. Indeed, society natinally and continuously restructures parts of 
prevailing elements, and prominent facets of the system give way to secondary 
features (Callinicos 1989; Jameson 1991). Societies in the late 20® century contain 
modem and postmodem elements. The degree of these elements varies depending 
on each society. Modernists’ (Habermas 1987; Berman 1983) insights of urban 
space, mentioned above, are still applicable to contemporary urban space. The 
major endeavour of urban regeneration in the core of traditional industrial cities seems 
to rectify problems arising from the ‘modem’ approach to development, because it 
created socially and spiritually dead spaces in city centres (Jacobs 1961; Berman 
1983). This endeavour seems to see no end, yet, in other words, many ‘modem’ 
spaces exist next to ‘postmodern’ architecture and buildings.
Additionally, Uny (1990: 82) states
Postmodemism involves a dissolving of the boundaries, not only 
between high and low cultures, but also between different cultural 
form, such as tounsm, art, education, photography, television, 
music, sports, shopping and architecture.
This feature of blurring boundaries applies also to the current discussion of the role of 
modemity and postmodemity in analysing urban space, since the very nature of 
postmodemism is the power of dissolving opposites. These cities naturally contain
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both elements as they retain the modem features and have added the postmodern 
features recently. Therefore Urry s argument enables an employment of both 
theoretical perspectives. Since the physical realisation of both modemity and 
postmodemity on the ground can be observed in the traditional manufacturing city 
cores, this suggests the usefulness of both analytical approaches in these spaces.
2.1.4 The New Middle Class
The decrease in manual occupations and increases in non-manual employment, 
white-collar employees and entrepreneurial businesses, along with the upward 
movement of the working class has resulted in the expansion of the middle class 
(Sarre 1989). However, many critics (Bourdieu 1984; Urry 1990; Byme 1997) argue 
the new middle class is somewhat different from the ‘traditional’ one. Byme (1997: 
57) agrees that the old middle class was, and still is, based on ownership or control 
of the means of (primary industrial) production, however the ‘new’ middle class 
obtains status, occupation and power through knowledge. They don’t have the 
means of industrial production but instead, their ‘experiences’, ‘expertise’ and ‘skills’ 
have become their capital (Byme 1995: 63).
On the other hand Bourdieu (1984) classifies them into two; new bourgeoisie’ and 
new petit bourgeoisie (see Bourdieu 1984) while, another postmodemist, Urry 
(1990) terms them the service class . Both of them share a similar understanding of 
this new middle class. They may not have economic capital but they strongly value 
cultural capital, and they ‘are major consumers of the postmodem’ (Uny 1990: 89). 
Culture capital is a term coined by Bordieu (1984), meaning the gaining of social 
status through cultural experiences and activities. Featherstone (1987) stresses this 
group’s strong commitment to fashion which has caused the blurring of boundaries 
between high culture and low culture, the youthful and the mature, and modemism 
and postmodern (Urry 1990). Consumption is now focused around this new middle 
class, they are the ones who spend money and they are the ones who want to 
distinguish themselves from others through this.
2.2 Implications o f the Consumer Society
Societies in highly developed countries are more organised around consumption than
production in the late 20 century. It is the purpose of this section to outline the rinse
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of the consumer society and consider what consumption means to people who live in 
post-industrial cities.
2.2.1 Growth o f Consumerism
The 1950s saw the first access to consumer goods by all social classes, and as 
economies developed, people started to gain more purchasing power and consume 
more than their basic needs. This study considers the social and cultural aspects of 
the consumption, rather than economic aspects, however it does not intend to deny the 
importance of the economic factor of consumption. It employs the approach of 
Bocock (1993), who sees consumption as ‘a social and cultural process involving 
cultural signs and symbols’ (ibid.: 3), and furthermore he thinks (ibid.: 3)
consumption has become linked with desires, through the use of 
signs and symbols in selling products to the majority of consumers.
While people still consume goods and services based on need, consumption based
upon desire is increasing in advanced societies (Baudrillard 1988; Bocock 1993).
The power of advertisements, influences on consumption cannot be neglected.
Bocock (ibid.) also considers consumption as epitomising the move into
postmodemity. Modernity represents an industrial, urban, capitalist society, in which
identity is firm whereas postmodern implies post-industrial, suburban post-capitalist
social formation, and identity is floating or flexible (ibid.: 3-4). After the 1950s the
consumption sector steadily grew to be more specific and focused (ibid.) and by the
1980s and the 1990s post-industrial societies had become consumer paradises. By
1980 not only had a consumer society emerged, but a consumer culture had spread 
widely (Miles 1998).
The soeial significance of consumption was identified much eariier by Veblen, at the 
end of the 19® centuiy, however the experience of consumption in tlie 1980s and the 
1990s has become a way of life’ (Miles 1998), or even ‘a religion’ (Loy 1997) for 
many people. While consumption has become a more and more important part of 
people’s life, it had been neglected until recently but it began to be discussed seriously 
during the 1980s and the 1990s by the academic world (Miller 1995; Miles 1998).
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Consumption is not simply the opposite end of the production. Economists think
consumers make decisions to exert their sovereign choice but consumption is not as
simple as this. When a decision is not being coerced, then consumption becomes
‘the vital source of culture’ (Douglas and Isherwood 1979: 57). Consumption is
used to change the world in which people belong, or keep up in the world with other
people. As culture changes over time, those who identify themselves as belonging to
a particular culture take part in this evolution, and adapt to new ways and ideas.
They reshape their lifestyle or culture through varied consumption. This argument
regarding consumption and identity will be discussed in more detail in the next 
section.
Featherstone (1991:13) identifies consumer culture as:
consumer culture is premised upon the expansion of capitalist 
commodity production which has given rise to a vast accumulation 
of material culture in the form of consumer goods and sites for 
purchase and consumption.
He concludes that this has led to ‘the growing salience of leisure and consumption 
activities’ (ibid.: 13). Consumption has become the centre of our life. This 
argument leads to a shopping mall being a ‘tourist attraction’ (see Butler 1991). 
Featherstone further characterises how satisfaction and status are derived from goods 
and they are used to make social bonds or distinction. Hence consumption is not 
merely the behaviour of buying goods and services, it has become the significant part 
of life and it has been given a crucial new role in postmodern society. It has now 
become the critical tool by which to identify oneself in the late 20® century. The 
next section explores the relationship between consumption and identity.
2.2.2 Consumption and Identity
As noted above, the societies of the Western Europe, North America and Japan in the 
late 20® century are more organised around Consumption tlian production. 
Sociologists traditionally analysed social life from the perspective of the relationship 
with production, since they considered it to be the fundamental determinant of the life 
experience (Miles 1998). However, as society has shifted more towards
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interdependencies are under researched (Urry 1995; 28). The analysis of place 
consumption, especially from a tourism perspective, owes much to Urry (1990a; 
1990b; 1995), however, he claims difficulties in understanding and explaining the 
consumption of ‘tourist service’ due to being unable to identify what is being 
consumed (1990b: 33).
Consequently space and place has become a commodity for sale in the late 20* 
centuiy. Urban spaces have been restructured in order for them to be consumed by 
the new middle class (see Section 2.1.4) and to attract various economic activities. 
One major direction of urban regeneration is to meet the demands of this class, and its 
sensitivity to fashion and its high value on cultural capital. One example of this 
spatial restructuring is seen in the South Bank along the River Thames in London, 
which has now become one of the trendy locations in London. Such spaces are 
planned and designed to gain cultural capital and prestige from consumers. 
Accordingly urban spatial analysis can provide a critical analytical perspective on 
contemporaiy society.
2. 3 The Significance o f Space and Place
The aim of this section is to explore the importance of space and place. How and in 
which direction urban spaces have been re-constructed and how it has been consumed. 
A closer investigation of spaces tells us what our society is like. What people make 
out of a space/place also informs us about what they are.
A considerable amount of public space was taken away from people during the 
modem period both in the countiyside and cities, but the public sector is now making 
more space available for people in cities (DETR 2000a; 200b). There is a need to 
provide open space for various types of people and to ensure they feel comfortable in 
that space. Consciously built and designed safe and secure spaces may help heal 
people and can be an oasis of quiet in the town, as well as giving the weaker elements 
a chance to confirm and reassert their identity. This philosophy is not only confined 
to the leisure side of urban life, but also to creating attractive jobs and making 
pleasant residential environments in the city centres. This is the creation of what this 
author calls “Amenity Environment”, discussed in Chapter Five.
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2.3.1 The Increasing Importance o f  Space
Time and history have been major theoretical discourses in social science, while space 
had not been a critical axis for the examination of society (except in geography) and 
there has been a neglect of space analysis (Soja 1989; Urry 1995). However Soja 
remarks, now it is space that provides ‘the most revealing tactical and theoretical 
world’ (1989: 1)
Bachelard, Benjamin and Lefebvre are major early sociological theorists of place and 
locale (Urry 1995: 23). Bachelard (1969) conceptualised space as qualitative and 
heterogeneous. Many spatial analysts, such as Uny (1990) emphasise the visual side 
of space, while Bachelard stresses aural. He sees a house as not only a physical 
object, but a place with personal memory infused in it (an important memory treasure 
box). This notion of memory can be extended to any space, including offices, 
schools, parks, shops, restaurants, cafés and anywhere humankind has been. This 
leads to an interesting issue of ‘nostalgia’ and tourism (Uny: 1995). It is 
understandable therefore, that Benjamin (1979) sees the city as the repository of 
memories and the past of people, and as a vessel of cultural symbols, not only at an 
individual level, as buildings indicate collective myths.
Space has been historically and environmentally shaped and moulded and this process 
is heavily political (Lefebvre 1976). Space is both political and ideological, and the 
organisation of space is a social product. Lefebvre (1976: 31) argues space is not ‘a 
separate structure with rules of constructions and transformation that are independent 
from the wider social framework’.
Hence an analysis of how space is constructed and how people use it may provide a 
unique understanding of society compared to the conventional analysis of time. 
Harvey connects the power of capital and landscape and gives a sharp insight to the 
relationship between them, ‘capital represents itself in the form of a physical 
landscape created in its own image, created as use values to enhance the progressive 
accumulation of capital’ (1978: 124). As a consequence, regeneration is a battle of 
the unavoidable progression of a society. He concludes (ibid):
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Capitalist development has therefore to negotiate a knife-edge path 
between preserving the exchange values of past capital investments 
in the built environment and destroying the values of these 
investments in order to open up fresh room for accumulation.
Under capitalism, there is then a perpetual struggle in which capital 
builds a physical landscape appropriate to its own condition at a 
particular moment in time. The temporal and geographical ebb 
and flow of investment in the built environment can be understood 
only in terms of such a process.
Hence the physical landscape represents what is in fashion at that very moment of 
planmng, while it also tells what was popular before, through investigating the 
existing structure and history of that space. It can be concluded that space can be 
viewed as a social production with a highly political process. This insight also 
provides a useful perspective in finding whose power has been reflected in urban 
regeneration. This will be explored in Chapter Four, examining how urban 
regeneration has been undertaken in selected British cities.
2.3.2 The Restructuring o f Urban Space and Problems-Arising 
This section and the next one explore how and in which direction urban space has 
been transformed for the past decades and identifies issues and problems arising as 
results of that restructuring.
Cities evolve continuously no matter how slow the process is, but the recent; 
transformation of cities has been so dynamic and fast that people feel ‘the sense of 
change’ is intensified (Litton 1976). Knox (1995; 8) remarks that cities have entered 
a new phase , under the name of local economic regeneration, image change and 
deeentrahsation. The need for urban regeneration is generally the highest in 
post-industrial cities. In North America in particular, deeentrahsation of jobs, the 
development of huge suburban shopping centres and an increase in houses in the 
outskirts have resulted in fewer people living in the inner cities. Urban revitalisation 
has, therefore, become critical to solve inner city problems. Tire dislinction between 
the core and peripheiy of cities has become blurred (Soja 1989), the classic mosaic of 
zoning of a city is no longer as clear as before and it is harder to segregate residents
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according to class, race or functions (Knox 1993). A similar situation pertain in the 
UK. Knox (1995: 8) believes that the recent new phase has its roots in
the dynamics of capitalism and, in particular, the globalization of
the capitalist economy, the increasing dominance of big
conglomerate corporation, and the steady sift within the world’s
core economies away from manufacmring industries towards
services activities
It is not difficult to find speculative new buildings, and spectacular architecture in 
Central Business District. This is the very space in which investment, production 
and consumption reveal themselves dynamically. Knox (1993: 2) calls these new 
landscapes ‘packaged landscapes’ and characterises them as ‘mixed densities and 
unexpected juxtapositions of forms and functions’. His remark makes an interesting 
contrast with Uny’s (1990) perception of space, which is discussed above. Urry 
(1990) claims postmodern space enables the dissolving of boundaries, while Knox 
(ibid.) identifies the contrast. It seems from their arguments that the postmodern 
landscapes embody contrasting and dissimilar elements with a liberal nature.
Traditionally real estate has been a local business since knowledge of local markets 
and connections to local officials was crucial for any development (Logan 1993). 
However this seems not to be the case in many urban areas in these days (Knox 1993; 
Logan 1993). National and international conglomerates play bigger and 
instrumental roles in urban development, and local property developers have been 
increasingly removed fi-om their own territories. Partnerships or joint-ventures with 
local authorities are used to gain a quick knowledge of, and connections with the local 
markets. The economic transformation of urban development industries is in 
‘concentration and centrahsation of activity’ (Knox 1993: 5). Concentration means 
that smaller and less profitable firms can no longer operate in the market, partly 
because of severe competition and partly because of mergers and takeovers. The 
latter signifies various kinds of integration by large coiporations, including 
internationally, in order for them to respond to the over-accumulation crisis, which 
Harvey (1978) has described. The role of city councils becomes of great importance, 
whether they are proponents of redevelopment or preservers of status quos. The
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further discussion of the planning role of city councils is dealt with in Chapter Four.
According to Soja (1989) there are four eras of modernisation, and the last period, 
starting from the late 1960s, is a deep and broad reconstruction of modernity. He 
argues that this profound restructuring cannot be practically and politically understood 
with only conventional tools and insight but these are not to be abandoned. He 
points out that new tools need to be more flexible and adaptive in order to contend 
with contemporaiy capitalism. The profound and crisis-induced restructuring of 
contemporaiy life brought him to insist that there is a need to analyse space with a 
new tool. He also believes the process of modernisation is a constant process of 
societal restructuring which creates ‘a significant re-composition of space-time-being 
in their concrete forms’ (Soja 1989: 102). This study, in one sense, is a response. It 
aims to develop a new tool or concept by which to analyse urhan redevelopment and 
regeneration by combining geography, sociology, planning and histoiy and tourism, 
leisure and recreation.
Zukin (1991) offers an explanation of the changes of urban landscape by the creative 
destruction of capitalism, she contrasts losers and those who thrive and, presents 
astute observation. Although it a rather long quotation, it explains the issue very 
explicitly (1991: 4-5);
Creative destruction along these lines creates a dramatically
different landscape of economic power  Place, moreover is
sharply divided between landscape of consumption and devastation.
Those places that remain part of a production economy, where men 
and women produce a physical product for a living, are losers. To 
the extent they do survive in a service economy, they lack income 
and prestige, and owe their soul to bankers and politicians. By 
contrast, those places that thrive are connected to real estate 
development, financial exchanges, entertainment -  the business of 
moving money and people -  where consumer pleasures hide the 
reins of concentrated economic control. Some people identify 
these shifts as part of a process of decline and decentralization 
called deindustrialization. Others accept them as evidence of a
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high-technology, postindustrial society. But neither of these terms
captures the simultaneous advance and decline of economic forms,
or the sense that as the ground shifts under our feet, taller buildings
continue to rise.
She sets out critical problems arising from urban regeneration. Old residents
gradually move or are pushed away from their familiar neighbourhoods by those who
have higher economic power and seek cultural capital, frequently the new middle
class. They use the restructured space to produce self-identity. Zukin (1989)
portrays the rise of prestige in the housing market in an urban setting by looking at
loft living in New York. She relates loft living to the ‘modem’ “gentrification”
process. Gentrification is typically the process of a rise in property market price and
tax assessment caused by people in higher classes moving into a neighbourhood.
This leads to the lower-class ‘old’ residents moving out from the area as they cannot
afford to remain. In the case of loft living, the social class distinction between old
and new residents is not as clear as other types of gentrification. It is rather blurred,
as those who are pushed to move out are ‘small manufacturers, distributors, jobbers,
and wholesale and retail sales operations’ (ibid.; 5). These are the real victims of
gentrification. They could remain in the loft as long as they had good reasons to
cling to the sites; for example geographical clustering in a commercial neighbourhood
with cheap and stable rents. When some of these business moved out from lofts,
artists, craft workers, performers, photographers and carpenters moved in the ‘first
gentrification’ round, before 1970, but then later they became victims as well (ibid.: 
5-6).
Beauregard (see 1986) ftirthermore raises the issue that gentrification is much more 
complex and chaotic than it is usually understood. Another issue of prestige in 
housing was studied by Marsden, et. al. (1993). Scarce and finite positional goods 
provide exclusiveness, and once people get these commodities they try to maintain 
their relative higher position (ibid.: 24). The development industry is often driven 
by this selectivity and it especially applies to housing. Often prestigious housing 
development can be seen in urban regeneration area and this observation offers an 
important issue to consider. Here again a planning authority needs to function to 
secure public interests, when needed.
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Ironically but naturally, this restructured space ultimately will again be transformed to 
a new spatial structure after a certain period of time. Nothing remains the same. 
Soja (1989; 102) concludes this ever changing mban space as;
the city, the urban built environment, is embedded in the restless 
geographical landscape of capital, and specified as part of a complex 
and contradiction-filled societal spatialization that simultaneously 
enhances and inhibits, provides new room and imprisons, offers 
solutions but soon beckons to be destroyed.
Accordingly it seems many spaces in post-industrial cities are reconstructed in favour 
of use which offer prestige and cultural capital in the late 20® centuiy, and this can 
cause exclusion and limitation of access in the consumption of space.
2.3.3 The Consumption o f Space
This section considers an increase in tlie development of space for consumption and 
shows how important those spaces are for people in post-industrial societies.
Jackson and Thrift (1995: 213) note:
We not only consume the food at dinner but in many respects we 
also consume the whole dinning situation by participating in it, just 
as we may consume a situations as a forest hike without eating the 
trees, in all these different situation we consume space 
(space-time)...
As capitalism develops, fewer spaces are left alone or discarded and more and more 
spaces have been constructed for consumption. Even in the countiyside visual 
consumption has become important in attracting tourists, one example can be seen in 
restoring traditional hedges. Although the history of admiring nature has been short.
It has now become something to view as a spectacle (Macnaghten and Uny 1998). 
Green (1990: 6) thinks; ‘Namre has largely to do with leisure and pleasure -  tourism, 
spectacular entertainment, visual refreshment’ City dwellers seek nature near their 
homes to give easy access as well as ‘the experience of being in the countryside’.
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This idea was actualised by Olmstead, a centuiy and a half ago in North American 
cities, best symbolised in New York with his creation of Central Park (Gold 1973).
It IS easy to find spaces for consumption in urban areas. Sennett (1991) argues that 
the most significant buildings are based around consumption and tourism. Uiiy 
(1988: 16) notes that as industry left the city centre of Lancaster, spaces were 
reconstructed for consumption; the old custom house has been converted into a 
museum, the warehouses on the waterfront transformed into flats and mills by the 
canal were reborn as pubs and restaurants. Similar cases can be found in many 
traditional British industrial cities including, Gloucester, Bristol and Cardiff. Cities 
are now promoting tourism eagerly for various reasons, a clear representation of 
regenerated spaces becoming places for consumption.
The shift from mass production and mass consumption towards a more flexible 
system has penetrated property development as well. As a result of product 
differentiation for different niche markets, a variety of goods, services and 
environments have been produced.
It is necessary to explore the reasons for those changes in urban cores and why cities 
are so eager to change their image. Such places are socially constructed under 
various kmds of planning (Miles 1997). Large scale developments require a long 
planning process and those investments have clear aims and objectives. Planners are 
aware of different demands, such as profit oriented developers and entrepreneurs, and 
the various demand of people, but their decisions do not necessarily always meet 
people’s demands or needs. One of tlie main reasons to change the image of an 
urban core is economic regeneration, i.e. 1o encourage inward investment and to 
create new jobs. Increasingly the tendency is to change the image toward ‘(high) 
culture’. The fashionable elements that make a good and trendy image include art, 
music, literature, theatres, museums and festivals.
The way spaces are produced has become highly sophisticated, and it is less obvious 
to people that spaces are constructed to consume. It is natural for human beings to 
prefer delightful, pleasant and enjoyable places rather than feared or unsafe places. 
The visual landscape is important, since people 'see meanings in places', and respond
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to what they see (Nasar 1998: 1). People unconsciously shape their evaluation, 
feelings, inferences and behaviour according to the environment they see (ibid.). 
Gould and White (1974: 20) view ‘this mental landscape of meanings as an invisible 
landscape (sic) that shapes our behavior’.
Post-industrial cities are in competition to create better spaces for consumption in 
order to attract money, culture and people. Creating or supporting cultural 
commodities is one significant way to revitalise or enhance their economy.
Zukin (1992: 221) notes shrewd property investors contribute to the consumption of 
new urban space in the following way
the visual consumption of space and time is both speeded up and 
abstracted from the logic of industrial production., forcing a 
dissolution of traditional spatial identities and their reconstitution
along new lines  Consequently, the social process of
constructing a postmodern landscape depends on an economic 
fragmentation of older urban solidarities and a reintegration that is 
heavily shaded by new modes of cultural appropriation. The 
genius of property investors, in this context, is to invert the 
narrative of the modem city into a fictive nexus, an image that a 
wide swathe of the population can buy, a dreamscape of visual 
consumption.
More and more urban spaces are constructed as spectacle landscapes of power, which 
provides stage-sets within which consumption can take place. Zukin thinks those 
dreamscapes cause serious problems of identity for people, since places historically 
have been the foundations of people’s identity and they are places that people came 
from. Space embodies memory and also nurtures self-identity. As discussed above 
many people in the late 20^ century identify thetnselves from what they consume, and 
this consumption include not only tangible goods but also intangible services and 
spaces. Therefore urban regeneration planners and developers have to be aware of 
this and maintain the ‘sense of place’. Urry (1995) characterises the postmodern 
landscape as a place of consumption, giving an example such as Covent Garden in
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London, and he argues that these places are no longer where people come from, or 
live in or even gain a sense of social identity from.
However this analysis may apply only to the ‘older’ generation. The young 
generation or strangers to a space, who do not know what was there before, form a 
new memory and identity based on a regenerated new physical space. The adaptable 
nature and flexibility of the human memory cannot be underestimated, and social 
identity is more open and fluid in the postmodern city than it was in the modem 
period.
2.3.4 Consumption o f  Tourism, Leisure and Recreational Space
O’Hare (1998: 154) also agrees with landscapes being transforming into consumption;
A tourism landscape is cultural landscape in which tourism is an 
element. Several kinds of landscape may exist in a place. A city 
might be simultaneously an industrial landscape and a tourism 
landscape; a rural area might be simultaneously a farming landscape, 
an Area of Outstanding Natural Beauty, and a tourism landscape.
There are potentially as many tourism landscapes as there are 
cultural landscapes. Tourism is both an agent of landscape 
change, and a component of certain cultural landscapes. 
Distinctive cultural landscapes are attractive to tourists, and are 
subsequently changed by tourism, physical and perceptually.
He provides a case study of a resort town, Noosa Heads, on the east coast of Australia, 
and how the town has succeeded in establishing a stylish and sophisticated image over 
twenty years. The town has implemented style and sophistication into the physical 
environment, with expensive boutiques and cafes in order for elegant people to 
promenade and be seen. Consequently this town has been able to translate ‘cultural 
capital into real estate capital.’(ibid.: 163). The town had previously nothing special 
to attract tourists but now it provides ‘prestige’ to consumers such as Bill Clinton.
That is an example of the conscious raising of the image and the construction of a 
prestigious resort, and the creation of cultural capital. O Hare’s argument is easily
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applicable to urban space, as he notes the close relationship between ‘industrial 
landscape and tourism landscape . Industrial sites were not regarded as attractive 
landscapes, however they can be refurbished and then re-branded as ^industrial 
heritage to attract tourists. After regeneration, property prices may increase and 
traditional/old businesses, normally locally owned, can no longer afford to stay and 
move out. People who visit the area may change and the businesses lose customers, 
or may need to alter their business for the new market. Users are not only confined 
to tourists, when the area contains residential space. When an area has become a 
trendy or a fashionable place, then land rent, property price and tax assessment rise, 
after which there will be only national and multinational companies there, with big 
capital, who are interested and capable of starting businesses, becoming involved in 
large scale changes. This stage can be compared to the development stage of 
Butler s (1980) tourist area cycle, and although the major concern in that model is 
resorts, it is applicable to urban space. Butler notes (ibid.: 8):
The development stage reflects a well-defined tourist market area, 
shaped in part by heavy advertising in tourist-generating areas. At 
this stage progresses, local involvement and control of development 
will decline rapidly. Some locally provided facilities will have 
disappeared, being superseded by larger, more elaborate, and more 
up-to-date facilities provided by external organizations particularly 
for visitor accommodation.
The effects of multinational and national capital and the force of globalisation are 
inevitable in urban space, however a planning authority, who evaluate planning 
proposals, needs to have a long term perspective on economic activities and the 
welfare of its people in the own city.
2.4 Aspiration fo r  Quality o f L ife
The last section of this chapter investigates the issues arising from improving the 
quality of life in post-industrial society. The discussion begins with public open 
spaces, which are deeply related to social welfare. While they do not necessarily 
make a direct profit for the landowners, they are necessary for the public well-being 
in urban core. These spaces are Oases, particularly, in major urban cores as
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Olmstead achieved in New York (Gold 1973). However a postmodern urban oasis 
may gain even more importance from another perspective. As discussed above 
post-industrial city centres have been regenerated towards consumption but not 
everyone in city centre needs consumption. There are those who cannot afford 
consumption, do not want to engage in consumption, are sensitive and may sense the 
pressure for consumption and may need to break free from the dominance of 
‘consumption’. The more spaces are designed for consumption, the more the 
importance of good quality public open spaces seems to be necessary.
Miles (1997) illuminates that there is a growing recognition of art as a kind of healing. 
Applying this argument to public open space is logical as such spaces often have 
monuments and other art forms and thus may enable people to ‘heal’ their psyche. 
Modem and postmodern people need such a process since many people in 
contemporary society are more or less continuously stressed and tired. Open space 
can play a role in social healing and it can provide spiritual enhancement for urban 
dwellers. Many old city parks have statues to remind the collective memory of 
heroes and sacrifices atid battles, and are places of refuge, remembrance and peace. 
Parks and open spaces have become rare spaces in which one can experience nature 
and the seasons even in the urban centres. For these reasons the importance of 
public open spaces, even the old traditional park style, cannot be underestimated, and 
should not be sacrificed for any development. “Cultural space” conveys a better 
image and the term can add value to the space. Public space has been re-created into 
a more culturally oriented space in order to attract people and upgrade the image. 
Good design adds cultural value to public open space and it often upgrades the image 
of that place.
However not all urban open spaces are attractive spaces in which to spend time. 
Some, or maybe quite a few parks in declining traditional industrial cities are unloved 
and exist as city vacuums in which crime often takes place. Jacobs (1961; 100) 
notes the danger of merely making open spaces:
people do not use city open space just because it is there and 
because city planners or designers wish they would.
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This statement is still applicable in the British context in the 1990s. There is no use 
creating open spaces in urban cores if they are not enjoyed by citizens and visitors. 
To be able to become a successful urban public space, a place needs to be used and 
loved by people, including neighbours, workers around the park and leisure takers.
2.4.1 The Quality o fL ife  o f Two Groups
Although many earlier commentators, such as Bell (see Section 2.1.1), predicted that 
society would be moving towards a ‘leisure age’, in reality working hours are often 
increasing instead of decreasing (Schor 1996). According to Gratton (1996b: 3) ‘the 
better educated, the higher-paid, those in middle and senior management’ are working 
veiy long hours and Holliday (1996) also agrees with this in the British context. 
‘Leisurely lifestyle’ is more and more threatened as work pressure does not seem to 
decrease. However closer observation identifies the lowest income group as often 
not having abundant non-working time (Gratton 1996b; 1996c; Holliday 1996). It 
seems there are two different groups for the leisure industiy (including not only the 
private sector, but also the public sector) to satisfy; a group with much money but less 
time for leisure, and a group with little money with but large amounts Of free time.
Nevertheless, expenditure on leisure is increasing faster than any other sector in 
Britain (Holliday 1996). The industry does not seem to suffer from decreased leisure 
time, instead those who have less free time spend more money per hour of leisure 
time (ibid.). They take more short breaks, invest in household and home based 
leisure and enjoy out-of-home leisure entertainment such as cinemas, restaurants and 
theatres (Gratton 1996b). They try to maximise pleasure from their compressed 
leisure time. The leisure, recreation and tourism industry has been responding to this 
trend, and cafes, restaurants, cinemas, shops and new entertainment facilities are 
being developed to respond to the increasing demand.
In comparison one needs to examine how and where those who have little or hardly 
any money can obtain leisure. The answer can include neighbouring parks, public 
leisure facilities and private leisure facilities which they can afford. It is essential to 
improve the quality of life and respond to demands from those two different groups in 
the urban cores. The Central Government proposing a national level policy on this 
topic is expected to make much positive changes and improvement (DETR 2000a;
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2000b).
2.4.2 The Emergence o f ‘New^Spaces?
In the last year of the 20* centuiy the British Government published Urban 
Renaissance (DETR 2000b; 1) which is
about creating the quality of life and vitality that makes urban living
desirable towns and cities once again become attractive place
to live, work and socialise
The government White Paper stresses bringing people back to towns and cities. The 
Paper notes it is not just a question of building residential blocks and roads, the 
reaction of many cities in the 1960s and the 1970s, but instead the policy emphasis is 
to be placed on improving prosperity and the quality of life. Quality of life is 
related to having an occupation, and the community one lives in. The White Paper 
identifies and considers two groups and aims; to help disadvantaged and excluded 
group? and to enhance and preserve the prosperity of those who have succeeded. 
Town and cities are not just places to commute to work in or to visit for entertainment 
and places in which only the poor reside. Instead the new direction is to design 
spaces for the various groups of people to work, live and play in. This is what the 
ideal type of “Amenity Environment” strives for; enabling different social groups to 
work with satisfaction, live comfortably, play enjoyably and maintain a healthy 
community.
However urban regeneration in the 1980s and the 1990s has had two different 
outcomes. Firstly, as discussed above, as a result of gentrification older and poorer 
residents have often been moved out from their own community. Secondly, newly 
refurbished or regenerated fiats in previously unwanted and abandoned spaces have 
been re-branded and re-packaged to attract new residents, mostly new middle class. 
Commentators such as Uny (1995) and Goldburg (2000) have observed how spaces 
have been structured to segregate different groups. Sibley (1995: ix-x) also remarks 
how landscapes can exclude people (see also Section 2.3.2);
the human landscape can be read as a landscape of exclusion.
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Because power is expressed in the monopolization of space and the 
regulation of weaker groups in society to less desirable 
environments, any text on the social geography of advanced 
capitalism should be concerned with the question of exclusion
This theme has also been dealt within the context of shopping malls and the form of
leisure and consumption space (Hopkins 1991). Young (2000: 210) distinguishes 
segregation and separation;
The acts that produce and reproduce segregation are directed 
outward towards persons to be excluded in order to produce or 
maintain a pure space. In acts and institution of separation, on 
the other hand, people look inward to affirm an affinity, culture, or 
way of life
There is no absolute boundary in space, only humans make mental borders. , Feelings
towards space and place differ depending on personality, one person might feel
comfortable while another may feel unsafe and irritated. Beside Young notes (2000- 
214):
Social space is noticeably differentiated, with people often 
clustering according to share practices or ways of living. But the 
differentiations are not pure. While the clusters are noticeable, 
there are many mestiza spaces and many mestiza people. The 
space contains no clear borders, and the differentiations are fluid 
and changing.
It seems successful urban redevelopment welcomes different groups of people, 
employed, unemployed, young or retired, who work, live, visit or play in a space, 
although one cluster of places may be favoured by one group while different places 
may be popular among another type of group. It may be ideal to create spaces with 
different natures and character in urban cores so that people with various tastes can 
enjoy different places at various times of a day depending on each one’s need and 
preferences.
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2.5 Conclusion
This chapter has reviewed contemporary society from several perspectives. 
Traditional manufacturing cities have had to tackle problems arising from 
globalisation and the de-industrialisation of their inner city areas. The first section 
identified the general characteristics of post-industrial society and showed how 
modernist and postmodernists have analysed this, and then presented an argument for 
the birth of the new middle class. It was revealed that although modernism ‘culture’ 
was initially sensational and novel, modernism urban planning created socially and 
spiritually dead urban spaces. On the other hand one of the characteristics of 
postmodern urban spaces and life is argued to be imitation or recreation of the 
authentic (real and originals), and this is deeply related to consumerism. 
Consumption is a critical topic in the late 20* centuiy, and much of post-industrial 
society is organised around consumption. One of the significant directions has been 
to create cultural spaces of consumption for tourism, leisure and recreation. 
Postmodern culture includes imitating or copying the fashion and style of unique 
originals . It has been revealed that this culture’ has become a key element in 
urban regeneration.
These arguments were then applied to space in the third section of this chapter. The 
study has taken space as a critical concept and has shown how it has been restructured 
in urban cores. Spaces are socially constructed and traditional industrial cities are in 
competition with other areas to create new spaces in order to encourage inward 
investment and create jobs. In these new spaces ‘culture’ plays a critical role in 
changing and enhancing the image of these cities. The final section of the chapter 
considered the issues of quality of life and the predicted-‘leisuie age’, and how they 
are related to urban regeneration. It is important to redevelop urban spaces to 
enhance the quality of life of various groups of urban dwellers. The next chapter 
focuses on tourism, leisure and recreation, and examines in more detail how these 
arguments relate to and affect them.
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Chapter Three Understanding Tourism, 
Leisure and Recreation
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3.0 Introduction
Much urban space has been more and more restructured for consumption, as 
discussed in the previous chapter. The significance of tourism, leisure and recreation 
has increased, as has the production of space in response to demand. The focus of 
this chapter is placed on the way tourism, leisure and recreation have become vital in 
post-industrial society, in particular in the urban context. The development of 
tourism, leisure and recreation is dealt with in the next section, and the following 
section discusses concepts of tourism, leisure and recreation. This significance in 
contemporary urban society is investigated in the final section.
3.1 Changes and Development in Tourism, Leisure and Recreation
The aim of this section is to understand how tourism, leisure and recreation have 
developed and changed over time through industrialisation in the British society.
3.1.1 Tourism, Leisure and Recreation in  Society
Tourism, leisure and recreation are not isolated activities fi-om society, but rather 
socially and historically constructed. Clarke and Critcher (1985: 226) agree on this 
and consider;
the word leisure is inseparable from the social context which 
originally produced, and continues to reproduce, its reference 
points.
On the other hand, research on tourism, leisure and recreation has contributed to a 
better understanding of various social issues such as consumption, social space, 
culture and identity (Jarive and Maguire 1994: 2). Definitions of tourism, leisure 
and recreation are dealt with later in this chapter, but it is necessary to understand that 
these are not merely voluntary activities practised by individuals. I ’hey are far more 
complex and they need to be examined and reflected on in a wider sociological 
context.
3.1.2 Changes in Tourism, Leisure and Recreation during Industrialisation
Ryan (1997) admits the inevitable nature of being selective for historical study. A 
closer examination of history reveals a very complex and bewildering picture, and the
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focus is normally given to particular aspects in order to be able to make sense of the 
variety. Thus the following discussion of the transformation of tourism, leisure and 
recreation may sacrifice some of the detail. The focus of the societal changes of this 
study is from modernity to postmodemity and this is generally considered to be the 
periods of the industrialisation to post-industrialisation. Hence the following 
discussion of tourism, leisure and recreation also reflects these periods, in fact as 
revealed later in this section, tourism, leisure and recreation have been transformed 
significantly during the industrialisation period compared to the previous period.
Dramatic changes in tourism, leisure and recreation have occurred during the last 300 
years (Chubb and Chubb 1981; Haywood et. al. 1995). In pre-industrial society, the 
spatial boundary between work and leisure was blurred, the workshop and the tavern 
open next to each other, and the market place was next to the farming field. 
Agricultural work was limited by daylight and more than one third of a year was used 
for religious holidays and seasonal festivals. Most leisure activities took place and 
on and off streets and near homes in villages and small towns. Children played in 
the fields and village greens, men went to public houses, and families could enjoy 
walking in the country, as leisure was family and community based (Torkildsen 1992).
Industrialisation changed this traditional pattern of leisure (Gold 1973), and leisure 
became something people had to struggle to get. Urban areas were growing due to 
the Industrial Revolution and Enclosures, as many people moved from countryside to 
cities for jobs. The Enclosure of land took away opportunities for recreational nsagp 
of the countryside, and laws prohibited cock-fighting, blood sports and playing 
football and games in the streets. Most workers had to work regularly at factories 
for long hours with little leisure time. The work-place and home were separated, 
working time was set and there were different and new rules to follow (Glyptis 1989). 
Reduction in numbers of religious holidays, establishment of regular workdays, and 
the invention of the gas lighting enabled employees to work at nights, regularly, 
longer and harder (Cross 1987). Naturally they sought in their non-working hours to 
recover from harsh physical work and to disperse stress. Leisure was highly 
suppressed, or often absent, in order to gain maximum work from manual labour from 
not only men but also from females and children. As a consequence the working 
class lost access to and time for recreational facilities and opportunities.
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Leisure for the middle and the upper classes towards the end of the 19*^  century 
improved (Clarke and Critcher 1985). The revolution in transportation and less 
pressure to conform to society encouraged people in the middle and upper classes to 
enjoy various forms of recreation. Although the strict Puritan work ethic was still 
influential, the middle class increasingly emulated the recreation activities of the 
upper class, such as enjoying plays, dances and sports events (Chubb and Chubb 
1981). Bars, amusement parks, beer gardens, dance halls, and various stage shows 
were developed in many urban areas, not only for the middle and upper classes but 
also for the working class as well. Urbanisation progressed and by 1881 two-fifth of 
the English population lived in six conurbations (London, South East, the West 
Midlands, West Yorkshire, Merseyside and Tyneside) (Clarke and Critcher 1985; 
60-61). Three-quarters of the population earned their living from manual labour 
(ibid.: 61). Greater varieties of recreational opportunities were available to people in 
cities than in the countryside. The churches ceased to be hostile to leisure and 
encouraged ‘healthy’ outdoor sports (Roberts 1999). The rich had always enjoyed 
various lavish leisure activities on their huge estates or away in towns such as Bath 
and Cheltenham which were organised for leisure.
Working conditions improved, incomes rose, working hours were reduced, and in 
addition, bank holidays and paid holidays were gradually introduced. The working 
class people’s attitude to leisure changed and they gained this as their own right. 
Leisure facilities expanded to include public houses (closer to the current style), 
working-men’s clubs, parks, sports stadium, swimming baths, libraries, music halls 
and theatres. The late nineteenth centuiy saw the development of organised sport, 
notably football and cricket, and large number of people travelled to football matches, 
races, boxing matches by train (Argyle 1996),
Increases in disposable incomes and the development of railways enabled people to 
‘go away’, and Blackpool was already established as a sea-side resort for the working 
class in the early 19* century (Clarke and Critcher 1985; Ryan 1997). The wide 
spread of popular culture is also a significant character of the period. Singing, 
reading and charitable activities fascinated people and they spent a great deal of time 
on those activities. Roberts (1999) claims that the leisure development in the 19*
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century was revolutionary and creative, and roots of almost all fonus of postmodern 
leisure are visible by the end of the 19* century. He (ibid.) emphasises the deep 
spatial division of leisure between different classes, as the middle and working classes 
lived in different districts and their leisure took place in different places, and further 
identifies gender and age being other elements to make differences in leisure life. 
There is less mention of the leisure activities of females compared to males, as most 
leisure mentioned above caters for male adults’ demand. Women’s leisure was 
mostly confined to the home, and only a few fortunate females had access to different 
types of leisure activities (Clark and Critcher 1985). Pubs and music halls were 
mainly designed for adults and children and young people sought leisure space in the 
streets (Roberts 1999).
Clark and Critcher (1985) note the first commercialism in the process of the 
expansion of leisure, and the downward extension of a leisure attitude from the 
middle class to the working class had started during the 19* centuiy. The rapid 
expansion of tourism, leisure and recreation could not have been achieved without 
swift and heavy involvement by the private sector, as well as the public and the 
voluntary sector. The large scale emulation of tourism, leisure and recreation 
attitudes by the lower class was only possible when supply met the growing demand.
Thus as industrialisation progressed tourism, leisure and recreation grew and became 
very commercialised, the expansion of desire matched to the growth of the businesses 
and industry. More and more commercial pleasure spaces, activities and facilities 
were provided by the private sector to respond to the increasing demand.
3.L3 Tourism, Leisure and Recreation in the Late Twentieth Century 
As discussed above modem patterns of tourism, leisure and recreation emerged 
inextricably related to the nature of society, and particularly industrialisation. The 
wars and the recession in the first half of the 20* centuiy significantly affected these 
patterns, however the British still participated in pleasure activities. The Western 
world enjoyed unprecedented sustained economic growth for three decades after 1945 
and has seen a further expansion of tourism, leisure and recreation, both socially and 
geographically. Roberts (1999: 33) remarks on the close relationship between 
society and leisure; ‘the rising standards of living have been reflected in rising levels
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of leisure activities and spending’.
Clarke and Critcher (1985; 79-80) identify ‘sweeping and profound’ (ibid.: 80) 
changes in leisure in the 1960s;
the rising standards of domestic consumption; the 
family-centredness of leisure and the consequent decline of 
traditional public forms; the emergence of youth culture, the 
establishment of ethnic leisure culture; increased State activity 
within prescribed spheres; commercial domination of leisure 
institutions and services, on a scale and in an organisational form of 
a quite new kind.
The fragmentation of the traditional class structure brought about the erosion of
traditional collective cultural forms and the growth of new individualistic modes of
cultural activity (Featherstone 1987). Increases in real disposable income, which
doubled between 1951 and 1972 (ibid.: 81), allowed the acquisition of consumer
products, such as washing machines, refrigerators, cars and even houses.
Advancement of various factors widened opportunities for tourism, leisure and
recreational activities globally. The opening door is not confined to privileged
well-to-do people, but for all social classes. One of the outstanding significant
features is mass overseas holiday. A sea side holiday in Spain taken by a working
class family now is not as prestigious as before in the age of mass international 
tourism.
The mechanisation of recreation and the improvement of the road system encouraged 
car owners to longer distance travel and opened wider and allowed the creation of 
more sophisticated opportunities for camping, yachting, boating, and off-road motor 
sports, while radio, television and later video technology became significant to leisure 
life. On the other hand, economic recession, an oil crisis and environmental 
concerns have had significant effects on recreation, and recreational resources 
compete with other economic demands, social needs and environmental concerns 
(Chubb and Chubb 1981: 43).
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While the majority of British people have seen improved access in tourism, leisure 
and recreation, the continuing inequality in opportunities has often been forgotten. 
Roberts (1999) identifies two groups of uneven leisure. The first group consists of 
low paid manual workers, whose lives are dominated by work. They have little 
money, time or energy to spend on leisure and they have heavy home-centred 
lifestyles (ibid.) The second group are a population with no paid work. Although 
they have more spare time, they have lower rates of participating in almost all forms 
of tourism, leisure and recreation which cost money (ibid.). The decline of the 
primary and secondaiy sectors in the UK resulted in a decrease in the working class 
size and significance, while it led to an increase in the service sector (Sarre 1989; see 
Section 2.1.4.) The 1960s saw major changes in inner city areas and some older 
cities experienced a change in the structure of the population. Middle income and 
some lower income groups left the inner cities and these spaces were occupied with 
even poorer and unemployed people, leading to inner city problems such as urban 
decay, reduced tax revenues and crime. Urban open spaces and publicly owned 
recreational and sports facilities perhaps provide easier access for those disadvantaged 
groups, however Chubb and Chubb (1981) note these spaces and facilities are often 
overused, vandalised or poorly maintained. This, in general, is resulting in limited 
opportunities and access for residents of these areas.
At the turn of the new centuiy going to pubs is still very popular along with dining out 
and night-clubbing (Torkildsen 1999). Home based leisure, such as watching TV 
and videos, visiting/entertaining friends and relatives, listening to radio and music, 
reading, gardening, study (including adult education), computer games and 
needlework are enjoyed by many British families (ibid.). Increased ownership of 
houses has provoked a huge expansion of home-based leisure. The shopping 
experience has emerged as a significant leisure activity in post-industrial society 
(Butler 1991; Jackson 1991). Kreitzman (1999: 46) quotes Arthur Miller' to show 
how shopping has become critical to the current society The consumption of 
tourism, leisure and recreation products is one type of shopping. Besides enjoying
' ‘The car, the furniture, the wife, the children -  everything has to be disposable. Because you see the main thing today is -  
shopping. Years ago a person, he was unhappy, didn’t know what to do with him self- he’d go to church, start a revolution 
-  something. Today, you’re unhappy? Can’t figure it out? What is the salvation? Go shopping.’Arthur Miller, The Price.
Actn
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consumed goods and services, shopping, the consuming process itself, is very popular.
Shopping and associated activities are often time consuming but frequently repeated
by many British. Mega shopping centres such as ‘Bluewater’ in Kent, provide not
only products but a ‘shopping experience’. Butler (1991) analysed West Edmonton
mega-mall shopping centre in Canada and concluded tire mega mall is a tourist 
attraction.
International mass tourism has spread widely, even to the working class, owing to 
increased prosperity, annual holidays, and the development of package tours (Argyle 
1996). World Tourism Organization (WTO) (1997; 12) notes
It was the combination of desire, mobility, accessibility, and 
affordability that made mass travel possible. With the 20* century 
came new technologies, such as aviation, computers, robots, and 
satellite communications which have transformed the way that 
people live, work and play.
Internationalisation of tourism, leisure and recreation has greatly expanded in the 
latter half of the 20* centuiy. International tourist arrivals numbered 25 million in 
1950 and 664 million in 1999 (WTO 2001). International tourist revenue (excluding 
transport) generated US $ 443 billion in 1997, and WTO forecasts the figures in 2020 
to be 1.6 billion international tourists arrivals with US $ 2 trillion international 
tourism receipts (WTO 1998; 13). This expansion has been felt both in the origin 
countries and in destination countries (Shaw and Williams 1994). However the 
current terrorist attacks in the US severely affect international travel negatively and 
these forecasts change significantly, at least in the short tetm.
3.2 Towards Integrating Tourism, Leisure and Recreation
This section reviews definitions of tourism, leisure and recreation and then suggests to 
combine them into one.
3.2.1 Definitions o f Tourism
Many tourism researchers have defined the term ‘tourism’, however there is no 
universally accepted one. Compared to the other two terms dealt with later, this
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word essentially implies an element of travel or journey. Mathieson and Wall 
(1992:1) provide a useful insight into the tourism study:
The study of tourism is the study of people away from their usual 
habitat, of the establishments which respond to the requirements of 
traveller, and of the impacts that they have on the economic, 
physical and social well-being of their host.
WTO (1997) emphasises the importance of having a standardised definition. Cooper 
et. al. (1998: 8) agree on this on basis of providing ‘a sense of credibility and 
ownership for those involved’ and the practical reasons for measurement and 
legislation. WTO defines tourism as follows (cited in Shaw and Williams 1994: 5)
tourism includes all travel that involves a stay of at least one night, 
but less than one year, away from home. This therefore includes 
travel for such purposes as visiting friends or relatives, or to 
undertake business.
However tourism academics (Cooper et. al. 1993; 1998) agree there is not yet 
agreement on a definition. The complexity of tourism and its immaturity as a field 
of study make it hard to create a wide spread definition (ibid.). There are numerous 
definitions, and most of them include travel apart from normal life. It seems 
researchers represent different perspectives and they use their own definition 
according to their interests, and for this reason this study presents its own perspective 
on tourism.
3.2.2 Leisure Définitions
Leisure definitions are similar to tourism as many studies suggest different ways of
defining leisure and find difficulty in agreeing on one. However definitions of the
term can be usually classified as having four elements (see Parker 1971; Kelly 1982;
Murphy 1987; Haywood 1995 et. al.; Prosser 1996); residual time; activities; 
function; and freedom.
The time element comes from a contrast with work, and the early literature simply
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contrasted leisure with work. As discussed in the previous section, after 
experiencing industrialisation, for the majority of population, leisure was to be gained 
from work hours. Secondly, leisure is regarded as relatively freely chosen activities, 
for instance Kaplan (1975) emphases the activiiy-experience side. Function, the 
third element, focuses on a useful function for individuals, as well as for the society. 
Leisure activities aim to bring about a socially desired benefit, such as therapeutic, 
remedial, or training (Haywood et. al. 1995: 4). The last element is freedom, from 
the time of the ancient Greeks, leisure has been associated with luxury and allowed 
only to the elite of society. Leisure implies autonomy and allows expression and 
nurturing of higher human values (Haywood et. al. 1995: 6).
Murphy (1987: 12-16) classifies the study of leisure into three; objective, subjective 
and holistic approaches. The objective approach includes leisure; as discretionary or 
residual time, as an activity, as a symbol of social class, as a social instrument, and as 
a function of social groups. The subjective approach considers leisure as a state of 
mind, or from an experiential perspective, perceived freedom and intrinsic motivation 
are the bases of the leisure experience. Finally the holistic conceptualisation 
understands leisure experiences not only in play, but also in work, education and 
religion, since the demarcation between work and play has become blurred. Leisure 
is a state when a person is in optimal interaction with the environment, even if that is 
a momentaiy experience and intrinsic motivation is valued (Murphy 1987: 14-15). 
Another approach is to examine leisure as a state or experience, residing in the 
individual but not in the activity, which may occur in all aspects of life, which 
includes work (Murphy 1987: 15).
Other authors (Boniface and Cooper 1994; Processor 1996) note that tourism is one of 
many leisure activities. Tourism was regarded as a luxury until recently; it is only 
post-1950 that mass tourism really has spread in advanced societies (William and 
Shaw 1994). Shaw and Williams (1994) look at leisure as an attitude of mind, and 
they place more emphasis on personal satisfaction. Kelly (1982) also agrees that 
leisure is defined by the use of time but not the time itself, so the meaning of the 
activity, rather than its form is important. Integrating the above discussion, leisure 
can be seen as a ‘holistic’ concept including time, activity, state of mind, and 
self realisation. It is also possible to find the fusion of work and leisure from the
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point of view that a role of leisure is to develop the inner self (Torkildsen 1995).
3.2.3 Definitions o f Recreation
The original meaning of recreation eomes from the Latin which means ‘restoration of 
health and it leads to the traditional meaning of individual restoration or recreation 
(Torkildsen 1995: 64). Again there are many definitions, but conventionally it is 
considered to a sub-area of leisure (Williams 1995). It is activity tliat is unobligated, 
but is accepted socially. This raises an issue whether recreation should be morally 
right, and good for mental and physical health. Early definitions put an emphasis on 
the psychological effect of recreation; however recent studies are more concerned 
with personal well-being (Torkildsen 1995: 65). Similarly to the other two terms 
discussed above, tliere is also confusion in definitions and understanding. 
Torkildsen (1999: 49-52),understanding the diverse discussion of its definition, 
classifies recreation into four major groups: 
needs-serving, 
leisure-time activity, 
value to individual and society, 
re-creation.
Each of these is discussed below.
The idea of recreation as “needs-serving” comes from people pursuing satisfaction of 
their internal needs. In other words this looks at recreation as healing or repairing 
the damaged inner-self (ibid.). Recreation as “leisure-time activity” is the most 
widespread understanding of recreation. The Sports Couneil defines it as 
‘purposeful use of leisure time', and the Countryside Recreation Research Advisory 
Group conceptualises it as ‘any pursuit engaged upon in leisure time, other than a 
pursuit to which people are morally “highly committed”’ (ibid.: 50). Recreation as 
“value to individual and society” is associated with moral and values. Meyer and 
Brightbill (1964) notes recreation fulfils human needs and has an influence on 
creating personality. They explain a positive effect on people through recreation 
such as a feeling of well-being, positive identity and socialisation. Butler (1968) 
identifies its nature as a provider of a “wholesome” experience and this counteraets 
disruptive social influences for the social “good”. This idea then leads to 
“community recreation” as a system of service for wholesome and approved activities.
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Finally recreation as “re-creation” focuses on the value of recreation and the outcomes
of recreation. This definition sees it from the viewpoint of ‘psychologieal
homeostasis’, which means when one becomes imbalanced then re-balance or a
regaining of harmony is necessary and possible through recreation. This ‘unity
concept’ (Torkildsen 1995: 68) of recreation is a very important element in the total 
life experience.
Boniface and Cooper (1994: 1) specify recreation as
the variety of activities undertaken during leisure time. Basically, 
recreation refreshes a person’s strength and spirit and can include 
activities as diverse as watching television or holiday abroad.
Mathieson and Wall (1982: 7) regard leisure as discretionary time and recreation as 
activities as well. Authors like Driver and Tocher (1974) treat leisure and recreation 
almost the same, and conclude seeing it as a state of mind, and claim it should be 
defined in psychological terms.
When contrasting tourism with recreation, Callaghan, Long and Robinson (1994: 4) 
differentiate recreational activity as relatively short-term whereas tourism is 
longer-term and needs blocks of leisure times such as weekends or holidays.
3.2.4 Need fo r  Integrating Tourism, Leisure and Recreation
Thus tourism, leisure and recreation studies have developed separately, and their 
definitions are formulated for their research purposes. These definitions are still 
useful for a particular research purpose, such as statistical objectives, and it is not the 
aim of the current study to reject existing definitions. Rather the purpose of 
integrating them is to provide a better understanding of the use of urban leisure space 
in postindustrial societies. Increasingly numbers of theorists suggest holistic 
definitions and link the three elements (Fedler 1987; Jansen-Verbeke and Dietvorst 
1987; Towner 1994), although it is not easy to integrate them. Some writers, such as 
Boniface and Cooper (1999) and Hall and Page (1999), have attempted visually 
unifying the three concepts, but there are still distinctions, although minor, among 
them. Baud-Bovy and Lawson (1998: 1) note
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Distinctions between leisure, recreation and many tourist activities 
are increasingly blurred by changing lifestyles and terms are often 
interchangeable. However, precise definitions are necessary for 
statistical comparisons, market analyses and product differentiation.
Each term often cannot be well understood without referring to the others, and 
perceptions of each are becoming more and more interrelated. Jansen-Verbeke and 
Dievorst (1987) agree that the distinction between them is meaningless in actual 
individual life, even though there are still active arguments for seeking the right 
definitions. In real life distinguishing the three terms is becoming less and less 
relevant (Shaw and Williams 1994). Although there are claims for a new integrated 
definition no commentator has yet produced a universally accepted one.
The above definitions are mainly from the demand side, not from the supply side. 
This thesis argues the integration of the three from a slightly different perspective. 
The study has chosen a spatial perspective and from this view point, tourism, leisure 
and recreation participants often consume the same place or facility, making separate 
definitions inappropriate. For example, a café in a city centre is visited by tourists as 
well as by leisure and recreation participants, and also by business people. It is not 
cntical for the supply side to identify who is a tourist and who is engaging in leisure, 
unless the supply side has the intention of segmenting them for a specific purpose, 
such as marketing.
Another, more important, critical perspective for combining the three is the 
development social meaning of tourism, leisure and recreation, i.e. consumption and 
culture (see the following section for further discussion). The three have become 
more and more commodified and have become something to be consumed (Wearing 
and Wearing 1991; Watson and Kopachevsky 1994). The current study has 
discussed consumption in post-industrial societies and this consumption is not only 
confined to goods but includes services, such as tourism, leisure and recreation. 
Once they are commodified, they can then be used to position its consumer in a 
society (see Section 2.2.2). In the post-industrial period, identity building is argued 
to have a strong relationship with what they consume, and tourism, leisure and
Meiko Murayama 58
Bqond Manufacturing Industry: Amenity Place Creation in UK Urban Space- Engendering Tourism. Leisure and Recreation in
Birmingham
leisure and recreation. Culture and economic activities have become one agent at the
forefront of regeneration (Crewe and Beaverstock 1998), and ‘culture’ and tourism,
leisure and recreation in post-industrial period have become tightly intertwined.
There are a great variety of cultural production sites in urban space, such as museums,
theatres, galleries, churches, cathedral, castles, historic houses and heritage sites, cafés,
restaurants, pubs, retail shops, parks and gardens. In other words, urban spaces are
some of the most concentrated places for cultural production and consumption.
Thus the supply side utilises ‘culture’ in order to attract tourists, people in leisure and 
recreationists.
Since the benchmark White Paper, Policy for the Inner Cities, in 1977, British public 
authorities have been tackling inner city problems with ‘the interlocking aspects of 
economic decline, physical decay and social disadvantage’ (Burton and Boddy 1995: 
24). Until then urban problem solving had concentrated on the construction of 
housing, often high rise flats, however, the change of policy towards a more 
integrated direction has not resolved inner city problems (ibid.). Bradford and 
Robson (1995) note the limited success of government policy, but that when 
investigating a smaller geographical area in inner cities they record more success. 
However inner cities in Britain, generally, still suffer deprivation, unemployment, 
poverty, and the picture is not very different from that of three decades ago. One 
popular way of tackling the urban problems in the late 20'^ centuiy has been by 
developing an urban tourism industry (Karski 1990; Law 2000).
3.3,2 Urban Tourism
Although there is an extensive literature on urban planning and development, urban 
tourism, as an academic field, has only been recogmsed relatively recently 
(Jansen-Verbeke 1986; Ashworth 1992; Law 1993; Tyler 1998; Hall and Page 1999). 
There are several reasons for this but critics generally agree that its nature and 
complexity have discouraged researchers taking it as a topic for study (Shaw and 
Williams 1994, Page 1995). Shaw and Williams (1994: 201) recognise the diversity 
of people (users) and activities in an urban setting:
Urban areas of all types act as tourism destinations, attracting 
domestic and international visitors, including holidaymakers, as
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well as those on business and conference trips. This is not a surprise 
as towns and cities offer a wide range of attractions, which tend to 
be highly concentrated spatially.
Jansen-Verbeke (1986: 86) has proposed a framework of urban tourism and leisure 
(see Figure 3.1 ).
Primary Elements
Activity Place
Cultural Facilities (theatres, concert movies, 
galleries)
Entertainment Facilities (casino, luna park, bingo) 
Events and festivities 
Exhibitions, craftworks
Leisure Seting
Physical Setting
Historical pattern 
Monuments, buildings 
Art Objects 
Parks, green spaces 
Waterfronts, canals, harbor
Social/Cultural Charateristics
Liveliness of the place 
Language, local customs, folklore 
Way of life
Secondary Elemtenst
Catering Facilities 
Shopping Facilities 
Markets
Conditional Elements
Accessbility, parking facilities 
Touristic infrastructre (information bureau, signposts, guides)
Figure 3.1 The Elements o f Urban Tourism and Leisure (Source: Jansen-Verbeke 
79(86;
This figure illustrates the supply side of tourism and leisure products, which cannot be 
separated fi-om each other. This model is particularly useful from the geographical 
perspective (spatial segmentation), because as discussed above, people are in urban 
areas for various reasons, including tourism, leisure, or work.
Tourism has been discussed mainly from an economic aspect, even in the Department 
of National Heritage’s ‘Success through Partnership - A Strategy fo r Tourism ’
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(Department of National Heritage 1997), where the focus is given to the tourism 
industry, which contributes to GDP and creates new jobs. Ashworth and Voogd 
(1990) also agrees that urban tourism needs to be identified as an independent 
research field, not just because it has strong economic impacts but because of its 
enhancement of the tourist experience and an understanding of tourist fimctions. 
The traditional pattern of tourism; sea, sun and sand is still popular, but the cultural 
holiday market has greatly expanded (Glasson 1994). As a result the urban tourism 
market segments, labelled as cultural holidays’, ‘short breaks’, ‘event holidays’ or 
‘city breaks’ have increased significantly. The enlargement of this market has 
brought both problems and opportunities for cities.
Traditional historical or heritage tourism destination cities, such as Oxford, York and 
Venice face problems of sustainability resulting from over capacity by excessive 
numbers of visitors (van der Borg 1992; Glasson 1994; Meethan 1997). On the 
other hand the urban market expansion has enabled new tourist destinations, such as 
former traditional industrial cities, to absorb increasing numbers of short break 
holiday takers and leisure visitors, when these cities have succeeded in attracting this 
market (see Millspaugh 1990).
The importance of urban tourism can also be identified from ‘business travel’. The 
growth of the information economy has resulted in expanded business travel including 
meetings, incentive, conferences, convention and exhibitions (Hall 1987). The 
market is called MICE (meetings, incentive, conventions and expositions) and 
accounted for 983,600 meetings, 77.4 million attendees, and U.S. $37.4 billion of 
business in 1995 globally (Gee and Fayos-Sola 1997: 125). Although information 
and communication technological progress has enabled people to communicate with 
each other from the opposite sides of the world in a second, this market segment still 
shows growth (Gee and Fayos-Sola 1997). A convention centre, which is one of the 
critical facilities needed to hold MICE, brings prestige to a city in several ways, one 
being media impact. Holding an international event, such as an important political 
meeting, results in global media coverage, which is valuable for promoting the city. 
Therefore this aspect of tourism cannot be underestimated. However, recent 
demonstrations against globalisation in host cities, such as Seattle and Genoa, brings 
new challenges and problems.
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The next section discusses how urban regeneration and urban tourism have become 
intertwined over the past two decades.
3.3.3 Tourism and Traditional Industrial Cities
Economic structural change is one of the push factors used to promote tourism and 
leisure in advanced societies. Recent economic restructuring has significantly 
affected urban economic structure and cities have started to put an emphasis on 
tourism development. The decline of their traditional industrial base, which no 
longer brings profits has resulted in social and environmental problems and decay. 
One early article on non-traditional tourism-development in urban areas was by 
Buckley and Witt (1985). They define ‘tourism in difficult areas’ in three settings, 
one of which is the traditional British industrial city. They conclude that as long as 
these cities have a definite target market segment then it is feasible to develop a 
tourism industry there. However, an image problem, such as past violence, 
deprivation and high unemployment, is mentioned as a major challenge, especially in 
a case such as Glasgow. Millspaugh (1990) emphasises the importance of promotion 
when creating a leisure and tourism industry, using the example of Baltimore, once 
the least known and admired city in the USA. The huge success of Baltimore has 
inspired many American cities to seek the direction of tourism and leisure in 
redevelopment.
As mentioned above, tourism development is often driven and rationalised by 
economic impacts (Law 1992; Judd 1995; Hall 1995; Law 1996; Department of 
National Heritage 1997; Cooper et. al. 1998). According to WTO (1997:17)
The travel and tourism industry is a group of economic activities 
which combined makes it the world’s largest industry, the number 
one generator of jobs, one of the world’s biggest exports, and a 
major stimulus for investments and growth.
In order to encourage tourism and make a city an attractive place to visit, it is 
necessary to invest in various sectors, including public transportation, accommodation, 
shops, restaurants, pubs, cafés, visitor attractions and many other related infrastructure.
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This investment results in job creation and further contributes to increased tax revenue 
(Hall 1987; Karski 1990). Money is spent by tourists on many items; food and 
beverage, accommodation, transport, entertainment activities and other various goods 
and services (see Figure 3.1). These direct expenditures by tourists are only one part 
of the economic impact of tourism as the indirect and induced economic impacts also 
need to be considered (Cooper et. al. 1998).
The National Museum of Photography, Film and Television, part of the Science 
Museum in London, has located to Bradford, while the Tate Gallery has expanded; 
opening exhibition spaces in Liverpool and Cornwall (MacDonald 2000). Well 
known international cultural festivals (such as the European City of Culture), sports 
events (such as World Championships and the Commonwealth Games) and political 
meetings (such as the G8 Summit) often take place in older manufacturing cities. 
These internationally prestigious museums and cultural, sports and political events are 
to encourage the development of the tourism sector and to promote the cities as urban 
tourism destinations.
As the tourism industry is often effective at creating jobs and bringing income to local 
communities, this is particularly important in the case of socially declining regions. 
Where youth unemployment rate is high, facilitating leisure activities, and sports in 
particular, is one way of reducing social problems. Improvement of the tourism 
infrastructure, including as public transportation, and retail and entertainment 
facilities provides benefits not only to visitors but also to local residents.
However, in some cases, cities have been too eager to recover from decline, and 
undertook large scale leisure related development without long term strategic 
planning or consideration (Bradford and Robson 1995; Bramweil et. al. 1996). 
Examples of this type of development may include the Millennium Dome in London, 
the Museum of Pop Music in Sheffield and the Royal Armouries in Leeds. Loftman 
and Nevin (1996), in a detailed review of prestige projects in Birmingham, Sheffield 
and Manchester, argue that the economic outcome of such projects is often limited 
and less than initially expected. Hall and Page (1999) note that urban tourism issues 
are not treated seriously in the planning and development process and therefore there 
are missed business opportunities. Although tourism, leisure and recreation
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developments are able to produce significant economic activities, they cannot be 
regarded as a single motor for economic regeneration. Therefore tourism planning 
must be considered within the whole complex urban context, and long term strategic 
perspective.
33 .4  The Significance o f New Im age Creation
Traditional tourist cities such as Edinburgli, Oxford and York often have high 
densities of development and not much available land in the inner city for large scale 
redevelopment. Traditional industrial cities, however, such as Birmingham, 
Sheffield and Liverpool do have derelict and unused buildings and land abandoned by 
the manufacturing industry. Poor and uncontrolled housing development during 
periods of industrial expansion has left large numbers of uninhabitable houses and 
flats in inner cities. These spaces have been converted to different functions and 
usage, or upgraded in many places. Baltimore has been a template for urban 
regeneration of many US cities and it has inspired cities in the UK as well (Shaw and 
Williams 1994). Distinctive or spectacular buildings have been built on derelict land, 
and old buildings converted into new uses, resulting in the creation of areas with 
different types of shops, restaurants and visitor entertainments and activities. 
Beauregard (1993: 249) critically reviews US cases and remarks:
They were sited along waterfronts and in historic districts. Their 
mix of functions was directed at middle-class residents and tourists.
The goal was a “shopping experience” that combined luxury 
purchases and impulse buying, ethnic foods and “fine dining”, 
night-clubs and street entertainment. Festival marketplaces 
would give rise to an exciting and vibrant urban ambience that 
would redefine the image of the city, making it attractive, safe, and 
pleasantly consumable.
This new form of consumption sells commodities, but what it is really selling is -life 
style’. The major target is the middle to upper classes and the space has been 
transformed to attract them. The British government, the English Tourist Board and 
some cities were attracted by these ideas and modified the model to suit their situation 
(Shaw and Williams 1994).
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Beauregard (1993: 287) also comments on high or elite culture, and provides another 
side to this type of development.
High culture involves leisurely aesthetic pursuits, is associated with 
intellectual elites, and is directed at audiences of relatively 
extensive education and income. It is consumed in public forums 
and that consumption is both stylized and elevating. Aesthetic 
considerations realise us philosophically and spiritually from a 
mundane existence. High culture is spectacle, but a veiy exclusive 
spectacle.
This exclusiveness, cultural spectacle, is what some consumers come for. 
Traditional tourist cities have industrial heritage or historical resources which are a 
‘traditional spectacle’ and prestigious in their own right, and these assets have been 
attracting visitors for centuries. To compete with such resources newcomers develop 
spectacular architecture, often prestige property development involving huge public 
expenditure, restoring ‘heritage’ façades and converting areas into something 
attractive so that the target market segment, mainly new middle class or YUPPIES 
will be encouraged to visit. In these spaces, postmodern design and architecture 
frequently appears, as these spaces were often modem space with little aesthetic 
appearance, which needed to be regenerated in order to create a new image of the city.
‘Traditional’ manufacturing cities eagerly seek to change their poor image using 
‘culture’ (Paddison 1993; Judd 1995; Hubbard 1995; Crewe and Beaverstock 1998; 
Law 2000). This is because cultures is strongly related to image as well as economic 
activity. Attractive and successfully promoted culture often brings money and 
people to its production places. The importance of culture for critical economic 
activities is illustrated in a study undertaken by Crewe and Beaverstock (1998) on 
Nottingham. They concluded that the production and consumption of culture, 
fashion, media, architecture, food and entertainment, played a key role in urban 
regeneration in the city. Judd (1995: 176) provides an interesting insight into 
promoting a new image ‘The competition for tourists begins with advertising, the 
essence of which is the projection of an image.’ He continues that the image should
Meiko Murayama 66
Beyond Manufacturing Industry; Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
be simple, arguing that if a city lacks an image then it cannot be sold to tourists and it 
has to hide poverty, crime, unemployment and other urban problems. Many 
brochures and other promotional information show only a partial reality of urban 
areas, being highly selective in what to promote. This emphasis on one dimension of 
the urban landscape may lead to misunderstandings of the urban problems, some 
being solved, others being intentionally hidden (see Financial Times 25“* June 1992; 
Paddison 1993).
However new image building is not as simple as Judd describes for traditional 
industrial cities. The difficulty in changing image is also noted in the non-urban 
context as well (see Butler 1996). These cities have severe and widely spread poor 
images, therefore their image promotion needs extra care. Paddison (1993) 
identifies two steps in the successful image promotion of Glasgow. The first step 
was an image campaign to a wide audience to tackle a diffused stereotype image. 
The next stage was image-reconstruction, with a clear target, i.e. arts and culture. He 
emphasises the way Glasgow effectively used a hall-mark event, selection as 
European City of Culture in 1990, to reconstruct a new cultural image. The target 
group for this new image, as discussed previously (see Section 2.1.4.), was the new 
middle class who value “cultural capital”.
However one of unwelcome outcomes (fof older residents) is often from the property 
market, which is discussed in Section 2.3.2 (Zukin 1989; 1991; Smith 1996). 
Enhanced image may partially result fi-om a convergence of old property into 
luxurious residences, and this may lead to a rise in property prices in such area. 
When properties have been improved the price of land and cost of living will, 
generally, increase. Gentrification is observed in inner city areas in North America 
and Europe, and can cause social inequality. Richer people will move into the area 
but often the poorer indigenous people are pushed from their local community. 
Some communities have been destroyed by the regeneration of inner cities in the 
1960s and the 1970s (see Cherry 1994). Thus it is important for planners and 
developers to enhance images without seriously destroying or damaging an existing 
community. Cultural standardisation can be another negative impact. Culture is 
commodified and sold to visitors and this process may lead to change or alteration of 
its original meaning (Bramweil et. al. 1996). This may cause a loss of ‘sense of
Meiko Murayama 67
Beyond Manufactaràg Industiy: Amanity Place Creation in UK Urban Space- Engendering Touriam. !,eisnie and Recreation in
Birmingham
place’. So, again, planners and developers need to be aware of this issue.
Much urban regeneration seems to aim at targeting the new middle class which is 
sensitive to culture. One must then question what benefit those who are outside this 
group gain from this contemporaiy urban regeneration. Are they neglected or are 
there any spaces created for them to enjoy? Beauregard (1993) suggests these urban 
regeneration schemes can deepen the divide between the rich and the poor. When 
cultural consumption is not easily accessed by poorer segments of community, this 
type of urban regeneration, focusing on culture, may segregate people, and benefit 
only one market segment. However Crewe and Beaverstock (1998) provide a view 
that many critics overstate the division of social groups in consumption, as they found 
that a range of consumers enjoyed the cultural quarter in Nottingham.
The role of public open spaces, squares and plazas, in the core of city centres cannot
be underestimated in enhancing image as well as providing space for various groups
of people, including people with less opportunity to access ‘culture’. Sculptures,
flower beds and flower baskets, art objects, fountains and water features are designed
and added to these spaces to create pleasant images with aesthetic value (Chubb and
Chubb 1981). These spaces enable workers, shoppers and tourists to sit on benches,
lie on grass and stroll, and children to run around, perch on or climb sculptures, and
play in water features. T’hese pleasant open spaces, heavily used by various groups
of people may give the impression of a vibrant and active city, and may contribute to 
enhancing a positive image.
3.5 Conclusion
The chapter has investigated tourism, leisure and recreation in an urban context and 
its use in urban regeneration. It has been argued that tourism, leisure and recreation 
are closely linked to society and that they have evolved alongside changes in the 
social, technological, cultural and economic environments. The huge expansion, 
especially globally, has been recognised in the last half of the 20^ century. They 
have become significant pver recent years from a quality of life perspective and the 
service industry, which generates economic benefits. ‘Culture’ and ‘consumption’ 
can be key concepts to unite tourism, leisure and recreation in post-industrial cities. 
Many traditional manufacturing cities have been developing ^n ‘urban tourism’
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industry using ‘culture’, targeting the new middle class who are sensitive to ‘culture’, 
in order to revitalise their economy and create a positive new image. It has revealed 
that image enhancement and creation is critical in selling these non-traditional tourist 
cities to the new middle class. However there is criticism of this type of urban 
regeneration which can lead to a social segregation of space, and exclude one or more 
groups, so it is important for planners and developers to minimise the negative 
impacts for relatively disadvantaged groups.
The next chapter explores how four traditional manufacturing cities have been 
transformed during the past two decades by utilising tourism, leisure and recreation. 
The argument then moves to the role of planning in urban regeneration. Many 
authors claim some current urban regeneration involving property redevelopment can 
be exclusive rather than inclusive, so the review seeks to investigate how the British 
planning mechanism can ensure positive outcomes to people through urban 
regeneration.
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Consumption in the British Context
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4.0 Introduction
This chapter consists of two major parts, the first dealing with four British cities, 
Glasgow", Liverpool, Manchester and Sheffield. These cities have similar histories 
to Birmingham with regards to suffering loss of employment and poor image, and all 
have sought new directions in development in tourism, leisure and recreation during 
the last two decades. The sections aims to outline and characterise how these cities 
have utilised tourism, leisure and recreation in urban regeneration. However it is 
beyond the scope of the current study to explain in detail the background and 
redevelopment process on each city. The second part of this chapter reviews the role 
of planning in urban regeneration in order to examine how spaces are constructed and 
redeveloped through planning perspective.
4.1 Four Studies o f Traditional M anufacturing Cities
This section briefly outlines the rise and fall of manufacturing industries and how 
these four cities have been tackling economic decline using tourism, leisure and 
recreation developments.
4.1.1 Glasgow
The first example is from Glasgow which has recreated its name through innovative 
campaign in the mid 1980s and was ‘the first to successfully implement a 
‘consumerisf arts-led urban regeneration strategy’ (Bianchini 1989: 11)
4.1.1.1 Background to the City
Glasgow is the largest city in Scotland with a population of 616,430 in 1996 
(Glasgow City Council 1998). Much of its manufacturing success had been based 
on heavy industry, particularly ship building, but by the 1950s there was little demand 
for shipbuilding because of harsh competition from emerging overseas competitors 
who were building ships with cheaper labour. This resulted in the city’s economy 
running down wards.
The city is situated on the banks of the River Clyde and it grew from a small market
" Glasgow, Birmingham, Hull, Manchester and Liverpool were the top five worst social deprivation in urban areas in 
Britain in the mid-1980s (Maclennan and Gibb 1988)
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and religious centre. The city grew with trade and saw the rise of a merchant class 
during the 16"^  century, which traded ‘butter, cheese, herring and salmon, cattle, hides, 
wool and skins, com, ale, and wine’ (Gibb 1983: 36). The first surge of the 
population occurred in the 17 century through trade in tobacco, sugar, rum and 
cotton with America and the West Indies, and Gibb (ibid.: 39) refers that the trade in 
Glasgow expanded on natiopal, international and inter-continental scales between 
1660 and 1707. Large vessels were able to sail up the River Clyde up to Glasgow by 
1772 (Greater Glasgow and Clyde Valley Tourist Board 2000). The American War 
of Independence in 1783 severely affected the tobacco trade, however re-exportation 
of goods continued, tobacco being replaced by linen and cotton textiles, sugar, coal, 
fish and chemicals (Gibb 1983: 82). Glasgow was described as being one of 
Britain’s more attractive towns in the late 18* century (Maclennan and Gibb 1988: 5) 
and Defoe even considered it as the ‘most beautiful town in the Kingdom’ (quoted in 
Fraser 1996. 2). These quotes may have encouraged the current city council in 
enhancing its cultural image, however the river and the atmosphere had become 
polluted, and slums and smoke stacks increased as urbanisation and industrialisation 
progressed (Fraser 1996).
With the Industrial Revolution, the introduction of steam power enabled a dramatic 
increase in textile production and provided the economic base, and the region 
continue to flourish during the 19* century (Gibb 1983). Initially the city 
manufactured textiles, chemicals, glass, paper and soap and at one point the cotton 
industry employed nearly one third of Glasgow’s workforce (Glasgow City Council 
1999). The American civil war and competition from Europe and cities like 
Manchester led the city to diversity its cotton dominated economy to shipbuilding, 
locomotive construction and other heavy manufacturing industries (Gibb 1983; 
Glasgow City Council 1999). Butt (1996: 112) notes that industrial structure change 
was obvious as early as 1830, but the rapid change came after 1850.
The prosperity of the industrial golden age left architectural as well as cultural assets 
to Glasgow; including public buildings, museums and galleries, libraries, which were 
built in the late 19* and the 20* centuiy (Greater Glasgow and Clyde Valley Tourist 
Board 2000). The city boosted itself as ‘Second City of the Empire’ in the hey-day 
of the manufacturing age and this was reflected in its architecture and streets.
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Glasgow is known as a ‘street city’ (Schmiechen 1996; 493) and it long boosted 
having ‘street architecture superior to any city in the kingdom’ (ibid.: 504). 
Glasgow’s industrial production peaked in the very early 20* century, until growth 
was brought from export (Butt 1996). After the British Empire collapsed, followed 
by the end of the Second World War, Glasgow experienced significant decline (Gibb 
1983). After 1950 iron, steal, heavy engineering and shipbuilding rapidly declined 
and some old industries relocated outside the conurbation leaving the inner city 
derelict (Gdmez 1998). Furthermore the employers of old industries were not ready 
to change established workplace procedures and they refused to adopt new working 
practices (Booth and Boyle 1993: 26). New industiy, particularly in the service 
sector grew, but the job creation was not successful enough to absorb the majority of 
newly unemployed workers. The city lost 173,000 manufacturing jobs during 
1950-1989 (Paddison 1993: 342), and the city declined in population from 1.1 million 
(in 1961) to 662,000 in 1991, and was identified as one of Europe’s least healthy 
cities by the European Community (Paddison 1993: 343). The city suffered from a 
poor image of poverty, violence, alcoholism and physical decay which made it hard to 
attract new investment (Glasgow City Council 1983: 7; Gomez 1998).
4.1.1.2 Urban Redevelopment since the 1980s
Glasgow s struggle started relatively early compared to other manufacturing cities 
because of its industrial base (ship building), and the city sought diversification of 
economic structure earlier, putting an emphasis on culture. It had been a Scottish 
tradition that the local authority played a small role in economic recovery, and the 
national Scottish Office, together with Scottish Enterprise (Scottish Development 
Agency, established in 1975) and its network of local companies have been the key 
players in economic redevelopment (Gomez 1998: 110). However this began to 
change around the early 1980s, when the Economic Development and Employment 
Committee was established by Glasgow District Council (Gomez 1998).
Glasgow District Council launched its unabashed positive campaign ‘Glasgow’s 
Miles Better’ in 1983, supported by city businesses (Booth and Boyle 1993). It was 
self-promotion by the municipal authority and it aimed to promote civic pride. This 
campaign was a huge success and it seemed the slogan had penetrated every corner in 
the Britain. By this time the city had accumulated considerable wealth in artistic and
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cultural heritage. The campaign tried to get residents of the city, as well as 
non-residents, to recognise the different face of the city, and its cuHural assets. The 
internationally renowned Burrell Collection opened while the campaign was going on. 
The successful National Garden Festival in 1988 attracted 4.25 million visitors and 
this further fostered the change in the image of the city (Glasgow City Council 1998:
3).
Although Booth and Boyle (1993) aijmit the urban renewal policy of Glasgow is 
complex and confusmg, they identify a significant change in housing policy from the 
late 1970s as a critical turning point in the city’s direction towards culture’. Urban 
plamung in the preceding period had concentrated on relocating working class people 
from the slum areas of the city centre out to the periphety of the city, often in high rise 
blocks, or to homes in new towns. The new approach was to encourage the private 
sector to utilise existing resources, converting derelict warehouses and other 
properties to residential uses. ‘The Merchant City’ (old or derelict warehouses, 
factories and other properties were converted into luxury flats and upmarket 
operations) was never planned as such, but its success, together with the gradual 
rediscovery of the benefits of living in the inner city coincided with the arrival of new 
cultural venues in the decaying area (ibid.). A small theatre club appeared in the 
early 1980 in the middle of the decayed area, and was gradually followed by a smatl 
number of other attractions.
The success of Merchant City is not solely due to the private sector, the Scottish 
Development Agency funded a considerable amount of development together with 
Glasgow District Council and Glasgow Action (Bianchini 1989; Booth and Boyle 
1993). This partnership between different government agencies and the 
collaboration of the public and the private sector harnessed during 1990, the year of 
Glasgow as ‘European City of Culture’ (Booth and Boyle 1993).
Glasgow District Council and Glasgow Action had important roles in supporting 
cultural activities, and co-operation with the private sector in the bid for ‘European 
City of Culture’ in 1986. Once awarded the title, drive and finance came primarily 
from local authorities (John Myerscough 1991). Glasgow had clear and very strong 
objectives of promoting an image of culture and arts through this initiative. The city
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did not concentrate on hosting art festivals as former cities of culture had done, but 
utilised the twelve months by encompassing ‘culture’ in a very wide sense. The 
range of activities includes education, science, sport and food, since the programme 
organisers clearly recognised the importance of strengthening the infrastructure for 
long term impacts (John Myerscough 1991; Booth and Boyle 1993: 35).
Revenue for the year of culture came mainly from Glasgow City Council and 
Strathclyde Regional Council and totalled 32.7 million pounds (John Myerscough 
1991: i). The precise long-term economic impacts it has had on the city are 
unknown but appear considerable. The residents and domestic and international 
visitors enjoyed the year and the image of the city improved greatly through various 
means starting with the ‘Glasgow’s Miles Èetter’ campaign years earlier. The city 
hosted various high profile events during the 1990s and one of them ‘UK City of 
Architecture and Design 1999’ further improved the image of the new Glasgow (DTZ 
1999).
The real economic impacts, and levels of job creation and inward investment seem to 
be highly controversial. Noon et. al. (2001) highlight how successes of Glasgow are 
being consolidated; increases in visitors, inward investments and business inward 
relocation. However Gomez (1998. 116) notes with regards to economic structure, 
the city lost local employment in the service sector between 1989 and 1994, and failed 
to attract Korean and Japanese investment to the city due to the failure of the city’s 
policy towards derelict industrial land. Glasgow appeared to have succeeded in 
changing its image, but the real economic restructuring of the city is still to be 
achieved.
Glasgow has provided a success story in using ‘culture’ as a critical tool for 
re-creating a new image. Although at the begimung it was surprising to those who 
were accustomed to picture the city as dull and industrial with little ‘high culture’, it 
has since become a model for other manufacturing cities to follow. The real 
cleverness of Glasgow lies in its marketing and promotion of itself. The city has 
taken advantage of its very well known but negative image, in order to maximise the 
penetration of the new cultural image. At first it must have been surprising, through 
contrasting the two without referring to the former. The poor image is already stored
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in most British minds, thus when receiving the promotion, there would be surprise 
and a tendency to take notice of the message. The city has increased its cultural 
assets to confirm its proactive promotion. However it may be worth noting there 
was opposition against the city council selling Glasgow through ‘culture’, because it 
neglected its heritage based strongly on ‘working class industrial struggles’ (Valentine 
2001:238).
There are other lessons that can be drawn from Glasgow. It is critical for residents to 
be proud of their own city. Glasgow started to promote itself to outsiders as well as 
its own residents in the ‘Glasgow’s Miles Better’ campaign. The traditional value of 
the city has been based on strong economic output from manufacturing industiy, but 
despite the economic failure there was something else that the city could be proud of. 
This was a critical step for 1990 event. The next lesson is that Glasgow showed that 
a new market opportunity lay in ‘culture’. This may have encouraged other cities to 
pursue ‘culture’ in their regeneration. However it is very important to remember that 
the culture industiy in Glasgow grew individually, rooted in the private sector, 
without the deliberate intention of the local authority. The council built upon an 
already establishing cultural base. The cultural success was not imported from 
elsewhere, but had been strongly rooted in the community.
Before concluding this section, attention should be drawn to the general economic 
regeneration of Glasgow. As Gomez (1998) comments, the city achieved an 
enormous success in changing the general perception of itself but the achievement 
made only a limited contribution to its long term economic activities. The council 
failed to incorporate the culture industiy into its total economic strategy. Once one 
big event was over, the city had to wait for another in order to gain further economic 
benefits. Glasgow built a convention centre recently and which may indicate the city 
has taken a more holistic approach to the culture industiy and be trying developing a 
new market opportunity.
4.1.2 Liverpool
Liverpool provides ‘one of the best case studies one could choose to discuss the role 
of museums and the arts in the regeneration of deprived urban areas’ (Lorente 1996a: 
1). After an examination of Glasgow, the case of Liverpool reveals another, similar
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but different example.
4.1.2.1 Background to the City
Liverpool was a small fishing hamlet on the banks of a muddy pool, an inlet from the 
River Mersey when King John created a new town there in 1207. Liverpool slowly 
developed as a port and it was from the late 17* century that it really grew as a mnm 
trade port to Spain, Denmark and Hamburg. Coal from Lancashire, salt from 
Cheshire, and manufacturing goods and glass from newly developed towns and 
villages were the main exports by the beginning of the 18* centuiy. The world’s 
first commercial wet dock was built in 1715 and this became the focal point of its 
expansion (The Mersey Partnership 2000a).
Liveipool had become an England’s largest slaving port, slaves were taken across to 
West Indies from the West Coast of Africa. They were traded for goods from 
Liverpool and shipped to the West Indies to be traded for cotton, rum, tobacco, sugar, 
indigo and spices, which were then brought back to the city and processed or 
re-exported. This triangular trade brought huge wealth to the city (Liverpool City 
Council 1998). At one point the name of ‘the Port of a Thousand Ships’ was given 
to Liverpool reflective its dealing with three-seventh of the world’s trade (ibid.).
The population grew dramatically from 20,000 in 1750, to 53,853 in 1790, 77,708 in 
1800, 685,000 in 1900 and to 855,500 in 1931 (Liverpool City Council 1998: 2-3; 
The Mersey Partnership 2000b). More and more people came to Liverpool to find 
jobs or to immigrate to America during the 19* centuiy. The cosmopolitan nature of 
the city originates from this period (Liverpool City Council 1998: 2). Liverpool was 
the second port in the British Empire and it had the most millionaires outside London, 
along with the worst poverty in Britain at the same time.
A large proportion of the working population was directly or indirectly related to the 
port and its associated industries. Liveipool benefited from the industrial revolution 
and its exploitation to the Empire. It imported cheap raw materials and exported 
finished goods, but as other countries developed their industrial base and the collapse 
of the Empire took place, it started to lose its predominant trading status. The 
depression of the 1930s hit Liverpool hard, unemployment rose and the city began to
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lose jobs and population. When containerisation was introduced, thousands of jobs 
were lost, and when Britain became a member of the EC, the city was on the ‘wrong 
side’ of the country. Liverpool lost 34% of its population and 43% of its jobs from 
1961 to the present (Liverpool City Council 1998:3).
4.L2.2 Urban Redevelopment since the 1980s
According to Parkinson and Bianchini (1993) Liverpool has missed specific 
opportunities to exploit its cultural assets. They consider this mainly due to the city 
Council, whose approach was ‘to keep cultural issues off the city’s policy making’ 
(Parkinson and Bianchini 1993: 156). Although Liveipool has a working-class 
structure. Labour has not always been dominant, and the Conservative Party was in 
power for much of the 20"" centuiy. During the 1970s and the 1980s when the 
economic problems were severe, Liverpool City Council was not able to deal with the 
problems effectively. Political instability meant the city was unable to give a clear 
direction for the medium-term. Pohtical attention was given to short-term electoral 
topics such as local taxation and public housing and not on to how to improve the 
inner city. Liverpool Labour council’s major concern was tvith the working class 
and policy emphasis was put mainly on manufacturing production and job creation. 
Tourism, leisure, arts and a cultural policy to improve the city centre were not 
welcomed. The private sector was not strong and was relatively small in Liverpool. 
The city was reluctant to spend Urban Programme funding provided by the Central 
Government on arts and culture until the late 1980s. According to Bianchini (1989: 
21) during 1983 and 1987 while ‘the Militant-Controlled Labour’ administration was 
m power, cultural policy and economic development were neglected. Pressure from 
the Government and a dramatic change in the ideology of the city council enabled it 
to develop a new cultural policy (Parkinson and Bianchini 1993; Evans 1996).
This change came at the end of the 1980s when the council began to debate cultural 
resources in the city centre. The success story of Glasgow may have affected the 
transformation of the cultural approach by the council. The new cotmcil realised the 
importance of consumption-oriented rather than traditional manufacturing production 
in the city and published ‘An Arts and Cultural Industries Strategies for Liverpool’ in 
1987 (Bianchini 1989). Parkinson and Bianchini (1993) note this aimed to link  
cultural policy and economic regeneration, and tourism and the regeneration of the
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city pentre were explicitly mentioned in the strategy. The council was aware that 
various partnerships between different organisations were necessary to regenerate the 
inner city through its cultural policy. These organisations included the Arts Council 
and Merseyside Arts, the EC, the Department of Employment and its training 
programme, the Crafts Council and many other funding agencies and arts 
organisations (Parkinson and Bianchini 1993: 164).
Madsen (1992) identifies two key agencies of cultural development in Liverpool at 
the beginning of the 1990s; the city council and Merseyside Development 
Corporation (MDC). Both had a similar view of improving fhe city centre, 
emphasising the transformation of the physical appearance to the area (Madsen 1992: 
637). MDC was created by the Central Government in 1981 to renovate the 
waterfront. Substantial government money and planning powers enabled MDC to 
develop tourism and leisure resources on the docklands, including the Albert Dock. 
According to Lorente (1996b: 48) the strategy was inspired by the success of Boston, 
Baltimore and San Francisco. Several Grade I derelict buildings, the largest group 
of Grade I listed buildings in Britain, were converted into cultural features such as the 
Tate Gallery, and the Maritime Museum, while the TV news centre, shops, cafés, 
offices, exhibition space and luxury flats were also developed by 1988 (Bianchini 
1989: 21; Parkinson and Bianchini 1993; Evans 1996). The Albert Dock was third 
among free entry attractions in the UK (Parkinson and Bianchini 1993: 160). The 
success of this waterfront redevelopment significantly influenced the council into 
incorporating ‘culture’ seriously into strategic documents (Evans 1996). Green 
(1996. 113), a town planner at Liverpool City Council, claims three policy documents 
have changed the attitude of the council in 1987. These are the City Centre Strategy, 
fhe Tourism Policy and the Arts and Cultural Industries Policy. According to 
Parkinson and Bianchini (1993) two other key factors were recognised as influential 
on the cultural policy change. The first was a study conducted by Merseyside Arts 
and the Local Regional Arts Association on ‘The Economic Importance of the Arts on 
Merseyside’ and the other was municipal reorganisation.
Couch and Dennemann (2000) provide a case study from Liverpool, which illustrates 
how different agencies worked together to regenerate the derelict inner city. The 
Liverpool City Council and English Partnerships published the Duke Street/Bold
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Street Regeneration Strategy in 1994, proposing a partnership between the community, 
and the public and the private sectors. Based on a discussion at a Planning Weekend 
in 1997, the action plan and implementation strategy (Integrated Action Plan: LAP) 
were produced and the “Rope Walks Partnership” was established, which is an 
organisation of agents for regeneration and the local community. LAP aimed to 
ensure benefits accrued locally (Couch and Dennemann 2000: 143). The strategy
was to change the area to mixed use with a range of business activities with creative 
industries and the night-time economy.
Liverpool has cultural and arts resources such as its Philharmonie  Orchestra with a 
concert hall, theatres, several museums and art galleries, film, video and broadcasting 
facihties, and above all, a popular music industry heritage from the legacy of the 
Beatles. An array of festivals take place in Liveipool each year, such as the Mersey 
River Festival (funded by the MDC), and the Festival of Comedy. Liveipool and 
Everton Football Clubs should not be forgotten as major sports assets of the city.
The physical regeneration of the city has been aided by various initiatives and the 
image of the city has improved, but economic problems still remain. Unemployment 
was 16% in 1992 and half of the population suffered some kind of poverty (Parkinson 
and Bianchini 1993: 175). Divisions between city centre based cultural consumption 
and poor suburbs of working class residents need to be carefully examined.
Compared to Glasgow, Liverpool started to develop a ‘tourism industry’ much later 
and this is still in its infancy. The public sector is aware that much more investment 
is needed before the private sector will follow (Mersey Tourism 1999). Although the 
Albert Dock has re-established itself and the legacy of the Beatles is strong, Liverpool 
seems unable to promote a new image firmly. The redevelopment o f the Albert 
Dock was considered to be ‘a decisive catalyst (sic) for the further re-use of other 
nearby derelict buildings for art purposes’ (ibid.: 36). However Lorente (1996 b: 52) 
remarks that the whole Albert Dock complex is not alive after 6 pm, as it is terribly 
dark and hollow’. Instability in political leadership had failed to produce a long tenn 
economic strategy involving tourism and the culture industiy. Dominant working 
class values meant a reluctance to put public money into culture, and tourism is still 
not recognised as an important contributor to the economy. The Tourism Strategy
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has still to persuade the private sector to join the public efforts (Mersey Tourism 
1999). The council had not reached a consensus on a cultural policy and the city still 
lacks sufficient regeneration funding (Madsen 1992; Parkinson and Bianchini 1993).
The city has been nominated as the European City of Culture for 2007, 17 years after 
Glasgow. Until then, if Liverpool wants to enjoy that year the city needs to put great 
emphasis on promoting ‘culture’ to its residents, as Glasgow did. Despite the 
challenges in front of it, Liverpool has a umque heritage, and nature and cultural 
assets which have not been exploited fully. Five local authorities (Knowsley, Sefton, 
Wirral, St. Helens and Liverpool) have combined to create the Merseyside Integrated 
Transport Strategy (MERITS) to improve accessibility in Merseyside, internally and 
regionally (MERITS 1998). This kind of partnefship can be a base for developing 
regionally based tourism in the future. It seems the potential of the tourism market is 
large but so much more has to be done before the city can enjoy a new image and a 
new industry.
4.1.3 Manchester
Law (2000: 122) notes ‘Manchester is a classic example of the industrial city 
struggling to adapt in a post-industrial and post-modern world. ’ Manchester, as other 
great old manufacturing cities, has been in competition again with its old rivals, this 
time in a different event.
4.1.3.1 Background to the City
Like other industrial cities in the UK, the importance of Manchester began more than 
200 years ago. Old Manchester was an inland market town on the River Irwell, but 
modem Manchester was a child of the industrial revolution and the growth of 
Manchester was based heavily on cotton textiles in the early industrial period. The 
completion of the Bridgewater Canal in 1763 brought significant change to the city 
enabling it to become one of the industrial hubs in the world (Branigan 1999). The 
canal system allowed products to be carried to and from Manchester much more 
easily and cheaply. The canal port was constructed just a mile away from central 
Manchester in 1830, but had become disused by the early 1980s and subsequently 
converted to Salford Quays (Law 1993; Hebbert and Deas 2000).
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Manchester ceased to enjoy a status as a world top industrial city from around the 
First World War. The textile and other industries declined and manufacturing 
industry became decentralised to the outskirts of the city, leaving the inner city 
depopulated and derelict. The city s residential tax base is exceptionally weak 
(Hebbert and Deas 2000: 82). Between 1961 to 1981 Manchester lost about 60,000 
jobs in the city centre, due to the severe decrease in the textile industry and related 
industries, including clothing, transportation, printing and wholesale distribution (Law 
1993).
4.1.3.2 Urban Redevelopment since the 1980s
According to Law (1993) the city became interested in tourism from the late 1970s 
not only for economic reasons, but also from preserving heritage. Roman remains 
were excavated in Castlefield, located in the inner city, and later the area became a 
Conservation Area and then a heritage park in 1982. The park was designated a 
visitor attraction in a plan written in 1983, although many people in Manchester could 
not understand the intentions of the city council, the Greater Manchester Council and 
the Central Manchester Development Corporation (Law 1993). Manchester was not 
ready to recognise tourism as a major force which could help the collapsed economy.
Change took place gradually around this heritage park. Two disused railway stations 
were converted into the Museum of Science and Industry, relocated from another part 
of the city. This has been upgraded with new exhibitions including a science theatre, 
communications library, and a G-Mex (an exhibition centre) (Marketing Manchester 
1999). The canal basins were renovated, derelict industrial sites were reclaimed, 
pavement replaced, and trees were planted along the roads. The regional 
broadcasting company, Granada Television is sited on the edge of the area, and 
600,000 visitors are attracted to its studios annually (Law 1993: 140). A major 
redevelopment of the studios began in late 1999 and its doors are now open again 
(Marketing Manchester 1999). The failed Olympic bid of 1990 was a catalyst in 
implementing regeneration and the bid brought the city ‘confidence in modem 
Manchester as a place of achievement’ (Hebbert and Deas 2000: 85) rather than as a 
declining and derelict problematic city.
Strong leadership by the city council from 1984 has resulted in it seeking partnerships
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between the local public and private sectors. The city is now well known for 
winning competitive funding in partnership with local business, initiatives such as 
City Challenge, the Single Regeneration Budget, Capital Challenges, Estate Renewal 
Challenges and Local Challenge provided substantial funding during a period of 
decreasing council budgets. According to Hebbert and Deas (2000) the partnership 
between the city and the private sector has been strengthened by two factors, 
Manchester as a pioneer industrial city and as the home Manchester United Football 
Club. Peck and Tickell (1995: 56-57) stress the importance of ‘new power-brokers’ 
or ‘Manchester Mafia’. They have strong influence on politics and decisions in 
Manchester, and are willing to try to win various bids for the city. The partnership 
between the Town Hall and local business is robust, however Peck and Tickell (1995) 
conclude that although they have succeeded greatly in getting more new 
developments and projects into the City, ‘Local business seems incapable either of 
formulating or of delivering a local agenda’ (Peck and Tickell 1995: 77). As with 
other cities, Manchester has had been physically transformed and has major flagship 
developments and international events, but the economic regeneration needs to 
achieve more.
The Council has placed emphasis on art, drama, music and sport, and relaxed 
regulations, allowing a 24-hour city. Results of this attitude of the city can be seen 
in late-night drinking and dancing, and the expansion of Gay Village and Bridgewater 
Hall. Kreitzman (1999. 1389) notes the transformation of Manchester and even 
considers it has exceeded its rival city Birmingham in cultural aspect;
Greater Manchester... ; it is one of the gay capital o f the world; it 
has a thundering evening economy of bars, clubs, restaurant and 
entertainment and it is transforming itself from an industrial giant of 
the past that was at least the equal of Birmingham into a thoroughly 
post-modern city.
Law (2000: 122) identifies the process of recovery as slow but notes the city centre 
has experienced a ‘growing renaissance’ in the late 1990s based on leisure and 
residential development. New retail development, including conversion of the old 
Com Exchange, has occurred, along with multi-million pound investments for leisure
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and tourism activities in the city. Hebbqrt and Deas (2000: 85) even considers that 
the IRA bomb disaster in 1997 has had good results because the redevelopment of the 
area is based on good design concepts, and welcomed by people. Five hundred 
million pounds have been invested in rebuilding the area (Leese 1999). One of the 
most recent urban developments in Manchester is the Lowry Centre which opened in 
April 2000 in Salford Quays. This was a 127 million pounds national arts project for 
the millennium (Marketing Manchester 1999). It comprises art galleries, theatres, 
shops, restaurants and bars.
The city is hosting the Commonwealth Games in 2002 and there are hopes of making 
Manchester a ‘sporting capital’ (Bailey 1999). In sport, Manchester has a 
tremendous advantage in having Manchester United Football Club and this enabled it 
to promote its image as a ‘city of sport’ easily, compared to Sheffield, which is 
described in the next section. The city uses this international sports event in 2002 as 
a major flagship development, and world class sporting facilities are under 
construction, although the financial arrangements are somewhat uncertain at the time 
of writing.
‘Marketing Manchester’ was established in 1997 to promote leisure and business 
tourism and started a campaign to stimulate civic awareness of the new direction of 
regeneration. Manchester is geographically small, less than half the size of 
Birmingham (Hebbert and Deas 2000, 82), and this has led to incorporation beyond 
the city boundary into Greater Manchester area. Although the Greater Manchester 
Council was abolished hi the mid 1980s, the policy attitude of operating as a whole 
region still remains and has been critical for the economic redevelopment (Hebbert 
and Deas 2000). The leader of Manchester City Council Leese (1999: 3) remarks;
Now, we are looking forward to building on those tremendous 
strengths, and to improving further still the quality of life for 
everyone in our city who lives in, works in or visit our city.
Manchester has seen considerable property investment over recent years, especially 
after the IRA bomb (King 1999). The decision to create Castlefield into a tourist 
attraction in the 1980s was a critical step for the city to pursue the tourism industry in
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the 1990s. There is a need, however, to consider socially deprived people in 
Manchester when international projects are being developed. Branigan (1999: 4) 
notes
There is nowadays a danger that its high profile developments -  the 
glamorous bars, posh restaurants and expensive boutiques -  
disguise the poverty which still dogs parts of the city.
The gap between the new middle class and the poor seems to be widening with all of 
these changes. Law (2000) also sees this problem and warns that people of low 
income are being exploited for better off groups. Manchester is another case where 
physical transformation could be seen to be favouring the new middle class who can 
afford the novel luxuries being developed in the city centre.
4.1.4 Sheffield
Sheffield is smaller than other former world manufacturing centres. Loftman and 
Nevin (1996: 1002) note the one of directions of change has been ‘From ‘Steel City’ 
to the ‘Sports City”.
4.1.4.1 Background to the City
Sheffield is the fourth largest city in England and is also another an industrial 
revolution city. ‘Iron ore for smelting, oak woods for charcoal and fast streams for 
water power enabled Sheffield to expand in the 18* and 19* centuries (Destination 
Sheffield 2000). A cutlery industry began in Sheffield in the Middle Ages and really 
grew rapidly in the late 18* centuiy. The industrial structure of Sheffield was highly 
skewed towards producing steel and heavy engineering until the early 1980s (Strange 
1997). Similar to the other cities discussed, its industrial structure changed 
sigmficantly from around the mid-1980s, a little later than Glasgow, Liveipool and 
Manchester, as Sheffield enjoyed relative prosperity until the late 1970s (Raco 1997). 
In 1971 manufacturing industry employed 51 % (over 40,000 people) of total 
employment of the city (ibid.. 386), but manufacturing was highly specialised in 
iron, steel, tools and cutlery (Strange 1997: 4).
The manufacturing prosperity started to disappear as the market contracted.
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Sheffield lost 48% of its jobs between 1978 and 1984, 122,000 employees declining 
in that period to 63,000, 85% of the loss originating in the metal industiy (Watts 1991 : 
43-44). Employment in the service sector was small compared to other Northern 
cities, and the growth rate of business and financial industries were lower than the 
national average. The city council tried to alleviate the economic situation through a 
range of initiatives, which were different from the approach of the Central 
Government (Strange 1997). While the Sheffield Council was searching for a route 
to economic recovery, local businesses were not ready to cooperate with them. 
However eventually the council and the local businesses recognised the importance of 
partnership and the Sheffield Economic Regeneration Committee and Sheffield 
Development Partnership were established locally with the aim of rescuing the local 
economy (ibid.).
4.1.4.2 Urban Redevelopment since the 1980s
A  radical change in economic policy took place in the late 1980s in Sheffield 
(Lawless 1994; Loftman and Nevin 1996; Strange 1997). The Labour controlled 
council had traditionally excluded local businesses from policy making but two 
factors eventually brought partnership about; one was the indigenous structure which 
emerged from the city and the other was the Central Government’s policy (Strange
1997). Sheffield Development Corporation was established in 1988 to tackle the 
serious economic problems in the Lower Don Valley, and was given planning 
authority status with funding (Raco 1997). However researchers (Dabinett and 
Ramsden 1993; Lawless 1994; Raco 1997) question its contribution to the economic 
recovery of Sheffield
By the beginning of 1990 Sheffield had more than forty major construction projects 
involving 800 million pounds, including Orchard Square in the city and the 
Meadowhall shopping and leisure complex (Foley 1991). A mega-sport event was 
held in the city in 1991; the World Student Games. A turn in direction by the council 
established the idea of bidding for these international events (Loftman and Nevin 
1996). The council regarded this opportunity as a catalyst for the economic and 
social regeneration of the city (ibid.). After successfully winning these games, the 
city invested in three prestige sports projects; Ponds Forge Intemational Sports Centre 
(51 million pounds), Sheffield Indoor Arena complex (34 million pounds) and Don
Meiko Murayama 86
Beyond Manufacturing Industiy; Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
Valley Athletic Stadium (28 million pounds) (Loftman and Nevin 1996: 1003-1004). 
Along with the Hillsborough Leisure Centre (12 million pounds) and the refurbished 
Lyceum Theatre (12 million pounds) these facilities received a total investment of 137 
million pounds (ibid.). Funding for these large buildings came from various sources, 
including bank loans, European Commission (4 imllion pounds), central government 
grant (4.75 million pounds), and the private sector (1.5 million pounds). In total, 
however, 93% of the total cost was financed by the council which caused a reduction 
in revenue budgets for housing and education (Loftman and Nevin 1996). 
According to Dabinett and Ramsden (1993: 133);
Overall, few spin-off jobs were created either through business 
growth or inward investment, although it is probable that the 
external perception of the city has been altered which might 
translate into inward investment in the future.
The key benefits would appear to have been in changing Sheffield’s image rather than 
direct economic gain.
Although the council invested an enormous amount of public money on sports and 
leisure facilities, recogmtion of the regeneration of the city based on sports’ was not 
clearly and formally incorporated into the strategic plan until three years after the 
Game when Sheffield became a ‘National City of Sport’ (Bramweil 1997). Ofher 
major tourism and leisure developments in the 1990s included Sheffield Ski Village, 
and the National Centre for Popular Music (which became bankrupt in 2000). The 
city is now undertaking the ‘Heart of the City’ project, which is a 120-million-pounds 
project involving a major transformation of the city centre aiming to create 1,800 jobs 
(Destination Sheffield 1998). This project started in 1997 and will be completed in 
2002. Funding comes from the Millennium Commission, the EU, the English 
Partnerships, the Single Regeneration Budget, Sheffield Hallam University and the 
private sector (ibid.). It will include three public open squares, the ‘Winter Garden’, 
‘The Millennium Galleiy’ (which will have an exhibition from the Victoria & Albert 
Museum and local two collections), a 4/5 star hotel, new council offices and 
commercial development (Sheffield City Council 1998).
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Sheffield has also made substantial investments in transportation; supertrams, cabling, 
new road construction, and improvements in motor ways and the city airport. In 
total over 450 million pounds were invested to improve the urban transport network in 
the city (Dabinett 1998). These investments were justified on the basis of their 
‘potential contribution to the regeneration of the city' (ibid.: 174). As in many other
cases, however, the direct benefits are not obvious and there is no clear link between 
investment and economic performance.
The failure of the Museum of Pop Music after only three years illustrates Sheffield’s 
difficulty with tounsm development. Compared to Manchester and Glasgow the 
history and foundation of ‘culture’ in Sheffield is short and still weak. There are few 
roots in the community to support the pop music museum and related tourist 
attractions which might draw visitors. If this type of museum had located in 
Liverpool, for instance, then visitors could have a clear itinerary linking other ‘pop 
music’ attractions and a world recognised heritage in the city. However few people 
can easily relate Sheffield and pop music. As Bramwell (1995) notes, the external 
view of Sheffield is confused over what the city is trying to promote. Policy makers 
in Sheffield may have been impatient with other industrial cities successfully 
implementing tourism development, while Sheffield was still beliind in the race. 
This pressure may have resulted in hasty decisions creating imsuccessfttl flagship 
development.
4.1.5 Glancing Back on Four Cities
More detailed and closer examination of each city was not possible due to the limited 
scope of this research, however the examination of each city shows a general 
tendency towards a positive approach of encouraging the tourism, leisure and 
recreation indirstry, although the level of commitment varies. At the beginmng of 
the 20*^  century these cities had competed against each other based on manufacturing 
products, however a century later, they seem to destined compete on light and soft 
industry and the creation of cultural landscapes. In order to attract visitors to their 
cities, their old industrial heritage often has been converted into cultural attractions, 
retail shops, cafés, restaurants, pubs and residences. On some occasions flagship 
projects of postmodern architecture with aesthetic appearance may appear in inner 
cities, so the building itself can be ‘a visitor attraction’, such as ‘the Lowry’ in Salford,
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near Manchester. Manufacturing products made in these cities were taken not only 
to domestic market but also to international market of different Continents, 
sub-Continent and islands, in old days of industrialisation. However in the 
post-industrial age these cities have been trying to change and reverse this flow; from 
tangible products to people and out-flows to in-flows. The old status of the world^s 
most prosperous cities may not be able to be achieved from this new flow, but the 
fabric of the city centres has been improved enormously. As discussed above, 
however, these new developments are not free from criticism. One group in 
Glasgow opposed the idea of the city promoting ‘culture’ and others in Manchester 
are aware of the problem of segregating people who cannot consume these newly 
developed cultural sites. The focus of these regenerations towards ‘culture’ tends to 
be aesthetic and fashion sensitive for the new middle class, and less so to ‘working 
class culture’.
According to Bianchini (1989: 11) the achievement of Glasgow results from its more 
holistic approach and partnership between various actors;
policy initiatives which well well (sic) beyond the arts field and
which involved not only GDO but also other agencies.
The problems of these cities are very deep, complex and have been accumulated 
historically and there seems to be no miracle medication to cure them quickly. 
Although the approach of using ‘arts’, ‘festival’, ‘sports’ and other types of culture to 
encourage tourism, leisure and recreation has become very popular among them, 
plaimers and policy makers need to be aware that this cannot be a single regenerator 
for a larger urban economy. Through an examination of these four cities it seems 
partnerships between different agencies and long-term perspectives on policy and 
strategic approach by city councils are critical. Each case shows the crucial role of 
the council as the leading actor in regeneration. All four cities have invested large 
amounts of money on physical regeneration, and their enhanced image could not have 
been achieved without the improvement of their visual appearance. The next section 
deals with how British city councils enable developments tlirough planning.
 ^ Glasgow District Council
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4.2 How Spaces are Constructed : the Planning Perspective 
The aim of this section is to discuss the background mechanism behind the 
transformation of British cities. It highlights how critical the role of planners and 
their philosophy of land use planning are. However it is beyond the scope of the 
thesis to discuss in detaü the planning process, and the principal objects of this section 
are to underline the importance of planning and the planner’s vision in urban 
regeneration as well as to identify meaningful planning.
4.2.1 Lessons from  Planning in the 1960s and the 1970s
A quote from Cheny (1994: 192) justifies consideration of the British planning 
system.
Much of Birmingham’s post-war change, at least that related to the 
physical appearance of the city and its land use stracture, was 
guided by a greatly strengthened planning system.
Even among traditional industrial cities Birmingham has a poor physical image and 
the city is notorious for the ‘concrete jungle’ of the inner city area and ‘Spaghetti 
Junction’. However, Birmingham is not the only city which made major migfakpu in 
the 1960s and the 1970s.
Town planning is continuously changing as the needs, values and preferences of 
people and societies change. Reconstruction had been a major mission of planners 
in the post war period, particularly in the case of cities bombed in World War II 
(Cullingworth and Nadin 1994). Approaches differed depending on the city (see 
Hasegawa 1992) but the post-war period witnessed urban problems of inhuman slum 
clearance, high-rise flats and urban motor ways. Jacobs (1961: 17) criticises the 
approach taken by planners;
The simple needs of automobiles are more easily understood and 
satisfied than the complex needs of cities, and a growing number of 
planners and designers have come to believe that if they can only 
solve the problems of traffic, they will thereby have solved the
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major problems of cities. Cities have much more intricate 
economic and social concerns than automobile traffic.
Inadequacies in these developments were soon revealed. Planners in the mid-1970s 
faced considerable criticism, and their efforts failed to satisfy anybody, as Brindley et. 
al. (1989:3) note
the country was littered with half-completed urban motorways, 
unfinished slum clearance projects and partially developed city 
centres. — it was the failure of planning to prevent undesirable 
development that was its chief weakness, whether in the form of 
surplus office blocks, industrialized council housing or the 
destruction of historic buildings.
Planners interpreted modernisation inappropriately and consequently had chosen the 
wrong path in the 1960s and the 1970s. They seemed uncertain of the future and 
were heavily affected by strong political control and the property development 
industry. Failure of economic restructuring particularly in Northern cities and the 
West Midlands in the 1970s and 1980s resulted in terrible economic decline. 
Planning had to seek new directions to tackle the problems. Brindley et. al. (1989: 
6) remarks:
A search began for new forms and styles of planning, to meet the 
needs of different localities, to bring about patterns o f development 
desired by various interests and to match the political rhetoric of 
those interests.
Brindley et. al. (1989: 3-4) conclude that the mistakes were due to ‘one single set of 
goals’ epitomised as the ‘clean sweep’. Despite the confusion of planning in the 
1970s, Cherry (1973: 2-3; 163), provided a clear direction of how planning should be;
It is now recognized that plans are only meaningful in so far as they 
meet the objectives or tackle the problems of the community with 
which they are concerned. Therefore, to enable plans to be
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relevant, an understanding and awareness of social system is 
required. — town planning rests flmdamentally on a social base.
Planning is not only a physical exercise related to, for example, 
town building or allocations of land use; it is also concerned with 
meeting social needs, aspirations and interests, in part through 
intervention in the environment, and this relationship affects the 
nature of the whole process.
The role of planning was to tackle the problems of the community and to meet the 
demands of social needs and interests, and this has not changed. The Conservative 
Government, in the 1980s and the first half of the 1990s, made the market-led 
approach dominant in urban planning, but planners also need to consider the 
long-term welfare and equality of residents and spatial consumers. If planners were 
to abandon the role as Cherry defines it, they would face criticism again.
Thus it has become apparent that planning was responsible for the earlier severe 
failure to regenerate urban areas in traditional manufacturing cities, but the planning 
process cannot be abandoned. The mistakes have resulted in a different approach for 
revitalising industrial cities. Broady (1968) famously remarked ‘planning is for 
people’, but planning these days has to take into account broader social, economic and 
environmental issues in an area. The next section deals with how planning 
flmctions in mediating land use changes in the British context.
4.2.2 The Role o f  Planning
It is appropriate to begin this section by discussing the 1947 Town and Planning Act, 
the introduction of wliich drastically changed British planning system. There are 
two main features of tliis Act. Firstly, the Act prevents any development without the 
consent (permission) of the local planning authority. This change is far more 
fundamental than any subsequent changes made, including these under the 
Conservative Governments from 1979 to 1997, when the emphasis was placed on 
market orientation (Cullingworth and Nadin 1994; Colquhoun 2001). All land 
development needs to have planning permission, regardless of whether a scheme is 
private or public. Planners have to study national planmng law, central government 
policy statements. Structure Plan policy and the specific Local Plan statement for the
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area, and their decision needs to be based on these elements (Greed 1993). Secondly, 
in order to provide direction on whether to develop or preserve an area, a 
Development Plan has to be prepared for every area. The basic approach and system 
of Development Plans remain the same as in the early period of this new planning 
system. Incremental changes and improvements have taken place so that the 
planning framework today is more flexible and forward looking (Cullingworth and 
Nadin 1994). The 1968 revisions established a new two-tier system of Structure 
Plans and Local Plans, and the 1991 Act strengthened this plan-led system 
(Takamizawa 1998)
As a development needs to have planning permission, depending on the scale and 
nature of a scheme, there may be considerable lobbying and public participation 
consultation. Greed notes (1993; 37);
Every political and legal tactic will be used by different interest 
groups to promote or prevent a planning decision, and proposals for 
scheme can drag on for years yet still lead to an outcome that 
pleases no one.
When judging a plan , the planmng authority examines the nature of development as 
well as the impacts of many elements including neighbourhood, traffic, car parking 
and impacts on the visual town landscape before they give permission. They have to 
balance adjustments to existing land uses, thus even though a scheme is expected to 
be profitable to developers, it would not necessarily gain permission if it is not 
appropriate for the location (Greed 1993: 36). Greed further notes (1993: 52):
Planning control ensured that space was available for the 
non-profit-making social uses which were essential to the urban 
population but which were not attractive to the private sector as an 
investment, such as recreational space and facilities, schools, health 
and community buildings, sewers and drains, all of which were 
provided by other local government departments and statutory 
undertakers.
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On the other hand if social issues are always given emphasis at the expense of 
economic profit and the planning process is slow and bureaucratic, then p lanning  
authority is not functioning appropriately
In this study planning is defined as managing changes in spatial organisation, and 
hence land planning is the mediation of changes of land use in urban space. There 
are different styles (Brindley et. al. 1989) of urban land use planning, depending on 
the context of each space, but every planning process faces challenges of all sorts.
Hall (1992. 2) argues that no society provides goods and services for its people 
without planning. All planning has goal(s) or objective(s) to achieve and they 
consist of a sequence of actions. Urban planning involves not only written 
statements, statistical projections and diagrams but also physical development of sites, 
which includes the exact design of buildings (Hall 1992). Urban regeneration 
development, with which this thesis is concerned, cannot be carried out without a 
detailed and lengthy process of planning, an extremely complex procedure involving 
many policies and stakeholders. Coordination and reorganisation are large elements 
in planning, since there are often different overriding policies and interests relevant to 
the same development site. Greed (1993: 5) notes how planning is a political 
process not a natural one;
Town and cites are not God-given or ‘natural’. They are the result 
of centuries of decision-making by individual owners and 
developers, and of government intervention.
Town planning is highly political, involving money and power, planners operate in a 
complex political situation not a vacuum, and physical change reflects whose interests 
won among competing ones. Town planmng policies act as constraints on what a 
developer can and cannot build rather than opinions, ideas and theories (Greed 1993: 
11). Thus Professional Development Limited (1999: 14) states that the major 
objective of planning system is ‘to regulate the development of land in the public 
interest rather than to protect the privatè interests of one person against the activities 
of another’. Furthermore Ravenscroft (1992:116) notes
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the underlying role and function of the town and country planning 
system is to intervene in the free market mechanism in order to 
control private entrepreneurialism and safeguard the public against 
inappropriate use of land.
Any development decision is based on consumer demand or assessments of societal
needs (Ravenscroft 1992). Planning is to avoid developments which only seek
ftnancial benefit for the builders or the property with little consideration to users and
the social aspects of that development (Greed 1993). Each space has different sets of
problems and challenges with particular planning goals, and it is essential to look
closely at planmng and policy to determine what is right at a given particular time and 
space.
The conventional nature of planning is to regulate and control the right of using land, 
however, this cannot escape the effect of global forces and market. The problem is 
that urban change is far heyond the control of local governments or even central 
government. As Cullingworth and Nadin (1994: 19; 1997) note, planners are forced 
to rethink some of their work in ‘market’ terms than purely ‘need’ or ‘demand’. 
Development may be determined more by investment demand than by final user’ 
demand. Spatial or physical planning in an urban setting is multi-dimensional and 
multi-objective, and Hall (1992) notes an ideal plaimer should be a good economist, 
sociologist, geographer and social psychologist with good skills in physical science, 
civil engineering, computing and statistics. This soimds impossible for one 
individual, therefore current planning needs to incorporate various planners with 
different skills. In the increasingly complex urban spatial conterft, great effort has 
been contributed to seeking better and more collaborative planning  procedures (see 
Healey 1997).
Before ending this section it is appropriate to mention the specific case of the 
regeneration of Coin Street. The approach used there is different from the cases 
discussed earlier in this chapter, as the local residents played a very strong leadership 
role in regenerating their community. Development in Coin Street on the South 
Bank of the Thames in London provides a classic example of popular planning. It 
means planmng by the local community who retain direct control over the whole
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planning process and maintain close collaboration with the local authority (Brindley 
et. al. 1989). Coin Street is regarded as a highly successful example of regeneration 
by local residents. Local community groups fought against plans for major office 
building redevelopment and presented alternative plans for affordable housing, open 
space, light industry and shopping and leisure facilities. The community has been 
able to have control over the resulting redevelopment which was for mixed use. It 
aimed to cater for the local community, as well as people who work in the area, plus 
visitors and tourists alike (Coin Street Community Builders 2000a). This case is an 
example of successful redevelopment in an inner city area, as local residents were 
able to take the initiative in the redevelopment of their own community, against 
market forces.
4.2.3 Planning from  the 1980s
Planning in the UK has been under continuous institutional change, aiming to 
facilitate better planning. The changes in the 1980s were very dramatic, changing 
the objective of planning from restricting or controlling development, ‘to facilitate 
enterprise with the minimum of constraints’ (Cullingworth and Nadin 1994: 270). 
Through the 1980s the direct services, responsibilities and power of local authorities 
were systematically and substantially taken away in various ways in line with the 
ideology of the Central Government at the time. Local governments have taken on 
more and more of an ‘enabling’ role rather than control (Cullingworth and Nadin 
1994: 36-7).
It is often argued that the Thatcher government eroded the autonomy of local 
authorities along with strengthening central financial control (Newman and Thomley 
1996: 30). The central government's ‘authoritarian decentralisation’ (Thomley 
1993a) allowed decisions to be made by the market place rather than by local 
government, which undermined the democracy and political representation of local 
authorities (Newman and Thomley 1996: 112). Brindley et. al. (1989: 2) also 
confirm changes, but give a slightly different analysis arguing that the Central 
Government attacked the ‘market-critical conception of planning’. The post-war 
planning system was described as having three objectives; contribution to economic 
efficiency, environmental protection, and fulfilment of social and community needs 
(Foley 1960). However social and community needs were not important issues in
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planning during the Thatcher years. Planners were given considerable freedom 
through the deregulation of the planning system. The Central Government also 
established various initiatives, experimental in nature, which by-passed existing 
planning systems, the planning control of local authorities, and local consistency in 
planning. These initiatives included Enterprise Zones, Urban Development 
Corporations, Simplified Planning Zones, City Challenge and City Action Teams. 
The financial constraints imposed by the Central Government encouraged local 
authorities to search for different sources of funding for development, and form new 
partnerships between the public and private sectors, and at different levels, local and 
regional, domestic and the EU (Newman and Thomley 1996: 116-117). In this 
context Birmingham was, in fact, the first British city to get urban development 
funding from the EU.
Against this background under the Conservative government various styles of 
planning emerged in the 1980s (see Brindley et. al. 1989). Each locality had 
different problems, interests and aspirations with particular political, economic and 
social resources. These differences affect the approaches to planning as shown 
earlier. Although these examples did not deal with the planning approaches taken by 
each council in detail, it is clear that local business are aware of the potential of the 
tourism, leisure and recreation industries, and the involvement of the local business 
community in the development process were generally important.
To summarise, it has been shown that planning plays a critical role in urban 
regeneration. However the approaches taken by each city differ depending on the 
nature, features and various environments (e.g. political, economical and 
socio-cultural). Although there are criticisms of planning approaches used during 
the 1960s, the 1970s, the 1980s and the first half of the 1990s, various planning 
approaches have appeared.
4 3  Conclusion
Some of the urban problems resulting from the planning mistakes in the 1960s and the 
1970s have been rectified during the past two decades through the new approach to 
urban regeneration. One common major area in the search for economic 
revitalisation has been the incorporation of tourism, leisure and recreation
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opportunities.
The urban regeneration of four traditional industrial cities has been portrayed in the 
first section. Each of them has a different stoiy but the common feature is the 
improvement of the image, physical appearance and tourism, leisure and recreation 
resources to bring positive economic, social and cultural impacts. Glasgow has 
seemed to provide the confidence and a model for other manufacturing cities to 
follow that has made it possible to change previously held negative perceptions and to 
encourage investment in new industiy based on cultural assets.
The four cities have been supporting tliis new approach, however pursuing this new 
direction reveals new problems and challenges. A challenge was posed by one group 
of Glaswegians that the direction their city was taking in order to recreate an image of 
‘high-culture’ was against or at least neglected the traditional strong ‘working class 
culture’ of Glasgow. Furthermore, these new developments resulted in more benefits 
to the new middle class rather than to the socially disadvantaged needy groups. As 
shown in the case of Sheffield, merely establishing a high-profile project does not 
necessarily bring success. Manchester also provided a lesson in that further 
challenges still exist in ways of incorporating tourism, leisure and recreation 
development into the longer economic perspective, rather than just gaining 
competitive national projects.
In order to ensure the revitalisation of an economy in the long-term perspective and to 
tackle such challenges and problems, it has become clear that the role of public sector 
planning is critical. The visions and approaches held by planning authorities 
significantly influence the direction that cities take in order to redevelop. The local 
planning authorities are required to provide leadership, and to take a coordinating and 
encouraging role in urban regeneration for the benefit of the population rather than 
simply respond to the demands of the market. The next chapter discusses how 
tourism, leisure and recreation can be combined into one integrated concept, and how 
the newly defined Amenity concepts can be applied to explain the new urban 
regeneration process now occurring in traditional manufacturing cities.
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Chapter Five Conceptualisation of ‘Amenity 
Business’, ‘Amenity Place’ and Their Related 
Ideas
Meiko Murayaiiia 99
Beyond Manufacturing Industry; Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
5.0 Introduction
The previous chapters have noted the social context in which traditional 
manufacturing cities have been striving to regenerate, and how tourism, leisure and 
recreation have become critical in the process of regenerating inner cities. This 
chapter firstly synthesises the changes in post-industrial cities, followed by an 
introduction to Amenity concepts.
5.1 The Changes in Traditional Industrial Cities
The first section briefly synthesises the global environment in which British 
traditional manufacturing cities have been striving to survive, and how these cities 
have been caught in a downward economic spiral. A model is then presented to 
show how tourism, leisure and recreation investment can help to stop the decline, 
improve the image and physical appearance, and contribute to an upward economic 
direction.
5.1.1 The Global Impacts on Traditional Industrial Cities
Change is the nature of this living world. Chapter Two highlighted the background 
to changes and transformations in post-industrial cities. The world economic 
restructuring of the 1970s severely and negatively affected traditional industrial cities 
in the UK, (see Figure 5.1) which were once the world-cities in the hey-day of the 
industrial age.
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Traditional manufacturing sites occupied prime business locations in the centres of 
these cities, but these have now become derelict or vacant due to de-industrialisation. 
These cities have a variety of problems, more complicated in nature than the process 
shown in Figure 5.1, which shows only one dimension of their economic and image
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failure. As implied in this figure, these cities could not react swiftly enough to 
global economic restructuring, and have taken a long time to adjust to the new 
economic order, and indeed are still suffering from it. Their derelict sites symbolise 
the serious problems of these cities and the physical decay which deters many 
investors and visitors.
5.1.2 The Responses o f Britain's Traditionallndustrial Cities 
Various economic initiatives have been taken to stop this downward economic spiral, 
and one of the popular approaches from the late 1980s has been the development of 
tourism resources and cultural assets, as noted in the previous chapters. Physical 
appearance, design and image seem to have become potentially critical determinant 
factors in attracting inward investments (Hubbard 1995; Hall and Hubbard 1996). 
The literature discussing cities and the construction of speculative landscapes is 
extensive (see Zukin 1991; Knox 1993; Hall and Hubbard 1996; Jessop 1997). Old 
manufacturing cities have also been responding to the trend by improving their image 
through hosting cultural festivals and sports events, creating aesthetic environments 
and building shopping and leisure centres.
The success of these cities and the importance of ‘culture’ and ‘arts’ to the society in 
the post-industrial cities discussed above provide significant directions and lessons for 
others to develop attractive spaces in which business will invest, people work, new 
residents live and outsiders visit (see DETR 2000a; 2000b). Nothing stays the same 
forever, and the downward spiral can be halted and gradually redirected upwards (see 
Figure 5.2). Although real economic, social, cultural and political developments are 
not as simple as shown in Figure5.2, and there are different ways of improving inner 
city areas, this model presents one form of urban regeneration. It shows how a 
traditional manufacturing centre could transform its economic structure through 
investing in the tourism, leisure and recreational sectors. As discussed earlier, the 
success story of Glasgow provides an important illustration of this model. Sheffield 
has invested in sports facilities and is trying to encourage sport event tourism, while 
Liveipool has put its emphasis on waterfront redevelopment, including the Albert 
Dock area. Manchester has also followed the path of improving tourism, leisure and 
recreational facilities. Thus several major UK urban centres have been transformed 
into more attractive places to visit.
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Figure 5.2 The Role o f Tourism, Leisure and Recreation Development in Traditional 
Industrial Cities (Source: Author)
One characteristic of much current urban regeneration is the development of tourism, 
leisure and recreation facilities which have taken place within or near other 
developments, including office buildings and housing. This more holistic land use is 
a new approach to urban regeneration which the central government advocates 
strongly in the new Urban White Paper (DETR 2000a; 2000b). The current 
challenge is to integrate the different elements of life successfully together with 
identity confirmation/building (see Section 2.2.2). The urban regeneration of the 
past two decades has become slightly more spatially holistic compared to earlier 
periods focusing on more than tourism, leisure and recreation. Traditional 
manufacturing cities have invested in themselves to make their city centres attractive 
places to visit and in which to live and work.
Cities have always provided various types of residential properties, however until
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very recently old manufacturing urban centres were not generally perceived of as 
attractive to live in. High-rise flats built in city centres were designed mainly for 
low income or no income households while wealthier people preferred to live away 
from the core. Living in the inner city was not regarded as popular among the 
well-to-do or young generations, however the recent transformations have changed 
attitudes towards them (Zukin 1991). Often within walking distance of new 
residential developments there are cafes, restaurants, pubs and cultural assets. 
Although there has been criticism of urban regeneration, with its speculative 
architecture (Knox 1995), new residents have been attracted to residential buildings 
which offer a new life style of culture. Oentriftcation has been a popular topic in 
urban geography and the negative impacts of newer, more affluent residential 
neighbourhoods have been discussed above.
The previous chapter noted that successful redevelopments are not just for tourists but 
also for local people. Although the degree of success has differed depending on 
each city, the poor images have been disappearing (Myerscough 1991; Bramwell
1998). Speculative buildings are appearing and high profile developments often 
come along with glamorous bars and restaurants, upmarket pubs and cafes and 
expensive boutiques (Branigan 1999). Such spaces are frequently consumed by the 
‘new middle class’ who can afford to live in these conversions, often located in 
walking distance of fashionable areas.
Planners have begun to make inner cities more attractive places in which to live as 
well as work. New types of housing can be found in inner cities, and structural 
space transformations using tourism, leisure and recreational developments have 
made inner city areas safer and more attractive to visit and to live in. Writers call 
this new phenomenon ‘City Living’ (Taylor and Brown 1999), and ‘living in the city’ 
(Evans 1999). The emphasis is placed on ‘to live in the inner city’ with ‘quality’ or 
‘aesthetics’. Such areas have mixed land uses with housing, offices, cafe, pubs, 
shops and cultural assets. The focus of the regeneration in these cities is not just 
confined to the tourism industry, and it is often hard to distinguish what is tourism 
development and what is not. This new space has a mixed use and there is no 
definite zoning for offices, commercial or residential area. Tourists dine out in the 
same restaurant as local residents and business people from the neighbouring offices.
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Thus a new form of land use has appeared in city centres with improved aesthetic 
value. The ideal of successful ‘mixed use’ does not merely encourage having 
different functions in a given space, or abolish the need for zoning (Campbell 1999). 
There is no clear definition of mixed use, or its boundary, but it has been a very 
popular addition to the city centre planning process (ibid.). It is the crucial role of 
public authorities to provide the framework for mixed use, especially where large 
scale investment is needed on derelict land. Any change of land use has to go 
through the appropriate planning authority and any new development must refer to the 
existing statutory planning framework, otherwise permission is not granted (Section 
4.2). However the market is not normally interested in investing in derelict and 
abandoned land if there is no sign of future benefits as it may be too risky for their 
business. Therefore, in many traditional industrial cities, the initial step has had to 
be taken by the public sector, often in the form of prestige development, expecting the 
private sector to follow them. Urban regeneration requires a clear vision of future 
directions if it is to be economically, socially and culturally successful. The UK 
planning mistakes of the 1970s cannot be repeated again. After two decades of 
endeavouring to find a new planning approach, one alternative approach is that of 
Amenity Concepts.
5.2 Designing Am enity Concepts
One of main conclusions of Chapter Three was the need to integrate tourism, leisure 
and recreation from a theoretical perspective. The sections above have noted that 
tourism, leisure and recreation development has increasingly taken place within the 
same spatial boundaries in traditional urban cores for the past two decades. The 
review has argued that tourism has become a critical tool in regenerating problematic 
old manufacturing cities. This section introduces the idea of Amenity Concepts in 
relation to theoretical and spatial demands for integrating these elements.
5.2.1 Synthesising the Postmodern Tourism, Leisure and Recreation Spatial 
Creation
Normally tourism definitions include an element of being away from home and the 
normal work place and, therefore, logically ‘tourism development’ in urban areas 
implies facilities for non residents or visitors rather than locals. However Chapter
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Four highlighted successful developments which not only attract tourists, but also 
residents. Moreover, cultural tourism development in Glasgow has shown that 
residents can play a critical role in participating in and enjoying what their city offers. 
In fact, local residents may be the first people to enjoy, foster and support the growth 
of some cultural assets, which may later become tourist attractions in a city before 
tourists start to be attracted. Within this urban tourism space, tourism, leisure and 
recreation take place simultaneously and they are inseparable. The success of these 
cases may have inspired the idea of an ‘Urban Renaissance’ which encourages a mix 
of urban land uses (DETR 2000a; 2000b). The consumers of these tourism products 
are tourists from outside the area, as well as local residents on leisure time engaging 
in recreational activities and leisure. Hence distinguishing between tourism, leisure 
and recreation in these real spaces is not significant neither in terms of the origin of 
the spatial consumers nor the development of the spaces themselves. It is critical to 
focus on the environment for consumers from outside, as well as for those who live 
and work in the area, who do not belong to the category of ‘tourist’.
As noted earlier Berman (1983) discussed the modem spatial characteristics of 
separation, which systematically avoids collision and confrontation. One typical 
example of this can be seen in high-rise flats in traditional urban centres built in the 
1960s and the 1970s. The established residents in core cities were forced to move 
into blocks and were separated from their traditional and familiar neighbourhood and 
neighbours. There was a clear zoning of residential, commercial, business and 
derelict land. This physical modem urban design created ‘the deepest social and 
psychic wounds’ (Berman 1983: 170). There are many reasons for urban social 
problems but, as has been discussed in the above section, this modern physical design 
seems to have played a critical role in creating and multiplying the problems.
The image of traditional industrial cities has been changing gradually from one of 
unattractive and inhumane modem landscapes which had been dominant, to the 
postmodem landscape of prestigious architecture and fashionable cultural facilities. 
The cmcial features of the new urban space and its high popularity is the proximity of 
tourist attractions, leisure facilities, shops, cafes, restaurants, offices and residential 
areas. They are associated with key terms including: aesthetics, fashion, design, 
quality and culture. These new spaces are not only for tourists, but also for residents,
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employees and employers from the buildings around and people who merely pass by 
There is no clear zoning or division of the spaces as in the previous period. The 
literal translation of ‘tourism development’ is development for tourists, however the 
space is used by different groups of people. Thus this is more than ‘tourism 
development’, and is a new type of space that has emerged in traditional industrial 
cities. This new space in which people play, live and work is called Amenity 
Environment.
Cullingworth and Nadin (1994: 164-165) note;
‘Amenity’ is one of the key concepts in British town and country 
planning: yet nowhere in the legislation is it defined.
According to Collins Concise Dictionary (1999) amenity means ‘the fact or condition 
of being agreeable’. Thus the process of creating humane space in which to 
play/visit, to live, to work or even just pleasantly to be, is termed Amenity 
Development. Amenity Development aims to create an Amenity Environment, 
which contributes to improving the quality of life in three dimensions; playing, living 
and working in places in which to also rest and to relax.
This thesis proposes thirdly the holistic concept of Amenity Business: an amalgam of 
business, operations and management of tourism, leisure and recreation services and 
places. It includes not only the private sector but also the public and the voluntary 
sectors. Amenity Place is a location in which Amenity Business(es) is/are found 
and which offers the services and goods of Amenity Businesses. According to 
Johnston, et. al. (2000: 582) place is ‘a portion of geographic SPACE’, and 
‘uniqueness of particular places and plac^-based identities’ are valued in the meaning. 
Therefore the term ‘place’ implies a subjective experience and feeling rather than 
merely signifying geographic space (see Agnew 1987). Nielsen (1999: 278) also 
stresses;
we relate to a place as being the identity maker -  and marker.
Cultural creation is important in this process, a projecting as well as 
a receiving relation to a specific place.
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Thus an Amenity Place is not only a place which offers tourism, leisure and recreation 
services and activities but also provides a personal experience.
Chapter Four introduced four examples of cities using tourism, leisure and recreation 
development as critical tools for regenerating their inner cores, showing that tourism, 
leisure and recreation can be integrated on the ground and at the spatial level. These 
cities have demonstrated that tourism, leisure and recreational developments are not 
merely activities of the private sector but that the public sector plays a critical role as 
well. It was discussed earlier that societies are now organised around consumption 
rather than production. When the private sector is not ready to take a risk by 
investing in the core areas of traditional manufacturing cities due to dereliction, the 
local authority needs to take a leading role. The public sector will often have to take 
the initiative to develop Amenity Places in such cities. This is inevitable as 
consumption, notably culture, has become the centre of life or even ‘a way of life’ 
(Miles 1998) (see Section 2.2) and creating an Amenity Place is a critical step in 
revitalising inner cities in post-industrial times. One important characteristic of 
Amenity Business is that it is developed in proximity to office, commercial and 
residential areas.
An Amenity Environment is an area for people to use for living, working, v isiting  
enjoying, meeting and walking through in a comfortable and safe way. The core 
philosophy and quality of the Amenity Concept is the value of spiritual well-being of 
individuals. Olmstead had the idea of making a rural landscape in an urban area, 
best realised in Central Park in Manhattan (Gold 1973). In current urban cores, it is 
vutually impossible to re-create countryside’ on that scale, however the same idea 
can be applied to the Amenity Concept in creating an ‘urban oasis’. An Amenity 
Place is to provide ‘peace of mind’, a ‘relaxing atmosphere’ and betterment of spirit.
A place offering tourism, leisure and recreational opportunities in which consumers 
do not sense a feeling of ‘comfort’, ‘peace’ or ‘joy’, is not a true Amenity Place. 
This mental or spiritual aspect is particularly important when distinguishing whether 
tourism, leisure and recreational spaces are Amenity Places or not.
Tuan (1974: 4) proposed the term Topophilia as an ‘affective bond between people
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and place’. He explains how this bond differs depending on the individual and how 
it is expressed. Topophilia often occurs in aesthetic places or landscapes, and people 
gain attachment to them through memories, experience, ownership or pride. An 
Amenity Place ideally creates Topophilia, as the consumers of an Amenity Place gain 
a positive attachment to the place.
Amenity Business plays a critical role in providing jobs for local people and 
enjoyment for those who live in and visit its space for various reasons. When public 
open space is designed well it provides opportunities for relaxation, and raises the 
spirit of people, allowing an opportunity for socialisation. Its energy as a vibrant 
development enables it to change dead space into lively space and can give a different 
meaning. Amenity Development can make fundamental changes to a space, for 
example, by turning a derelict inner city area into a new attractive place in which to 
live, to work and to enjoy. It can also help transform a poor image of a place into a 
positive one as noted above. The providers of Amenity Environments are generally 
a mixture of different organisations and institutions, reflecting today’s highly global 
society, including multinational, national and local enterprises as well as public 
authorities.
Figures 5.3 shows in visual terms the concept of Amenity Environment, and the 
relationship with the three elements; playing, living and working. It suggests the 
larger the volume of the pyramid, the more Amenity Environment there is. Space, 
particularly urbàn space, is not static, thus the shape and the volume of the area 
change over time. The recent Urban White Paper (DETR 2000a; 2000b) clearly 
notes, as mentioned above, the importance of regenerating urban space in a holistic 
way, to live, to work and to play, rather than zoning different functions. In Figure
5.4 the grey triangle represents space without any play element, while the 
three-dimension triangle surrounded by green lines shows a great improvement in 
play and work spaces after regeneration. The amount of Amenity Environment in 
traditional industrial cities 20 years ago was smaller than today, especially along the 
Z-axis, the play element (Figure 5.4). These cities have invested heavily recently in 
the play space element, i.e. Amenity Businesses, especially cultural assets such as 
museums, cafés, restaurants, bars, shops and other leisure related facilities. These 
have significantly increased space on the z-axis and along the x-axis (work), during
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the past two decades. However the movement is rarely an increase in space in one 
direction. If residential units relocate to the city outskirts from the inner city area, 
then the Y-axis decreases, and if cafés and bars close then the Z-axis will decrease 
also.
Potential
Expansion
Figure 5.3 Expansion o f Amenity Environment (Source Author)
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Figure 5.4 The Concept o f  Amenity Environment (Source Author)
The key characteristics of Amenity Environment are the mix of uses of space and 
Amenity Businesses, and the location near residential and work places. The 
emphasis is placed on the heterogeneous nature of the spatial consumers, and this is 
enabled through spatial construction. Amenity Businesses operate in an Amenity 
Environment, where tourism, leisure and recreation are present, as well as residential 
use and employment.
5.2.2 Application o f Amenity Place in Urban Context
The focus of the current study is the core areas of traditional industrial cities and 
therefore the Amenity Concept is applied to these spaces in this work, although it can 
be applied to any space, including rural areas. As the significance of consumerism 
in the late capitalist period was discussed in Chapter Two, it directly affects how 
landscape is being regenerated in inner-city areas. The contemporary landscape is 
geared more and more towards consumption and the demand of consumers (Miles
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1998). According to Jackson and Thrift (1995; 207) a consumer landscape is
based around the aesthetic values of historic preservation and 
postmodern architecture, which has gradually overwritten the older 
urban landscape and, at the edge of cities, is able to forge its own 
distinctive landscape forms.
Figure 5.5 shows theoretical trends in cities depending on the amount of Amenity 
Business space as time goes by. There are different directions for cities’ some move 
upwards (B), some move downwards (A) and some remain the same and move in a 
level line (C). The movement depends on how much a city increases or reduces its 
Amenity Places. The scale is relative and not absolute. The space is a form of 
social production (see Section 2.3) and many traditional industrial cities have 
experienced a decline as in (A) in Figure 5.5. For the past two decades, some cities’ 
continuous efforts in providing Amenity Places (B) have resulted in them becoming a 
more attractive place to play and also to live and to work. Cities are tiying to 
encourage Young Urban Professionals and others to live in flats converted from 
disused warehouses and waterfront properties and to consume the newly designed 
Amenity Environment (ITall 1988; Zukin 1991). The image ôf residents enjoying a 
city’s cultural assets in a vibrant space is what these old industrial cities are 
endeavouring to create. The role of Amenity Environments and Amenity Places is 
critical in creating this new image for these cities. With this new image will come, 
hopefully, new investment and further regeneration (see Figure 5.2).
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Proportion of Amenity Place
Time
Figure 5.5 Transformation o f Cities (A, B &CJ (Source Author)
As mentioned above (Section 2.2,2) it is overall life style and not only tourism, leisure 
and recreation that is important for the new middle class. Thus post-industrial cities 
are in competition for prestigious projects and national and international events, in 
order to create spaces of prestigious consumption. Spectacular architecture is 
surrounded by up-market cultural assets, such as café-bars and restaurants, museums 
and theatres, which have been created for the new middle classes (Sennett 1991). 
Cities have been shaped around the consumption of luxury or prestige, rather than 
necessity (Miles 1998; 53). Amenity Environments aim to provide quality of life 
rather than luxury. Traditional industrial cities have been trying to move upwards by 
increasing this Amenity Environment and Amenity Place. In general, a poverty or 
minimum level does not give sufficient comfort to people, and Beauregard (1986: 36) 
interprets that regeneration of rundown areas or sophisticated and attractive spots as 
‘urban culture [is] now a commodified form, leagues removed from the sense of 
"community" which it was once meant to convey’ Jaeger (1986: 86-87 cited in 
Miles 1998. 54) also supports the idea that these new urban spaces promote fashion 
and a new life-style:
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The elaboration of consumption techniques is increasingly centred 
in the private residential and cultural domains, rather than in the 
public or occupational spheres. Thus the redevelopment 
necessitated by urban conservation involves the reworking and 
recycling of consumption objects at an accelerating rate.
Northern British cities and towns in particular saw the de-industrialisation of inner 
city areas in the 1980s (Uny 1995: 155) through the re-imaging of Victorian style 
buildings, once regarded as old-fashioned and out-dated architecture. Cities started 
to give a different interpretation to those buildings as modem concrete block buildings 
became very unpopular. The Victorian buildings were no longer unfashionable but 
rather they had a legacy and became labelled as heritage. Derelict buildings were 
refurbished to convert their usage to educational, cultural and leisure purposes (Uny 
1995). Previously useless buildings found new life and represented one way of 
conserving history and culture in inner city areas. Uny (1995: 157) argues a great 
deal of nostalgia and tradition have been invented by conservation groups who 
‘articulate a set of particular aesthetic interests often based on the concept of 
‘community” . One element on the first phase of Amenity Development is 
preserving derelict properties and converting them into different use. It is also
important for preserving a sense of place , which helps prevent the undermining of 
local identity.
5.2,3 Combining XSultural Experience and Economic Power 
How then is Amenity Place reflected into its spatial consumers? Critics (Sack 1992; 
Knox 1993; Crewe and Beaverstock 1998; Miles 1998) note in the post-industrial 
society that people take identity from what they conshme. People demonstrate their 
identity or belonging to a certain social group through webs of consumption (Bell and 
Valentine 1997). The social achievement of prestige is far from simple. Bourdieu 
(1984) and Wagner (1998) argue people increase prestige through gaining economic 
capital as well as cultural capital. When economic capital increases alone it does not 
necessarily lead to a gain in prestige, as prestige is only attained by an increase in 
cultural capital. This concept can be applied to the consumption of Amenity 
Businesses. Amenity Places in urban cores are where the new middle classes can
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gain cultural prestige, in other words, consuming what Amenity Businesses offer;
enjoying plays at theatres, dining at fashionable restaurants and wining at café bars.
This sort of experience is termed a ‘ Cultural Experience’ in this thesis. If people live
within walking distance from the new cultural spaces, and lead a currently fashionable
life style, then their potential cultural experience is high. Through the consumption
of ‘culture’, one’s Cultural Experience increases and prestige rises. On the other
hand, even though a person’s Purchasing Power may be high, in other words, high
economic capital in Bourdieu’s (1984) and Wagner’s (1998) terms, that alone does not
automatically increase prestige. One has to increase Cultural Experiences in order to
be ‘culturally rich’. The cores of traditional industrial cities are providing space for
cultural consumption, and people who seek to gain Cultural Experience consume what
these spaces. Amenity Environments and Amenity Places, provide. Figure 5.6 shows
abstract relationships between Cultural Experience, Purchasing Power and the
movement of consumers using Wagner’s (1998) terms. It shows that movements are
diverse, each person’s starting point is different, depending on one’s Cultural
Experience and Purchasing Power, and there are no identical curves. The ‘Culture
Rich’ are those who have high purchasing power as well as being rich in Cultural
Experience, however those who have money but do not have much culture are
classified as ‘New Rich’. ‘Culture Pursuers’ do not have much Purchasing Power
but seek abundant Culmral Experiences and those who have little Purchasing Power
and do not or cannot enjoy Cultural Experiences are called ‘Culture Poor’. A
person’s prestige is determined not only by themselves but also relative to others who 
surround that person.
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Figure 5.6 Theoretical MovemerUs o f Consumers in society (after Wagner 1998)
The goods and services which people consume are not confined to material products, 
but include intangible items such as leisure and tourism experiences. Lower social 
classes tend to emulate upper social classes and this is one way of spreading fashion 
and trends. ‘Culture Rich’ or ‘Culture Pursuers’ distinguish themselves from others 
by having new, stylish, trendy consumption patterns and new urban life styles. 
Fashion conscious ‘Cultural Pursuers’ and ‘Culture Rich’ enjoy their hves in Amenity 
Environments and more spaces are being made for them to consume. Other people 
may start to emulate what the ‘Culture Rich’ and ‘Culture Pursuers’ consume, and it 
will be trendy to live in urban cores for a while. In due course this ‘fashionable’ 
behaviour will cease to be ‘fashionable’ and trend setters will seek something new by 
continuously creating new trends and fashion, in order to keep a position of high 
prestige or to have more Cultural Experience.
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5.2.4 Amenity Business Consumption and Identity
As discussed earlier, traditional identity building used to be relatively stable and 
forming an identity was based on items such as family, class and occupation of 
parents. Identity was reproduced faithfully and was almost incontestable (Giddens 
1991). However in post-industrial societies the formation of personal identity has 
become more an individual's matter rather than being pre-determined by family or 
class. Compared to the traditional fixed and unchanged identity building, current 
identity formation is based on consumption. The material goods or services that 
people consume reinforce the distinctions according to Wolch and Dear (1989). 
They (ibid.. 5-6) use Lefebvre s theory to emphasise how the organisation of space is 
a crucial process in production and reproduction in a capitalist system. Figure 5.6 
illustrates what these theorists suggest about identity, as the movement of each person 
in society is not homogeneous and it is impossible to stay at one point because society 
itself is not static. Movement is relative to others and Cultural Experience and 
Purchasing Power àre the variables for determining identity.
Identity construction in the late-capitalist period may lead to two outcomes; moving 
away from where one ‘belongs’ and a danger of falling into an identity crisis (Lunt 
and Livingstone 1992: 24). Zukin (1992b) writes
The visual consumption of space and time is both speeded up and 
abstracted from the logic of industrial production. This has led to 
the city being predominantly reconstructed as a centre for 
postmodern consumption — the city has become a spectacle, a 
'dreamscape of visual consumption', property developers self 
consciously develop landscape of power.
Furthermore Uny worries that (1995; 21) ‘These dreamscapes pose significant 
problems for people's identity which has historically been founded on place, on where 
people come from or have moved to’. Urry claims the postmodern landscape is all 
about place, and places are simulated for consumption rather than being where people 
come from, live in, or provide much of a sense of social identity. He also argues that 
the postmodern era ushers people into a ‘much more open and fluid social identity’ 
p rry  1995: 21). This may apply to the older generation who know their histoiy and
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have a personal experience of that particular place. However, tlie younger 
generation has to build an identity and their identities are under construction based on 
new Amenity Places. Thus in order to avoid losing social identity, especially for the 
older generation, preserving old buildings and converting them into different uses and 
conserving heritage is important, hr this respect it is critical to preserve old 
architecture in Amenity Environments so that the older spatial consumers can still feel 
comfortable there. This again goes back to the core philosophy of the ‘urban oasis’ 
element of Amenity Concept.
5.2.5 The Nature and the Process o f  Developing Amenity Places 
Naturally Amenity Businesses need to be economically, politically, socio-culturaUy 
and environmentally sustainable, not aiming solely at economic growth but at meeting 
material and spiritual needs as well. Amenity Development aims to develop a 
self-reliant community with self-reliant economic activity, which helps endogenous 
development and creates job opportunities for local people. This concept may sound 
rather idealistic but its role is to contribute to endogenous development, to improve 
the quality of life, to re-establish a community, and it contains the process of passing 
on/preserving the tradition of its community. The ideal is to provide an opportunity 
to live close to work and enjoy the neighbourhood. An Amenity Environment also 
provides space for people to gather in order to be spirimally and socially active. It is 
a space to share with other members of the community in the post-industrial period; it 
substitutes as a gathering space for the community, an element which was lost during 
modernisation and urbanisation. Since the modem system has destroyed many 
traditional communities, where people produced and reproduced their identity. 
Amenity Enviromnents can be substitute spaces.
A community in the late capitalist society is not necessarily a place where people live, 
but can be where they consume their time and money, i.e. eat, walk or purchase goods. 
Amenity Development offers one mechgnism, to a certain extent, to rebuild a 
community which has been displaced through modernisation. The development and 
maintenance processes of Amenity Places require cooperation from various groups of 
people. The process of making and keeping these Places will require numerous 
meetings that lead to building the eommunity. Amenity Places may help build or 
confirm an identity and they provide opportunities for physical, as well as spiritual
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enjoyment. As a result of Amenity Development, economic regeneration, jobs and a 
new image can be created.
The question is how to realise Amenity Environments and Amenity Places. Planning 
Amenity Places is not only the responsibility of planners and developers, it also 
involves various other actors. It is important to create a mechanism to include local 
residents from the early stage of planning, however it is also critical to incorporate 
‘silent’ residents, who do not spontaneously participate in the planning process. 
Bristol provides a unique example of a new approach in planning, where a group of 
local residents were randomly chosen by statistically sound procedures and asked to 
participate in the planning process from the beginning together with planners (Sparks 
2000). The degree of community involvement generally has been improving and 
becoming more sophisticated as planners and residents become more experienced. 
As Brindley et. al. (1989) note, ways of communication within and between different 
groups are worth exploring in detail.
Brindley et. al. (1989) provide examples of different styles of planning and emphasise 
local democracy and how it can best be achieved. The appropriate planning 
approach varies depending on each case. Whether it is market-led or market-critical, 
the cooperation of different stakeholders is valued. Amenity Developments take an 
integrated and holistic approach and require partnership and cooperation from the 
public sector, the private sector, the voluntary sector, local residents and corporate 
residents. Traditional industrial cities have been changing and lessons from them 
provide useful insights. Partnerships between different levels of public authorities, 
local, national and trans-national companies and various local groups have proved to 
be possible and successful. Many cities use different levels o f partnerships to enable 
them to tackle economic problems effectively as have discussed in Section 4.1. 
There are criticism of new urban regeneration segregating those who do not have easy 
access to these new spaces, as have mentioned above. It has become more important 
to involve different actors in the planning process, particularly local residents, who 
may not have much political or economic power but potentially benefit as well as 
suffer the most from the impacts of regeneration.
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5.3 Conclusion
This chapter has considered how the use and redevelopment of industrial urban land 
has changed from the planning perspective, and presented a new ideal direction and 
philosophy for the regeneration of the inner city in the form of several Amenity 
Concepts. As Cherry (1994) notes, planners have overseen urban changes and their 
vision and decisions have included some significant mistakes. The Amenity 
Concepts are a response to theoretical and practical demands. Old industrial cities 
have been addressing their economic decline by creating tourism, leisure and 
recreational spaces for the past two decades in an effort to improve their imagA and 
economy. They are seeking to change a negative image to a pleasant and inviting 
image using ‘culture’. This has been operationalised as Amenity Business, i.e. 
tourism, leisure and recreation business and management in specific locations. 
Post-industrial cities seem to engage in competition in creating Amenity Places and 
Amenity Environments in order to improve the image and quality of life of their 
residents, which can result in increased inward investment and economic activity. 
The chapter has also shown how postmodern identity formation is far from static and 
it is principally determined by two variables; ‘Cultural Experience’ and ‘Purchasing 
Power’, which are inconsistent (Figure 5.6). The rest of this thesis examines how far 
these concepts have been practiced in the city of Birmingham.
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Chapter Six Research Methodology
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6.0. Introduction
This chapter provides the foundation for the primary data collection. Firstly Section
6.1 deals with the process of the research, from the beginning of the research to the
final problem statement. This is followed by a discussion of the research design
(Section 6.2) and then the different data collection techniques are described in detail
(Section 6.3). The limitations and difficulties of the research are discussed in
Section 6.4, followed by Section 6.5 which deals with the analytical methods used in 
the study.
6.1. The Research Process
Ttiere are iiurngfreiasons to uiideitalce research, arid in the tmsiness coiitext there are
two basic types of research based on different purposes; applied and basic research. 
The former has the intention of solving a specific problem in an organisation through 
applying the results of the findings. The latter is mainly to enhance understanding 
and to generate a body of knowledge about a specific problem, which is what this 
study aims at (Sekaran 2000: 6-9). On the other hand, other disciplines have 
different approaches. Human geographers undertake research for various reasons, 
such as exploration, explanation, description, understanding and prediction (Kitchin 
and Tate 2000: 2). Nonetheless, the research steps are similar and the research 
process requires the continuous process of enquiry and discovery (Kitchin and Tate 
2000: 1). The research process is not linear but rather goes forward and backward 
all the time until completed, as reiteration is the nature of research.
This study takes a process similar to what can be found in many research method text 
books (Kitchin and Tate 2000: 29; Saunders et. al. 2000: 5; Sekaran 2000: 54).
Stage 1. Observation of research interest and identification of the broad topic of the 
study
Stage 2: Literature review of the relevant topics 
Stage 3: Identification of key concepts 
Stage 4: Formulation of problem statement 
Stage 4 : Research design 
Stage 5: Choosing research instruments 
Stage 6: Data analysis and interpretation
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Stage 7: Conclusion and Implications
6.1.1 Observation o f the Research Topic and Identifying the Broad Topic o f the 
Study
Urban tourism was not a popular subject for research in the 1980s and the early 1990s, 
although this has started to change as more old manufacturing cities have begun 
investing in tourism resources. Massive commitments of funds have been made to 
attract local and regional people as well as visitors from abroad, and inward 
investment. Some examples have shown that not all investments have resulted in 
success (see the case of Sheffield in Section 4.4). Birmingham is one city which has 
been making great efforts to transform itself from an industrial city to a more service 
oriented one, and it has appeared to have enjoyed a positive outcome (the decision 
making process and the umt of analysis in the Birmingham examples are described in 
detail in Section 6.2.2). These cities traditionally have not been the focus of tourism 
research, and indeed the general subject of urban tourism is still under researched 
despite the fact that the importance of the topic is immense.
6.1.2 Review o f the Appropriate Literature
The aims of the literature review in this study are to ensure that important concepts
are not ignored, and to identify what has been diseussed in the past at this topic. It
summarises the body of knowledge on urban regeneration with particular focus on the
role of urban tourism, leisure and recreation in post-industrial society. This study
views the transformation of specific space in a holistic way and this is reflected in the 
literature review.
The on-line data base of University of Surrey library and the British Library were the 
main sources of key relevant literature in tourism, leisure, recreation, sociology, 
geography, planning, urban regeneration and urban policy. The library of the 
University of Birmingham, the central libraiy of Birmingham, the Birmingham City 
Council, Birmingham Marketing Partnership, Birmingham Museum and Gallery and 
the Tourist Information Centre in Birmingham were used to obtain information on 
history, statistics, tourism resources, major development and planning documents of 
Birmingham in particular. CD-ROM databases and the internet were employed to 
search academic journals, books, newspapers and journal articles, reports, government
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documents, theses and conference proceedings. Planning Inspectorate in Bristol,
city councils and other tourism related organisations in Glasgow, Liverpool,
Manchester and Sheffield also supplied data on urban regeneration, tourism, leisure 
and recreation of their own cities.
6.1.3 Définition o f Concepts and Variables
Through critically reviewing and analysing literature the topics below have been
identified as important for this research. As mentioned above this study takes
holistic approach in examining tourism, leisure and recreation in a complex urban
setting therefore, the topic covers a wide range of issues in the social sciences, 
including:
♦
♦
♦
♦
The discourse on the nature of contemporary society.
The shift of usage of space and the interpretation of space usage (space analysis). 
The basic concepts of topiism, leisure, recreation, and planning.
The relationship between tourism, leisure and recreation and post-industrial 
society.
The role of planning in urban regeneration/tourism, leisure and recreation 
resource development.
The methods and techniques to measure the effect of urban regeneration on 
occupants and consumers.
6.1.4 The Research Objectives and the Research Questions
The basic purposes of this study are:
to establish the idea of Amenity Concepts and to analyse how far the city of 
Birmingham has implemented these concepts since the late 1980s.
In order to fulfil these purposes the following questions are fomiulated:
- Can the development of the ICCQ be defined as Amenity Place?
- If so, how well have these Concepts been realised?
This question has within itself more specific questions;
- How has the land use of the ICCQ changed?
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- How and why has the space been regenerated?
- How was it developed and how is it managed (i.e. development process and 
maintenance)?
- What services do business occupants provide?
What have been the impacts of redevelopment to them?
- What is their perceptions of the space?
- What was their involvement in the developing process?
- Who are the users of the space and how is it used?
- What do the consumers think of the space?
6.2 The Research Design
Now that objectives and the questions of the research have been clarified, a general
plan to address the above questions needs to be considered. However it is
appropriate to mention that there is a difference between research design and data
collection techniques. The former is strategy and the latter is tactics, and are dealt
within Section 6.3. The strategy deals with the overall research approach, while
tactics involve the details of methods of collecting and analysing data (Saunders et al 
2000; 92).
6.2.1 Research Strategy
There are different ways of obtaining facts and evidence, and this section identifies
the research strategy and the mixture of research tools used to achieve the objectives
of the study. Robson (1993) classifies research strategy into three types: experiment,
survey and case study. When deciding the research strategy it is critical to make the
decision based on the research objectives. This study has chosen the case study
approach, as it is most appropriate for investigating a specific phenomenon within a
definable boundaiy in greater depth than a number of different subjects shallowly
(Black 1993; Robson 1993). The usefulness of histoiy (in this case the changes of
land-use) as a mean of determining the patterns of business behaviour and facts are
emphasised by many researchers (see Keep et. al. 1998). Furthermore, Keep et. al.
(1998: 32) note the ‘historical case provides material for developing new theories’, so
this approach was deemed suitable as the thesis aims to establish Amenity Concepts.
Through an in-depth exploration of a case example, the study will focus information 
and develop theoretical connections.
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What then is a ‘case study’? There is still no universal definition of the term
(Brotherton 1999), altliough Yin (1994: 13) gives the following relatively widely 
accepted view:
A case study is an empirical inquiry that investigates a
contemporary phenomenon within its real-life context, especially
when the boundaries between phenomenon and context are not 
clearly evident.
Furthermore, Abbott (1992) and Brotherton (1999) offer the view that a case study is 
suitable for describing and analysing a complex and comprehensive entity within a 
fimte time. Ym (1994: 8) suggests a case study is appropriate when conducting 
research pn contemporary events and when manipulation of relevant behaviour is 
impossible. It is widely accepted that a case study approach is useful for researching 
rn-depth ‘particularism’, ‘particular phenomenon within a particular situation, and 
perhaps during a particular time’ (Brotherton 1999: 123). Yin (1993: xi) clearly 
supports the view that when a researcher wants to:
(a) define topics broadly and not narrowly,
(b) cover contextual conditions and not just the phen»mpn»n of 
Study and
(c) rely on multiple and not singular source of evidence
The aim of the thesis is to conceptualise Amenity Concepts and apply them in a 
particular place within a particular time period. The case study method is, therefore, 
a most appropriate approach for the current study to take.
6.2.2 The Unit o f  Analysis
Yin (1993) notes an investigator faces one of their biggest difficulties in deciding a 
umt of analysis for a case study during the design phase. The unit of analysis needs 
to be appropriate, otherwise the case study findings may not be generalised to extant 
theory (Bryman 1988). Selection of a case needs to be driven by two elements; 
theoretical and practical considerations, and a case needs to be ‘typical’ and that able
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to correspond to the ‘ideal’ theoretical model (Brotherson 1999; 128).
The determination of the case, the International Convention Centre Quarter (ICCQ) 
Birmingham, was made for the following reasons (see Figure 6 1)
m
♦
♦
Birmingham is regarded as a traditional industrial city.
Cherry (1994) notes Birmingham provides a template of urban planning for other 
cities to follow, making the City highly suitable for a case study.
♦ In the 1990s, the City had been hying to diversify its economic structure by
expanding the tourism industry, and this fact had widely recognised through 
various media (see Winkley 2001).
♦ The ICC IS the first major inner city tourism, leisure and recreation 
redevelopment in Birmingham.
♦ The investigator had lived and studied in Birmingham from August 1996 to 
September 1997, and had observed the City regularly. It was, therefore, efficient 
and convenient to take the city as a unit of analysis.
It was essential to consider issues of validity and reliability when designing research 
approach of a study (Robson 1993; Silverman 1997; Kitchen and Tate 2000). Every 
good study seeks to be reliable and valid. It is a waste of time and effort if  a 
researcher fails to take these issues seriously into account, and can result in finrfingc 
being regarded as flawed or having weak support. As this study uses the ease study 
strategy, it is worth considering these issues especially from this perspective. The 
case study method normally combines multiple methods and approaches. Yin (1994: 
33-38) suggests four tests to ensure good quality in a case study; construct validity, 
internal validify, external validity and reliability tests (Yin 1994: 33). Each of these 
is discussed below.
Construct validity, establishing correct operational measures for the 
concepts being studied.
Internal validity, establishing a causal relationship, whereby certain 
conditions are shown to lead to other conditions, as distinguished 
from spurious relationships.
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External validity: establishing the domain to which a study’s
findings can be generalized.
Reliability: demonstrating that the operations of a study -  such as
the data collected procedures can be repeated, with the same results.
Considering all above issues, in order to achieve significant validity and reliability 
level, this study uses multiple measures of the same construct, which means it utilises 
multiple sources of evidence to achieve construct validity. Internal and external 
validity are more difficult to fulfil compared to construct validity. This study 
focuses on only one case, rather than using multiple cases, due to time and budget 
considerations. However, four other British traditional manufacturing cities are 
discussed in Chapter Four to supplement the limitations of using a single case. This 
chapter also aims to provide internal and external validity to the whole study. 
Reliability is achieved through establishing clear case study protocols and databases 
(Yin 1993; 1994).
6.3 Primary Research: Data Collection Techniques
Data collection techniques used in this thesis were selected based on the research 
objectives, research design, and the background of the researcher. This study aims to 
investigate ICCQ from several angles; land- use (including its historical changes), the 
process of planning and redevelopment, the behaviour and attitude of consumers 
(users), business operators and attitude of the managers and owners. It strives to 
explain complex three-dimensional social phenomenon as simply and clearly as 
possible. Naturally complexity is inherent in this study since it deals with urban 
tourism, leisure, recreation, land-use change, planning and regeneration. However 
the researcher was particularly aware of this issue and special consideration was given 
to making the research design and data collection techniques manageable. 
Regarding the limitation of the researcher, several criteria needed to be considered 
before deciding which data collection methods to take. The mother tongue of the 
researcher (Japanese), time (three years of time to complete the work) and research 
funding (self-funding) were the major limitations. Hence the data collection 
techniques had to avoid methods which required very detailed and highly advanced 
language skills, and time and money consuming approaches.
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6.3.1 Combining Data Collection Techniques
Robson (1993:155) advises researchers to consider 4Ws to decide what data to collect 
in a rich and complex case study situation.
Who Which persons are to be observed or interviewed?
Where In (or about) which setting are data collected?
When At what times are data collected?
What Which events, activities and processes are to be observed?
Following his advice the consideration given to each ‘W’ is noted below.
Who:
One of the research objectives is to identify who were the key players in the 
regeneration process. Through the literature review and secondary data it became 
clear that planners at the City Council, local politicians, developers and local 
businesses were involved in the planmng and development processes and needed to be 
contacted. It was also necessary to contact tourism, leisure and recreation businesses 
and users in the ICCQ to fulfil other objectives of the research.
Where:
Various urban regenerations have been undertaken in central Birmingham, however, it 
was not possible nor necessary to research all of them in this study. The 
International Convention Centre (ICC) was the first inner city major redevelopment 
for the city and the Council considered it as a pump-priming exercise to boost the 
tourism industry, therefore, especially the economic impacts on the City. It was 
reasonable, therefore, to select ICCQ as the particular site for the case study.
When:
The research period is focused on the 1980s and the 1990s, in order to see overall 
changes of land uses, it was necessary also to investigate prior to 1980.
What:
The objects of this study are to investigate changes in space usage and function, to 
planning process for the ICCQ and the perception of occupants and consumers of the
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site towards the redevelopment.
To be able to answer the who, where, when, and what questions a combination of 
research methods (multi-method approach), was crucial for the study, since the study 
requires data from secondary resources and primary data from three major groups of 
people. This enables triangulation to take place, through the collection of data from 
different sources, and improves the validity and reliability of the data (Saundres et. al. 
2000). The following four major data-source sets have been identified.
- Policy and planning documents of Birmingham and other secondary information,
- Planners, politicians, developers and others who were involved in planning and 
developing the ICCQ.
- Occupants (retail shops)
- Consumers (users)
A fusion of qualitative and quantitative methods has been used as the first two groups 
above require qualitative data from documents and interviews, and the latter two 
utilise quantitative data from surveys. Historians recommend using triangulation, 
which means gathering insights of the focused phenomenon from different viewpoints, 
in order to achieve more consistent, agreeable and scientific findings (Keep et. al. 
1998: 32). Accordingly, data on the history, the background, planning and 
development of Birmingham and the ICCQ are collected from different sources.
On the other hand there are the problems of how to gain data on perceptions and 
behaviour of consumers and businesses. The best way is to ask them directly and the 
most frequent method of enquiring about attitudes and behaviour is using 
questionnaires (Bryman 1988). There are different types of questiormaire techniques 
(see Saunders et. al. 2000), and this study uses interviewer administered structured 
interviews with business operations and spatial consumers. The details of each of 
the two questionnaires will be discussed in Section 6.3.4 and 6.3.5. A questiormaire 
is suitable for collecting descriptive and explanatory data (Saunders et. al. 2000), and 
this technique enables researchers to collect large numbers of standardised 
comparable answers for analysis. However, Oppenheim (1992) warns that surveys 
are often carried out without proper design and with insufficient planning. The
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design of the questionnaire will have direct impacts on response rate, reliability and 
validity, therefore, it is critical to design questionnaires properly (Saunders et. al. 
2000). The detailed discussions of each data collection tool are dealt with in the 
following sections.
6.3.2 Qualitative Research A : (Secondary Data)
The purposes of this secondary data collection are:
♦ to comprehend the history and background of Birmingham and the ICCQ site (i.e. 
the context)
♦ to understand the planning framework of Birmingham and particularly the ICCQ 
(i.e. the process)
♦ to trace the changes of the land uses of the ICCQ (i.e. the result)
In order to fulfil these objectives books, articles, planning documents, statistics were 
reviewed. The findings, analysis and results of these data are found mainly in 
Chapter Seven. The analytical methods are discussed in Section 6.5.
6.3.3 Qualitative Research B: (Semi-Structured Interview and Unstructured 
Observation)
Before and after undertaking the full-scale surveys, several in-depth, semi-structured 
interviews were conducted. The major purposes of conducting these interviews are 
to fulfil the following purposes.
♦ to get a clear picture and insights into the important actual planning and 
development issues of the ICCQ 
to identify other key persons
to gain contextual data for preparing the two questionnaires 
to obtain policy documents from planners 
to identify key characteristics of the ICCQ
to clarify the content of some of questionnaire results from retailers and users 
to help analyse data generated from the questionnaires
Before the questionnaire surveys were undertaken, the following people were 
interviewed:
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♦ Three planners from Birmingham City Council
♦ One local architect, who was a member of a community group, which had 
proposed an urban design for Brindleyplace
♦ A local officer responsible for community involvement in the development of the 
ICCQ
♦ Three retailers in the ICCQ
♦ One local resident
After the questionnaire surveys the following people were interviewed.
♦ Two planners (former head of the Planning and Architect Department and City 
Economic Adviser)
♦ A politician (the leader of the Birmingham City Council)
♦ A developer (CEO of Argent which was responsible for developing 
Brindleyplace)
Each interview lasted from half an hour to one and a half hours, using a tape recorder 
to record the whole conversation. The qualitative information that those interviews 
supplied is rich and informative. The interviews before the sun^eys were especially 
useful in designing the questionnaires, while the later interviews; four interviews 
conducted after the questionnaire surveys, provided rich insights to the study and 
were useful in analysing the data gained from the surveys.
In addition, unstructured observation of the ICCQ was carried out several times 
between 1997 and 2000. This was undertaken for two main reasons:
♦ to grasp how people consume (use) the ICCQ throughout the year and in a single 
day
♦ to grasp how urban design (including the design of each building) manifest itself 
on the ground
During the research period the ICCQ has been continuously transformed, a derelict 
cottage has been renovated into a café, an open air car park disappeared and an 
impressive office building replaced it, and vacant space has been gradually filled with
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high rise buildings. These improvements were encouraging as they confirmed a new 
Birmingham has been appearing, and it was important to observe the fundamental 
transformation of the ICCQ with the researcher’s own eyes.
Another observation provided critical information to the research. As will be 
described below, the consumers’ questionnaire survey finished around 8pm each 
evening but the ICCQ was still alive at this time and indeed often became much 
busier later. It was not feasible nor practical to conduct a questionnaire survey to 
people who were hunying to and were socialising in pubs, restaurants and night clubs. 
Therefore the participant observation method was taken to promote some evidence on 
night-time spatial consumption. The nature of those data is different from the 
quantitative data of the questionnaire.
The analytical method of the qualitative data collected is discussed in Section 6.5. 
As mentioned above, this study uses multi-data collection methods, but their usage 
and analysis are not even. It is beyond the scope of the research to use and analyse 
fully the generated qualitative data, therefore these data play a relatively minor role 
compared to the following quantitative data, which are analysed fully.
6.3.4 Quantitative Research A: Spatial Occupants (Amenity Business)
The objectives of obtaining data from businesses were:
♦ to illustrate the characteristics and operations of tourism, leisure and recreation
businesses in the ICCQ
♦ to portray the changes of space usage
♦ to identify the impacts of redevelopment
♦ to measure perception of development by operators/owners 
to identify planning involvement and communication with the City Council♦
6.3.4.1 Selection o f Research M ethodfor the Spatial Occupants 
Initially the information listed above was sought from the City Council. However 
the Council does not keep records of space usage over time or statistics or reports 
about the businesses in the area of the research according to staff. There is no
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secondaiy information source about the businesses in the ICCQ, which meet the 
above objectives. Consequently primai)' data collection was used. A list of 
businesses in the ICCQ was made by way of visiting each premise in March 2000. It 
was found that there are seventy three tourism, leisure and recreation operations 
within the ICCQ. There are other types of business activities in the ICCQ besides 
tourism, leisure and recreation operations. However the interviews are conducted to 
tourism, leisure and recreation businesses because the focus of the study is on 
‘Amenity Business’.
There are three major sources of primaiy data collection; observation, interview and 
questionnaire (Saunders et. al, 2000; Sekaran 2000). There are three types of 
interviews; structured, semi-structured and unstructured, and the latter two are usefiil 
for complex or open-ended questions (Saunders et. al. 2000; 243-248). As can be 
seen from the above list of required data, most is descriptive, involving opinions or 
attitudes, thus the first two methods are not suitable for this study. Furthermore this 
case study has employed multi-data collection methods. Considering the time 
constraints and limited skill of handling data, the questiormaire technique was 
considered best for getting descriptive data and opinions or attitudes, using 
predetermined and standardised questions. Although composing a questionnaire 
requires much preparation and skill, there are standardised analytical methods using 
software packages, which greatly reduce the time for data analysis.
According to Saunders et. al. (2000) there are basically five types of questionnaire
survey; on-line, postal, delivery and collection, telephone questionnaire, and
structured interview. The first three are administered by respondents
(self-administered) and the latter two by an interviewer. Normally the response rate
of self-administered questionnaires is low, and postal questionnaire response rates are
often less than forty percent (Oppenheim 1992: 80). The whole population is only
seventy three in this study, and the risk of getting a low response rate had to be
avoided. Considering all these issues, a personally administered questionnaire, using
the face to face structured interview technique, was chosen to be the best decision to
gain data from tourism, leisure and recreation businesses in the ICCQ. The
analytical method for the data collected from the businesses is discussed in Section 
6.5.
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63.4.2 The Research Instrum ent: Initial Draft o f  Questionnaire
The questionnaire consisted of thirty five questions and a cover sheet as can be seen 
in Appendix 1. Multiple-choice questions were mainly used, since they are simple, 
versatile, and easier to analyse (Alreck and Settle 1995). As discussed above, the 
questionnaire had to be designed to collect valid, reliable and accurate data for 
efficient, practical and economic processing.
Cover sheet
The aim of this sheet was to introduce the researcher and encoumge respondents to 
participate in the survey (Alreck and Settle 1995), and emphasised the survey was not 
commercial but for academic purposes.
Question 1 to 9:
These questions investigated the type, size, business hours, years of business 
operation and the ownership of business. The multiple answers were based on the 
data collected by observation and in-depth interviews with retailers (see Section 6.3.3). 
The respondents were asked to circle appropriate numbers or fill in open-ended 
questions.
Question 10-15
These questions related to the histoiy of buildings, changes of usage and decision 
about the business site. Based on preliminaiy interviews with retailers and 
observation in the ICCQ, predetermined choices were given so that respondents could 
choose answers from them.
Question 16-22
Changes in customers and the impacts of events are surveyed in these questions. 
Question 23-35
These questions dealt with retailers’ opinions and attitudes about the planning process 
and development and the relationship between their business operation and the 
development. Five open-ended questions are introduced here, and the rest use 
multiple choices.
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6.3.43 Pilot Testing
It is always recommended to conduct pilot testing before conducting a full-scale 
survey (Oppenheim 1992; Alreck and Settle 1995; Kitchen and Tate 2000; Saunders et 
al. 2000). The purpose of pilot testing for a survey is to check the validity and the 
reliability of answers to detest errors, ill-defined questions and wording, and to find 
out if respondents understood each question correctly, if they could easily follow 
instructions and, most importantly, if the questionnaire was designed to gain the 
desired information for the research (Saunders et. al. 2000).
For this pilot study eleven businesses located at the edge of the geographical 
boundary of the ICCQ were selected. Friday 31'  ^ March and Saturday F* April 
2000 were spent for this pilot work. The researcher visited each business without 
advance notice. Consideration was given as to whether it was necessary to make an 
appointment before conducting the survey. The researcher was not sure this would 
raise response rates, and therefore had decided not to send notification beforehand.
Only one face to face interview was conducted because of time constraint of the 
respondents or the absence of respondents. Ten questionnaires had to handed to 
businesses with a note and an envelope with first class stamp on, so that they could be 
returned back to the researcher. In order to raise the response rate the researcher 
rang the businesses and reminded them to return the questionnaire. However only 
two of them returned it by either post or fax and the researcher had to conduct three 
telephone interviews in order to obtain sufficient responses to assess the draft 
questionnaire.
From the face to face interview and postal and fax questionnaires it was found that the 
respondents did not have difficulties completing the questionnaires and it seems they 
understood questions clearly. In fact when the sole respondent was completing the 
questionnaire in front of the researcher she took less than 5 minutes to complete it and 
found it easy to complete. However the telephone interview did not work well, due 
to loud music in their business space and their busy working duties. It was 
confirmed that self-administered and telephone interviews were not suitable for this 
research.
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Nevertheless the questionnaire had to be changed. It v/as not designed well enough 
to get detail and precise information this research needed and it did not visually attract 
respondents to encourage answering. Moreover all questions were not divided into 
sections therefore respondents may had difficulty understanding the purposes of each 
questions. The detail changes are discussed in the following section.
6.3.4.4 The Final Draft o f  Questionnaire
The final draft of questionnaire consisted of four sections without a cover sheet and 
printed in green papers as shown in Appendix 1. The overall visual design was 
improved to motivate respondents to participate in the survey. Instead of the cover 
sheet, a greeting protocol was developed to engage easily with target respondents (see 
Appendix 1). Another major change was in measurement. The pilot questionnaire 
mostly consisted of multiple choice questions, however scale measurements were 
incorporated to this final version. The sections below explain the puipose and the 
layout of each section.
Section A
This section consists of eleven questions inquiring about business operations. It is 
slightly modified from the pilot questionnaire and a few more questions were added. 
Most of them are still straight forward questions asking for facts such as job title of 
the respondent, branches, ownership of business, business horn s, busy business hours, 
size of the business from number of employees and capacity of accommodating guests, 
origin of employees. These questions require either choosing from predetermined 
answers or writing figures. One question anticipated difficult to fill in is Question 11, 
which the change of origin of customers.
Section B
Questions 10-15 from the pilot questionnaire were grouped into this section. The 
purpose of this section was to find out about the building and the change of use and 
factors involving in the decisions to locate the business in the ICCQ. The 
multiple-rating list, a variation of a linear-numeric scale was used to measure the 
importance of decision making factors to locate the business site in the ICCQ. A 
five-point scale was utilised with the extremes labelled from ‘Veiy Unimportant = V
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to Veiy Important — 5 . This change has made in order to gain more precise 
information from respondents. This question was to determine how important each 
factor was and what was the most important factor to the decision maker. Alreck 
and Settle (1995:127-128) emphasise the strength of simplicity, clarity, economy and 
productivity of this scale. Above all it has two advantages over a linear-numeric 
scale, it is easier and more visual for respondents to answer (Alreck and Settle 1995: 
156). Although forced ranking and paired comparison scaling were given 
consideration, they were not adopted because they cannot provide ‘both absolute 
measures of importance and relative measures’ (Alreck and Settle 1995:127).
Section C
Major changes were made to this part and to the next section. This section deals 
with impacts of redevelopment on each business, with one open-ended, multiple 
choice and different types of multiple-rating list questions. Again it was aimed to 
get more details and precise information on the impacts of the regeneration in various 
areas such as changes in type and volume of customers, and a multiple-rating list was 
fully used. For easiness of response to questions, scales (figures of 1 to 5) were 
printed to the right of each item so that respondents could circle numbers. Question 
9 was designed to measure their personal opinion or perception about the 
redevelopment, and a Likert scale was used. This scale was to obtain the degree of 
agreement and disagreement on the statements of the respondents, and for this study a 
five-point scale was adopted; ‘Strongly Disagree = 1’ to ‘Strongly Agree = 5 ’ (ibid.).
Section D
This section explores the involvement of business in the planning and development 
processes and communication with the City Council. Frohi the results of the pilot 
work, it was found there seemed to have poor communication between the businesses 
and the Council, and even in some cases a negative attitude was sensed. 
Consequently, this section had three open-ended, multiple-choice and multiple-rating 
list questions.
6.3.4.S The Administration o f  the M ain Survey
The full-scale survey was conducted during two weeks (6* -2F^) in May 2000. 
Each occupant was visited by the researcher without previous notification and if the
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appropriate respondent was not available a message was left or an appointment was 
made for a later visit. However, several respondents were not available for personal 
interviews and questionnaires were left with them to complete by themselves without 
the presence of the researcher. Also time limitations made it necessary to leave 
some questionnaires with the absent respondents at their business premises and ask 
them to post them to the researcher. Five self-administered questionnaires were 
returned to the researcher.
6.3.5 Quantitative Research B: Spatial Consumers (Users)
There are several reasons for conducting research on the consumers of the ICCQ:
♦ Who comes to the ICCQ ?
♦ What are their purposes to be present in the ICCQ?
♦ How do they use the space (behaviour)?
♦ What do hey think of it (opinions or perceptions)?
♦ What are the factors which differentiate their uses of space and their perceptions ?
It is worth noting that although visitor surveys are often conducted, there is little 
research on the views on residents on tourism products (Bramwell 1998).
6.3.5.1 Selection o f Research M ethodfor Spatial Consumers 
Birmingham Marketing Partnership has conducted perception surveys, but only of 
‘visitors’ to the City from elsewhere, while the focus of the study is wider area of 
Birmingham. In addition to these surveys there have been perception surveys of the 
whole City, but none focused on the ICCQ. They provide general picture of the City 
but they are not specific to the ICCQ. Consequently it was necessary to create 
specific data through primary data collection and a second questionnaire was 
designed.
The important criteria to decide which method of collection to be used is again 
heavily dependent on the objectives of this study. The essential condition of these 
respondents is that they have to be in the ICCQ space. Consideration was given to 
two methods, asking a potential respondent to fill in a questionnaire and send it back
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to the author, or interview them on the spot (Saunders et. al. 2000). The former 
requires less time in delivering questionnaires and minimise interviewer bias, but the 
response rate is generally low. However on the other hand the interview has a longer 
period of collecting data and some interviewer bias can be introduced, but the 
response rate is normally higher. After taken these factors into account, the face to 
face structured interview method was employed in order to secure responses.
This method allows rapport to develop between the interviewer which helps them 
understand the purpose of the research and questions, and encourages them to give 
valid and reliable answers. Above all, this method enables the interviewer to engage 
in a short conversation with respondents on completion, when they may be willing to 
provide extra information in addition to the questions. This can provide added 
richness to the research and will be useful in interpreting data.
63.5.2 The Research Instrument: The Initial Draft o f Questionnaire 
The questionnaire used for the pilot test was divided into three parts with a cover 
sheet and printed on light lavender colour sheet of paper (see Appendix 2). Each 
section is discussed below.
Cover sheet
The aim of this sheet is to introduce the researcher and encourage respondents to 
participate in the survey. The purpose of this is the same as for the one which was 
produced for the pilot testing of the businesses.
Section A
From observation of the ICCQ a list of specific tourism, leisure and recreation 
resources of ICCQ was made. Based on this list, this section consists of twelve 
questions asking about behaviour and attitude of respondents in the ICCQ. The 
purpose, frequency and length of visits, the usage of space, the opinion (perception) 
towards the changes and the resources in the ICCQ, and comparison with five British 
traditional industrial cities were included. Attractiveness of specific resources was 
measured by a five-point liner-numeric scale.
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Section B
Nineteen statements were developed to measure users’ perceptions and attitudes about 
the ICCQ. These statements were generated from pohcy and planning documents, 
articles, various secondary data and the in-depth interviews with various key persons 
(see Section 6.3.1; 6.3.2; 6.3.3). They covered the issues of viewing Birmingham as 
a place for living, working and playing. A five-point multiple-rating scale was used 
to measure perceptions of the redevelopment. This is one variation of the Likert 
scale, which has the scale both on top of questions and to the right of each question. 
The reasons for using this method were the same as in the retailers’ questionnaire (see 
Section 6.3.4.4). Positive and negative statements were mixed in order to minimise 
response bias occurring from mental set or fatigue of respondents (see Alreck and 
Settle 2000: 99-105).
Section C
The information on demographic characteristics was sought in order to explore any 
correlation with the use and perception of the redevelopment of the ICCQ. 
Demographic information on; gender, age, marital status, education, occupation, 
ethnic background, place of birth and current address were asked. The list of ethnic 
backgrounds was based on statistics of Birmingham and consisted of twelve 
categories.
6.3.5.3 Pilot Testing
As with retailers it was critical to test the questionnaire before the main survey (see 
6.3.4.3). The pilot testing was carried out on 20* April 2000 in the ICCQ. Twenty 
samples were gained of, widely ranging age groups, ethnic background and gender. 
Each respondent was carefully observed to see if she/he understood questions, 
misread the instructions or showed any hesitation. The length of time for completion 
was also checked. After completing the questionnaire, each respondent was asked 
about the clarity of the questions and if they had any comments, so that it could be 
improved.
6.3.5.4 The Final Draft o f Questionnaire
From the testing, no significant misunderstanding or ambiguous wording was 
recognised. Completion time varied depending on respondents, some respondents
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took less than 5 minutes and some took more than ten minutes. Several questions 
were found to be problematical for either answering or coding for data processing. 
Some respondents spontaneously talked about the related issues during the interview, 
and that often made the interview long. There were many comments that it took a 
long time to complete it in the middle of public space, however none of them 
terminated before finishing. In general, the majority of respondents were 
co-operative and willing to participate in the personal structured interview. 
Surprisingly most of them voluntarily provided useful information, even though they 
received no reward for the data and time they had given to the researcher.
The questionnaire was modified slightly to make it easier for respondents to complete 
and the interviewer to administer. Some respondents were not aware of the names of 
places so it was helpful to show the map of the area during the interviews (see 
Appendix 2). The improvements are noted below (see Appendix 2).
Greeting Protocol
The cover sheet was replaced by a verbal greeting protocol. This is because many 
respondents were focusing more on what the interviewer was saying Before starting 
the questionnaire the purpose of the survey was made clear through the greeting 
protocol (see Appendix 2). This encouraged respondents to be interested in 
participating in the research.
Section A
The order of questions was changed so that the flow of questions was smoother. 
More detailed questions about the use of space were inserted in order to clarify 
respondents’ past behaviour. Most questions utilised a multiple-choice scale to 
obtain single or several responses. The attractiveness of specific resources was 
measured by a multiple-rating list instead of a linear-numeric scale in order to assist 
visibility and ease of responding to the questionnaire. The questions about visiting 
the five cities were also reconstructed so that it becomes less demanding for 
respondents. One open-ended question was introduced to explore spontaneous 
perception of the redevelopment.
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Section B
Respondents were able to answer this section without much hesitation and the 
multiple-scale seemed to work well. A couple of statements were replaced so that 
this section reflected more closely on the research objectives. Some wording was 
changed slightly in order to be more explicit. After these changes, this section 
contains twenty statements, with better visual design than the pilot questionnaire.
Section C
Several modifications were made to this section. The question of gender was 
removed to save time and space, and this was written by the interviewer after each 
face to face interview. Marital status was changed to the size of household with 
number of adults and children. Because the younger generation do not marry so 
readily and many live together with their partners, this reflects reality rather than only 
martial status. Many respondents also hesitated to choose occupation and education 
from multiple-choice items, beeause they could not find the one to fit to thpm 
Therefore these questions took an open-ended style rather than multiple-choice. The 
origins of respondents were sought by address in the pilot questionnaire, however to 
gain more detailed information, place of birth, experience of residence in Birmingham, 
and the length of resideney were asked.
6.3.5.S The Sampling-Population and Sample Selection and Size 
The objectives of this research is to analyse the place use and perception and opinions 
of the ICCQ by consumers of the ICCQ. They could be Birmingham residents, 
visitors from elsewhere in the UK or foreigners, but they had to be present in the 
ICCQ. Thus the mall intercept (Gates and Solomon 1982; Bush and Hair 1985; 
Churchill 1991) method was chosen within the ICCQ, although the ICCQ is not an 
indoor shopping mall. According to Churchill (1991: 332) this technique is to 
‘intercept or stop those passing by and ask if they would be willing to participate in a 
research study’.
The sample needed to represent the whole population using the ICCQ. The 
combination of quota and random sampling was chosen in order to minimise sampling 
error. It was essential to get samples on both weekdays and at weekends, as well as 
daytimes and evenings to represent the whole population. Quota sampling of eighty
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each was applied to specify four different groups; weekday-daytime, 
weekday-evening, weekend-daytime and weekend-evening. Within each 
stratification, random sampling was taken. This is strongly recommended for any 
kind of research, as it is extremely suitable for the reliability and validity of the data 
(Alreck and Settle 2000: 70).
Field work always involves several limitations much the same as any other research 
process. It is ideal to collect data during different months of a year and different 
hours of a day, however time and financial constraints are major concerns. The data 
needed to be collected as efficiently, quickly, and inexpensively as possible. To be 
able to have a reasonable sample size for statistical tests, three hundred and twenty 
(eighty times four) respondents was sought. It was found from pilot testing, that 
public open spaces (Centenary Square, by the Canal and Brindleyplace Square) and 
inside the building of the ICC were the best practical places in which to conduct the 
interviews. The weather is one of important concern, when it is cold, windy, rainy 
or dark, the outdoor location are not suitable to administer questionnaires. The 
safety and security of the researcher was another consideration, as a female 
interviewer approaching potential respondents can be put at risk when they behave 
unexpectedly. Considering the limitations and practicality of the administration of 
the questionnaire, it was decided to cany out interviews during the summer, when 
days were long and the weather was relatively mild. However data collection 
terminated around 8pm as it was not considered safe nor appropriate to conduct 
interviews later than that alone in the City Centre, as noted above. The outdoor area 
was too dark to read the questionnaire and the inside of pubs and restaurants were too 
loud because of music and conversations of customers. Location were busier in 
general and many customers would not be co-operative in responding to questionnaire. 
There are many pubs and night clubs on Broad Street and it was not practical to 
administer questionnaires to those who come to the ICCQ after 8pm. In order to 
compensate for this, unstructured participant observation was conducted to identify 
changes of spatial usage and users after 8pm.
6.3.5.6 The Administration o f the M ain Sufvey
The full-scale structured face to face interview, of users of the ICCQ were conducted 
from 6* to 2T‘ of May 2000. Initially each questionnaire was to be filled in by the
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interviewer. However, there were many occasions when a potential respondent had 
company and she/he/they agreed to participate in the survey but not an interview. In 
that case they were handed a pen and a questionnaire, and filled in the questionnaire 
under close instruction by the interviewer.
6.4 Limitation o f  Data Collection
Although this study has been designed to enhance validity and confidence by 
employing triangulation data collection methods (Bryman 1988), several limitations 
were inevitable, partly due to skill, time and financial constiaints of the researcher. 
It was desirable for the researcher to have lived in Biraiingham during the whole 
research process and had been able to collect data over a period of time in a year. 
Furthermore, if she had been able to observe the ICCQ much more regularly and to 
have daily local news, elements of the method of conducting the research might have 
changed. However given limited resources the above methods were considered to be 
the most appropriate to achieve the objectives of the current research.
Error and Bias
Two sets of questiomiaire were administrated personally by the interviewer, but this 
method has advantages and disadvantages. It ensures a high response rate and a 
short data collection period, however interviewer bias, response bias and sampling 
error are likely to occur if not careful. To avoid interviewer bias Saunders et. al 
(2000: 252-266) give useful suggestions, such as interviewer’s neutral attitude during 
the interview, and appropriate appearance. Response bias was minimised by careful 
wording and order of questions, and lucid instructions (Alreck and Settle 2000: 
99-105). Particular consideration was given to avoid fatigue from the routine of 
answering the questionnaire.
6.5 Analytical Methods
The Qualitative Data A (Secondary Data)
In this study qualitative data were analysed in a more marginal way compared to the 
quantitative data. When using policy documents special consideration was given to 
critically reading and analysing them. Atkinson and Coffey (1997: 46) provide 
useful insights on documentary analysis, not only how to inspect documents 
themselves, but to understand how they ‘are produced, circulated, read, stored and
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used for a wide variety of purposes’. Systematic analysis of planning texts is 
necessary, how authors justify and amplify the claims, what functions they have, for 
whom they are written and by whom they were written, and what is the relationship to 
other documents. Prior (1997: 69) notes a document is ‘a simulacrum rather than 
reflection’. Tett and Wolfe (1991) present a useful tool to critically read plarming 
documents using discourse analysis from planning discipline. The insights were 
utilised in writing about the planning and development of Birmingham and the ICCQ 
in Chapter Seven.
The Qualitative Data B (Semi-Structured Interviews and the Observation)
Again, this data was used to supplement the analysis of policy documents, history, and 
the questionnaire surveys. The interviews of the key persons in the redevelopment 
provided especially useful insights for analysing all data. The data gathered from the 
observations were mainly used to help construct questionnaires, and were critical to 
make the list of businesses and how people used the ICCQ.
The Quantitative Data A (The Questionnaire to the Spatial Occupants)
The questions were all numbered individually and each question was coded. Data 
was entered in a Statistical Package for the Social Science (SPSS) version 9.0 and 
10.0 and Excel 97 and 2000. SPSS is widely used by social scientists and it provides 
sophisticated software to run various statistical tests. However no inference test was 
run for the data, as this data deals with the whole population, not a representative 
samples. Open-ended questions were analysed by simplified content analysis.
The Quantitative Data B (The Questionnaire to Spatial Consumers)
Similarly the survey questionnaires were all numbered and coded and processed by 
SPSS version 9.0 and 10.0 and Excel 97 and 2000. Descriptive statistics, 
independent T-tests and ANOVA-Bonferroni tests were used to analyse personal data. 
ANOVA (analysis of variance) is an inferential statistical test for comparing the 
means of three or more groups (Schweigert 1994: 413). F-ratio is the statistic 
produced by an ANOVA; the ratio of between-groups variance to within-groups 
variance. It is used to determine the effect of the independent variable on the 
dependent variable (Schweigert 1994: 416).
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Qualitative data gained from the questionnaires were analysed through simplified 
content analysis (Brotherton 1999). Data are categorised into several groups 
according to content. A software programme was specially designed to calculate the 
frequency of words for the open-ended question for spatial consumers.
6.6 Conclusion
This chapter has dealt with the research process in detail, and has explained how the 
researcher determined the nature of the administration of the data collection. The 
general objectives of the study were to conceptualise Amenity Place and its related 
concepts, and to examine them using the ICCQ in Birmingham as a case study. The 
aim of this chapter is to provide information on the research process used which 
would enable other researchers to replicate this research, thus ensuring the validity 
and reliability of the whole research process. The study has utilised a combination 
of qualitative and quantitative techniques to collect data in order to produce a hôlistiç 
picture of the regeneration of the ICCQ. The qualitative methods were employed to 
investigate the planning and development processes and to identify the opinions of 
key players on the regeneration. Within these methods, planning and policy 
documents and other secondary and interview data were collected. As well, two 
questionnaire surveys were conducted, one with the operators of Amenity Businesses 
within the ICCQ and one with visitors to the ICCQ. The business questionnaire was 
designed to gain data about the business operations and premises, changes in land-use 
and the impacts of redevelopment, as well as the perceptions of owners/operators and 
their involvement in the planning and redevelopment process. The user survey 
involved a face to face questionnaire in order to identify user behaviour on the ICCQ 
site and user opinions of the regeneration. Different analytical methods were 
employed, reflecting the multiple data collection methods taken for the thesis; these 
included document analysis, simplified content analysis and statistical tests. The 
following four chapters contain findings of the data collection part of the study 
beginning with background, development process and impacts of Birmingham and the 
ICCQ regeneration, followed by results of the business and user surveys.
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Chapter Seven The Case Study of Birmingham 
International Convention Centre Quarter
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7.0 Introduction
This chapter discusses the changes in Birmingham, especially in the ICCQ and 
evaluates the changes in the light of the Amenity Concepts. It investigates how the 
City has changed, particularly over the past two decades, and identifies what factors 
have enabled these changes and who have played major roles in the transformation. 
The chapter firstly deals with the background of Birmingliam as a city in general, then 
the focus is given to policy and planning of the City. The next section examines the 
ICCQ development, and finally there is an evaluation of how far the City of 
Birmingham has created an Amenity Environment and an Amenity Place based on 
planning and development perspectives.
7.1 Background o f Birmingham
The aim of this section is to describe the City by looking at current characteristics, 
geography and historical background of Birmingham. This will enable a reader to 
understand the transformation of the City from an industrial town of the world to a 
declining manufacturing city, and currently to an economically diversified city.
7.1.1 The Current Face o f Birmingham
Birmingham is the regional capital of the West Midlands with a near one million 
population (961,000 based on 1991 census) (Birmingham Marketing Partnership 
1999: 11). Over 20 % of the population is made up of ethnic minorities, the largest 
proportion in the UK (Birmingham Marketing Partnership 1999: 11). Birmingham 
City Council is the largest metropolitan council in the UK and employs 45,000 people. 
There are 39 wards and 117 Councillors (Birmingham City Council 1998).
Although manufacturing industry has been declining in post-industrial countries 
Birmingham still has a veiy strong manufacturing sector, indeed 30% of British 
manufacturing goods are made in Birmingham (Birmingham Marketing Partnership 
1999: 12). The main manufacturing industries are motor vehicle related, industrial 
machinery and associated components and materials, chocolate confectionery, 
household goods, paper, stationery, rubber tyres, jewellery and coins. Twenty five 
percent of the population of the area is employed in the manufacturing sector 
(Birmingham Marketing Partnership 1999: 12).
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Birmingham is also the second largest centre of professional and financial services in 
the UK after London. It has a big business community with leading financial, law 
and property firms nationally and internationally. There are three universities and 
two research and science parks in the City, and these educational and research 
institutions provide a skilled workforce in the region.
7.1.2 Geography o f Birmingham
Birmingham is located in the heart of England, and is the furthest from the sea of any 
major British cities (Cherry 1994: 12). It lies on the Birmingham Plateau, on the 
91m contour. There is no major river flowing in the City, however the Rivers Tame, 
Avon and Severn run around the plateau, making it the watershed in the Midlands 
(Cherry 1994). It is approximately 185km from London and has links by rail, road 
and motor ways such as M5, M6, M40 and M42 to other major cities to great 
advantage, owing to its geographical location. The City also has an international 
airport which gives direct access not only to other domestic main cities but also to 
most major European cities and the USA. Birmingham has long been a 
transportation hub and this has enabled the City to play a major role in economic 
activities, particularly since the development of the canals in the 18* century. It is 
worthwhile to mention here that although the canals are not used for industrial uses 
these days, they were once the major means of transportation, and Birmingham was a 
major hub of the canal system (for further detail, see Appendix 3).
7.1.3 Economic History o f Birmingham
This section deals with how Birmingham had developed from a small hamlet to a top 
world manufacturing centre. Then a focus is given to the sudden and dramatic 
economic decline.
7.1.3.1 Before the Industrial Revolution
Birmingham is not an ancient historic city, it has grown rapidly because of 
manufacturing industry. Until the 16* century it was a small hamlet with one main 
street and a population of 1,500, rising to 5,500 by the mid-17* century. The 
availability of iron ore, coal and wood (later converted into charcoal) easily close to 
Birmingham was the original reason for it to develop as a centre of metal industry 
(Hopkins 1989). The industrial nature of Birmingham and the lack of a charter
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(Birmingham was not an incorporated borough until 1838), encouraged immigration 
from neighbourhood parishes (Hopkins 1989; Cherry 1994). Woollen manufacture 
and leather craft were primary trades, however by 1600 the metal industry had 
become important and later gun making and brass manufacture brought wealth to the 
town (Cherry 1994: 20-22). At the begirmmg of the 18* century there were 20-30 
mills for metal working in Birmingham area (Cherry 1994: 25), and new prosperity of 
Birmingham and its surrounding region were brought by the metalwork trade, glass 
making, brewing and coal mining during the 18* century. Birmingham had long 
been known for metal work by the mid 18* century, and a skilled labour force was a 
key asset as the City lacked natural resources (Hopkins 1989).
7.1.3.2 Town o f A  Thousand Trades
The vast expansion of industry in the 18* century needed better transportation, since 
the volume of goods to be carried to cities such as to London, Bristol, Manchester, 
Liverpool and latterly around the world required a good infrastructure. Birmingham 
lacked natural resources and coal had to be transported in cheaply from the Black 
Country. Turnpike trusts were formed from the 1720s and the roads to Banbury, 
Oxford, Bristol and Holyhead were developed. Although road transportation had 
been improving, using horses and wagons to carry heavy and bulky goods, such as 
coal and iron, was slow and expensive. After the Sankey Navigation Canals were 
constructed between Mersey and St. Helens, this transport revolution brought 
enormous benefit to Birmingham (Cherry 1994: 31-32), and by the end of the 18* 
century Birmingham had become the largest industrial town outside London. By 
connecting with other industrial cities through the canal system Birmingham became 
a premier manufacturing Centre, mainly producing metal goods. Although 
Birmingham had become a very industrial town, the urban life appeared a happy 
marriage of traditional values and the new industrial life, and there was no serious 
gulf between employers and workers, and an absence of major social or political 
conflict (Cherry 1994:42).
In spite of this lack of natural resources, including iron, coal and water, it became the 
‘first manufacturing town in the world’ (Cherry 1994: 35). Coal was transported 
from the nearby Black County into the town by the canals, and the national canal 
network made Birmingham an attractive and accessible place to locate factories. In
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fact there were more than 124 works and wharves within the 3.2km between 
Bordesley and Aston by the canal bank by 1811 (ibid.). Birmingham found itself 
surrounded by the canals, and the junction of Suffolk Street, Gas Street and Newhall 
Street became the centre of the UK network, located in what is now in the middle of 
the ICCQ.
The Lunar Society of Birmingham (1766-1809) influenced science, industry, 
medicine and transportation profoundly (Birmingham Marketing Partnership 1999: 
39). Eminent members such as Mathew Bolton, and James Watt (steam engine), 
Joseph Priestly (oxygen), William Murdock (gas lighting) and John Baskerville 
(typeface) used to meet regularly at Soho House, and the steam engine was perfected 
there by Watt (Cherry 1994: 33). This house is now converted into a museum to 
preserve the industrial heritage of the City. Birmingham’s industrial heritage is also 
marked by banking. It was crucial for growing manufacturing companies to have 
credit, and Lloyds ‘Old Bank’ was founded in Birmingliam in 1765, with a further 
three banks starting business between 1793 and 1805,
7.1.3.3 The Workshop o f  the World
Industry expanded and diversified in Birmingham and it became the manufacturing 
centre of jewellery and plated goods of high quality by the mid-18* century. The 
gun trade made an important contribution to prosperity of Birmingham especially 
during the late 18 und early 19 century. By the mid-19* century ‘the Birmingham 
gun industry was the greatest sources of arms in the world’ (Hopkins 1989: 4 4 ). 
Another metal industry which expanded rapidly during the 18* century and has 
further specialised and strengthen in the 19* century was the brass industry. By the 
1830s the town was the biggest brass making town in the world, reflecting the 
increasing demand for carriages, harness, cabinet accessories, cocks, taps and gauges 
for steam engines and plumbing and gas lighting. The toy industry was also 
important, including buckles, buttons, pin, plating of silver on copper and heavy steal 
toys (ibid.). The structure of these industries was not dominated by big factories but 
rather by a large number of small workshops with skilled craftsmen often 
concentrated in specific areas or ‘quarters’.
By the mid-19* century Birmingham became a centre for engineering as
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manufacturing was still expanding and diversifying. The last quarter of the 19*^  
century saw Birmingham’s industry changirrg. Although small workshops were still 
thrivrng, rt became apparent that large factories were absorbing small workshops, and 
new industries advanced and old industry slowly decayed (Cherry 1994). The most 
dramatic change was brought by the motor car industry in the early 20'^ century. 
Large factories had become the norm and the canal side location was no longer 
important as roads became more significant.
The two World Wars provided an opportunity for Birmingham to show technical
versatility based on the motor industry, although the City was severely damaged by
bombs during the Second World War. This damage was much more worse than any
other city in Britain except Liverpool (Cherry 1994), and supported the need to 
rebuild inner city veiy quickly.
7.13.4 From the Post War Period until the Mid-1980s
Birmingham had enjoyed the fame and prosperity of being the workshop of the UK 
and even the world. In 1951, 64 % of Birmingham’s workforce was engaged in the 
manufacturrng rndustry, and 35 % worked in the service sector (Sutcliffe and Smith 
1974: 156). By 1966 these figures had changed to 52% in manufacturing, and 45 % 
in the service sector (Cherry 1994: 157). A strong motor industry had made 
Birmingham the centre of an exporting region of national significance, and led to 
Birmingham being a regional banking centre. While the economy was booming, 
transportation infiastructure from London to Birmingham received massive 
rmprovement. From 1948 to 1966, except for one year, the unemployment rate was 
always under 1%. A worker did not have any difficulty in finding a job and could 
easily find another job within a day (Streeter 1997).
However, significant change began in the mid-1960s, with the economic decline 
called ‘the M y Squeeze of 1966’. Tliis labour ‘shake out’ was only the beginning of 
a long and dreadful penod of suffering. The national economic recession affected 
manufacturing citres seriously but Birmingham initially performed relatively well 
compared to most others, because the motor industry began to stagnate later than 
other British manufacturing industries. It was not until the 1980s, therefore, that 
significant unemployment hit the City, but when it did it was catastrophic in its effects
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(Bore 2000). There are abundant figures that show the sudden fall of the economy in
Birmingham and the West Midlands region. GDP per head was the second highest
(5 /0  above average) in the nation in 1971 but it fell to the second lowest in 1983, 13%
lower than the national average (Birmingham City Council 1985: 5). Between 1971
and 1984 the reduction in the workforce was nearly 200,000 more than Scotland and
Wales combined (ibid.). Over 149,000 manufacturing jobs were lost between 1971
and 1987 in Birmingham, and most of the job losses originated in the industrial sector
(Loftman and Nevin 1994: 310). Statistics show that there was 20% unemployment
in Birmingham, however this is the published figure and in some wards in the City the
level of unemployment is as high as 50% (Bore 2000). The inner City was identified
as having the most severe and largest concentration of deprivation in the country
(Birmingham City Council 1985). Furthermore, in spite of growth in the service
sector at the national level, Birmingham showed a decline in 13% in this sector from 
1971 to 1983.
What are, then, the reasons for the catastrophic economic disaster? Birmingham 
City Council identified, in its 1985 Economic Strategy, some reasons unique to 
Birmingham. Firstly, the City had a heavy dependence on the motor industry (nearly 
40 % employed directly and indirectly), and the vehicle industiy experienced the 
fastest rate of job loss in the early 1980s of any industry in the UK. The total 
number of vehicles produced in the UK fell by one-third between 1974 and 1984 due 
to globalisation of production site and supply. Secondly, the City tailed to attract 
new investment due to poor sites and outworn buildings. There were only 18ha of 
land on major industrial sites ready for immediate development It was found in 
1979 that 73% of premises did not have any land for expansion, 37% of buildings 
were over 65 years old and nearly half were predominantly multi-storey. 
Engineering, metal manufacturing and the car industiy, based in wartime structures, 
could not attract new investment and new science-based industries. In the third 
place, most service employment was dependent on the manufacturing industry, and 
therefore, the loss of manufacturing jobs was severely reflected in the loss of service 
jobs. Fourthly, new technological advancements tend to mean fewer workers and 
this naturally results in a reduction in employment. Finally, jobs in Birmingham 
themselves were taken by commuters from other parts of the West Midlands regions.
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Economic difficulties led middle class people to move out of the City Centre, leaving 
derelict and redundant premises. The City Centre became dominated by the poor. 
Councillor Bore* (2000) describes the City in the 1980s as;
A City which has become a tired looking City. The Bull Ring, for
example, was much derided. Birmingham was seen as a dirty
industrial city. Derided by others. Birmingham’s ability to be
self duplicating, people undermining themselves. -----  You then
have a situation where Birmingham has no future. The economy
has gone, the City is looking tired, the external view or perception
of the City was veiy bad one. Birmingham was in which almost 
terminal decline.
It was clear by the mid-1980’s that the City Centre needed major economic, social and 
physical regeneration (Law 1996). The City had no choice but to produce effective 
policy and planning to overcome the crisis. The next section investigates how the 
Council took the initiative to re-build Biimingham economically and physically, 
towards an Amenity Environment.
7.2 n e  City Council Shaping o f ‘Birm ingham ’
Cheny (1994) displays deep insight about applying a fusion of geography, history and 
planmng to an urban area. Cherry’s approach touches the core of the current study, 
and although a long quote, it is worth repeating here (1994:228)
~ when history and geography are fused, useful insights are gained
about the nature of urban form and spatial patterns over tim e.___
When history and geography are further informed from this 
direction (planning), the explanatory model derived via planning 
history becomes even more helpful. - -  planning history is as 
rewarding as an archaeological dig. - -  the practice of planning is 
ultimately a matter of transaction and negotiation between 
competing interest, the outcome of executive action relies not so
^  Currently the leader ofBiimmgham City Council
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much on the merits of a particular plan or scheme, but on the force,
or power of persuasion of the various actors concerned with its 
success or failure.
Cherry considers the planning of modem Birmingham confirms the above
observations and concludes ‘Birmingham provides a template for other cities to
follow (Cherry 1994: 228). The following sections reveal how the Council, as the
planmng authority, has been tackling the changes needed by Birmingham It
examines Birmingham and the ICCQ from three integrated perspectives; geography, 
history and planning.
7.2.1 The Nature o f  Planning in Birntingham until the Mid-1980s 
What has made Birmingham so notorious? Spaghetti Junction? Bull Ring? 
Concrete buildings? Inner Ring Road? All of these contributed, by confirming the 
poor image of the City for the past decades. Who had made decisions on how the 
City looked until very recently? Before investrgating the current regeneration, it is 
necessary to understand how ‘notorious’ Birmingham was produced.
Birmingham once enjoyed the reputation for being the best governed city in the 
Empire (Cherry 1994: 232). However this fame did not endure the forceful and 
drastic physical changes made by Herbert Manzoni. He was city engineer and 
Surveyor from 1935 to 1963 and his ideas of how to transform the City from 
old-fashioned to modem greatly affected how Birmingham looked (Birmingham City 
Council 1999d). Birmingham City Centre imderwent a massive transformation in 
the 1960s and 1970s, resulting in the demolition of many Victorian buildings and the 
constraction of ring roads in the City Centre, under his direction.
The Crty became known for an ambitious but pragmatic approach to urban 
development, huge in scale but not in quality. Through new planning, investment 
and development in the 1960s and the 1970s, the City Centre became a traffic island 
The ill-famed Inner Ring Roads and Bull Ring shopping centre are the products of 
planning in this period (Holyoak 1999: 19). The former was designed to provide 
easy access to the City Centre and reduce traffic jams. The townscape was shaped 
based on the needs of cars, not surprising as the City was the major producer of
automobiles in the country (Birmingham City Council 1999d). However ‘the Inner 
Rrng Road became a physical and psychological barrier cutting off the city centre' 
(Birmingham City Council I999d: 4). In those days the City appeared to welcome 
arge scale development without being conscious of good urban design.
7.2.2 The Turning Point: The Mid-1980s
As discussed above, not only Birmingham but other traditional industrial cities such
as Glasgow, Manchester and Liverpool were also suffering from the world trend of
restructunng m manufacturing industry and striving for economic growth in the 1980s.
The approaches of the Central Government to urban regeneration in the 1980s could
be seen in various urban policy initiatives such as City Challenge, Single
Regenerabon Budget and Urban Development Corporation (Loftman and Nevin 1994-
307). However the Central Government did not significantly assist the regeneration 
of Birmingham.
There were many reasons to fundamentally regenerate the core of the City, however 
the effect of the failure of Olympic bid in 1984, which Barcelona won, cannot be 
exaggerated (Blackstaffe 2000). It made the city officers profoundly aware of how 
the Crty was looked by outsiders, that it had a miserably poor image. ÎTiis failure 
may have been one significant turning point for the Council in seriously considering 
what ‘desrgn' and ‘quality’ meant to Birmingham. Even though the City was in 
severe economic crisis, the residents were not ready to change old attitudes. Many 
of them still believed that Birmingham was a great city and held on to an inward 
looking attitude and a resistance to change. Long time manufacturing success meant 
the policy makers had not had to consider policy and planning for promoting
economic regeneration, however the time had come to address the re-development of
the City.
Tire City Council undertook the initiative in economic regeneration for the first time 
in Its history. The year 1985 saw the first economic strategy published by the 
Council to tackle severe economic problems. The Strategy clearly sets out to 
re-vitahse the City and create jobs for 116,000 City residents (Birmingham City 
Council 1985). The main focus was still put on the manufacturing sector and howto 
tackle problems relating to that sector. While it mainly emphasised the revitalisation
of the manufacturing industry, the City Comcil sought to develop new sectors, e.g.
business tourism. Through encouraging the service sector, especially tourism,
Birmingham aimed to create a new image as the dynamic ‘second city’ (Loftman and
Nevin 1994: 310). This vision was to be achieved by ‘an aggressive
pro-development strategy’ and the Council set a target ‘to promote projects that would
protect the city’s industrial base while facilitating the growth of downtown office and 
commercial sectors’ (ibid.).
The strategy identified the firrther development of tourism as a means of broadening 
the local economy and notes (Birmingham City Council 1985:3);
New sectors of the City’s economy will also be developed. These 
include business tourism, where the City already has a strong record 
through the National Exhibition Centre with sustain 4,000 jobs and 
events such as the 1984 Intemational Rotary convention.
In 1976 the National Exhibition Centre (NEC), the largest exhibition centre in the UK 
and the tenth largest in Europe, opened southeast of the City. The NEC has brought 
considerable rewards to the City’s economy, even though the decision to build the 
exhibition centre m Birmingham did not have support from the Central Government 
nor the national media, and the NEC was built by the Council (Blackstaffe 2000- Bore 
2000). Birmingham International Airport, located next to the NEC, was expanded to 
serve increasing numbers of visitors to the NEC and to the City (Cheny 1994 163) 
Owing to the City’s central location in England and good accessibility to London 
Biimmgham had a big advantage in attracting business from London (Law 1996: 181). 
Duffy (1995) also agrees that Birmingham had to put a major focus on the service 
economy and on business tourism in order to facilitate economic growth.
The emphasis on tomism (especially business tourism) gave good reasons to develop 
additional conference facilities to meet the increasing demand, which resulted in the 
ICC. Birmingham became the first UK local authority to receive ‘Integrated 
Operation’ support from the European Regional Development Fund, because the City 
was confirmed by the EC as a declining region (Cherry 1994). This funding was 
mainly used to develop the ICC, which opened in 1991. Physical regeneration
renewal and reshaping took place in the City Centre step by step to improve the visual 
a nc of the City. This new approach is described in detail later in this chapter.
Policy makers sought solutions for the urban problems from the US, where a well
estabhshed method was to regenerate inner cities by flagship development (Loftman
an evm 1994. 308). In 1981 Biimmgham city councillors and officers visited the
US to study urban regeneration. The initial plan for Brindleyplace was for it to be a
estive market place, and this concept originated from this visit (Loftman and Nevin
1994: 311; Holyoak 2000). The success of the US cases were heavily emphasised
without close examination, and Birmingham welcomed this approach enthusiastically,
which resulted m disappointment later when the private sector was not interested in 
festive markets (Blackstaffe 2000) (sèe Section 7.3.3).
The further development of business tourism was clearly incorporated into the first 
çonomic Strategy. The strategy showed awareness of the positive correlation 
between appearance and image of the City and inward investment, and aimed to 
mprove and enhance environmental quality in order to re-strengthen the economy. 
Birmingham policy makers were wise enough to put tourism development 
systematically into the overall economic activity of the City. The idea of building a 
conventron centre in the middle of the City was not just because it was regarded as a 
tool for economic regeneration. There was a demand in the convention market and 
the Council had a clear vision of how business tourism would contribute to the City in 
a steady and structural way, and this was dealt within the ‘Economic Strategy’. Bore 
(2000) remarks on what was a unique approach in strategy in the mid-1980s:
Economic strategy is not to be seen as a vision of the future, wliich 
is about what employment sectors will be encouraging to 
Birmingham. But it is about totality. Economic strategy will not 
be holistic strategy if it did not deal with cultiaal and tourism
issues.
n conclusion Birmingham identified a new direction for developing the tourism 
sector m the mid-1980s, which had strong political support. The emergence of 
Amenity Business can be observed clearly in the new direction in which the City was
to grow. The next section explores how this new vision was then realised by the 
Council.
7.23 Enabling Planning o f  Quality
The City Council has produced many reports, policy and planning documents related 
to regeneration, however this study identifies the City Centre Strategy, the Highbury 
Imtmtive, Hilderbrandt Report and Birmingham Urban Design-study as the most 
important documents relating to the changes of direction in planning in the City 
Centre (see Table 7.1). They represent a critical transformation in the philosophy of 
development in Birmingham, and the intent to create Amenity Environments can be 
seen from these documents. They have become the foundation of the City's strategy 
from the middle of the 1980s onwards, and are discussed briefly below.
1985 An Economic Strategy for Birmingham 8 5 /^
1987 City Centre Strategy
1988 The Highbuiy Initiative 
1990 Birmingham Urban Design Study
1993 Adopted Unitary Development Plan
1994 ICCQ Planning & Urban Design Framework
Table 7.1 Landmark Policies and Reports Documents (Source: Author)
7.2.3.1 The City Centre Strategy and the Highbury Initiative 
The Council produced ‘the City Centre Strategy' in 1987 to give a new direction to 
the Crty. It gives direction to investors in both the public and private sectors and it is 
clearly aimed at producing physical change in the City Centre. Prior to this strategy 
there was the ‘Birmingham Central Area Local Plan’, formally adopted in 1984 but 
which was not flexible enough to ensure physical changes in the inner City 
(Birmingham City Council 1987: I). The Strategy was intended to be the basis of 
the Statutory Policy for the core of the City (what is now called the Birmingham Plan, 
adopted in 1993). It has two main parts, first it addressed the overall City Centre 
strategy and m the second section the focus was given to smaller parts of the City 
Centre (Birmingham City Council 1987: 1). The imtial version contained the basic 
Ideas of planning frameworks for smaller areas in the City Centre which later became
the basis of the individual Quarter Planning Framework, discussed below. This
Strategy was revised and formally adopted in 1993. The City Centre Strategy 1987
edrtron states (Birmingham City Council 1987: 2) ‘The City’s basic policy stance is
to“ welcome”, and “promote” activity. No activity should be lost for lack of a
suitable site’. It also sought Birmingham to be a 24-hour-city, lively after normal
working hours of 9am to 5pm, and special consideration was given to
pedesftranisation and better physical integration. This is clearly aiming to create an 
Amenity Environment at a policy level.
The key points of the City Centre strategy were examined by the ‘Highbury Initiative’
or Crty Centre symposia in 1988 and 1989, at which local politicians, council officers,
mtematronal business people and consultants participated in developing a firm vision
to the Crty (Birmingham City Council 1997a; Holyoak 1999). The first symposium
m 1988 introduced drastic plans and ideas to the City, suggestions including- to
downgrade the Inner Ring Road, which had formed a physical division and barrier in
t e City; to give pnonty to pedestrians rather than automobiles; and to produce a new
Birmingham image by extending the City Centre through developing distinctive
quarters’ (this quarter planning is discussed below). The Proceedings note (DEGW 
1988: 9)
Birmingham is essentially a working class city with middle class 
aspirations. Birmingham should provide freedom of choice and 
development. It should make people feel comfortable and safe -  
be a ‘people’ place -  and be economically competitive to survive.
The second symposium (1989) focused on speeding up the implementation and 
improvement of quality and resulted in several consultancy studies (Birmingham City 
Council 1989: 1). It seems all the efforts of developing a new Birmingham over the 
previous few years were crystallised into the Highbury Initiative in 1988 This is a 
good example of a partnership of different sectors, a highly suitable way of making 
Amemty Environments. The new attitude, set by the Economic Strategy in 1985 
was not just a matter of a paper vision, but gained support and influence by inclusion
in policy documents, enabling a change in the physical appearance of the City. Bore
(2000) says:
The document did not go to the dustbin. This began to be used as
the vehicle by which that the regeneration process which we would 
be committed to was driven.
After the second symposium the Council started to seek external consultants to
provide expertise and knowledge before commeneing further chmiges on the ground
Five crucial studies which emphasised design and quality were conducted in 1988 
(Table 7.2).
T plaestriar, Movement and Open Research
2 : OYy by Tibbalds et al.
3. City Centre Traffic Studies by Ove Arp and Partners
4. Birmingham Integrated Transportation Study by MVA
5; Future Trends in Office Development by ECOTEC Research and Consulting 
Limited.
Table 7.2 Consultancy Reports (Source: Author)
The results and recommendations of those reports led to the development of a further
policy framework for more detailed development of the City Centre, paying more
attention to urban design, Holyoak (1999; 20 ) notes that these brainstoming 
workshops made the City Council aware o f ‘quality’.
The Biimingham Urban Design Study (BUDS) was produced in 1990. It includes a 
series of guidelines to enhance the quality of design in the central area of the City. It
(Birmingham City Council 1990; 1)
aims to present a robust, coherent, apolitical vision of how the 
physical environment of Birmingham’s Central Area (defined as the 
area within the Middle Ring Road) can be gradually improved over 
the next 30 years or so. as opportunities for change occur.
This consultancy study was endorsed by the Council, and its guidelines and 
philosophy were incorporated into the Biimingham Plan. Birmingham published the
fimt U n ity  Development Plan in 1993. called ‘The Birmingham Plan’, which set otrt 
2 -w.de land use policies, and was to gtride developments and the use of land up to
• e  ity  ®ntre Strategy IS form ally  incoiporated into tlie P la n ‘to  prom ote
appropriate change m the City Centre consistent with both the Strategy and the 
recommendations of the consultancy studies’ (Birmingham City Council 1997a: 4).
Thus the direction of pursuing a better physical environment, (i.e. creating Amenity 
nvironment as defined by the author), was ensured by guidelines and the statutory 
P arming y c e s s . Birmingham had taken a decisive step of building a new City 
Centre with clear guidelines for forthcoming developments.
7.2.3.2 Quarter Planning Framework
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City Centre Strategy (Birmingham City Council 1987:14) note
It IS intended to pursue detailed local planning exercise for each of
the smaller parts of the City Centre referred to below. In order to
guide this process an initial attempt has been made to draw together
the broader policy thread which have already been outlined, and to
apply these to the particular and unique characteristics of the
individual areas themselves. These will inevitably begin veiy
much from the basis of existing characteristics, activities and 
relations.
This ‘smdl area’ concept was encouraged and developed dining the Highbury
lative discussions and the areas were recognised as ‘quarters’. The City Centre
Core IS suiTounded by six other named quarters (see Table 7.3 and Appendix 4)
y c y  for the City Centre Core, the quarter planning frameworks have been produced
ased on the Unitary Development Plan of 1993. which provided the statutory basis
or planning control (Loftman and Nevin 1994: 310). These quarter frameworks 
give the meat to the City Centre Strategy.
Space- Engenderiag Tomism. Lei:Leisure and Recreation in
Aston Triangle ' ----------------
City Centre Core 
Chinese and Markets Quarter
International Convention Centre and Broad Street Quarter 
Digbeth/Millenium Quarter 
Gunsmith Quarter 
Jewellery Quarter
Table 7.3 Seven Quarters o f Birmingham City Centre
Sparks (1997:2) characterises quarter plans as:
These Quarter Plans establish the role and character of each quarter,
identify development opportunities and promote a planning
framework for each area. Each area has its own distinctive
features on which the Plans build. All quarters planning conforms
with the overall principles of the City Centre Urban Design Strategy
which include guideline on building heights, the re-establishment of
landmarks, and a distinction between buildings which have a
landmark role and those which should be designed as part of the 
background.
For instance, the Jewellery Quarter contains the largest segment of the jewellery
mdustry m the country but the bulk of 19*^  century industrial premises need active
conservation. The old buildings have been converted into different uses and mixed
use rs observed in the area, but there is no scope for the new shopping opportunities
envisaged (Birmingham City Council 1993c), The focus of this study is the Greater
Convention Centre Quarter, and ‘The Convention Centre Quarter Planning and
Design Framework” was adopted in 1994. This was the first urban planning and
design framework approved in the City Centre and it provides supplementary
planmng guidance to the Unitary Development Plan. The quarter is about 20  k i  of
land, and the development focus was to be a mixed use of activities (Birmingham City 
Council 1993b: 73).
This idea of dividing the City Core into several quartern is unique and it strengthens
t e c aracter of each one wrth different sets of frameworks. Birmingham still does
not have a good positive image, but encouraging the history and heritage of each
quarter will help it to produce a new image of a dynamic city. Sparks (2000) 
remarks that
The history of Birmingham had been badly neglected since the war
-  but the new approach arrest the process and give more emphasis 
on protecting the history of the City.
The appointment of Sparks, the former planner pfthe city ofBath. in 1991 as Director
o a new department of planning and architecture cannot be underestimated when
reviewrngthe fundamental physical changes to the City Centre. He was employed to
implement the vision’ (Sparks 2000). He arrived in Birmingham with a great deal
of urban planmng experience and with profound insights into urban design and was
toeimmed to apply these to a ‘new’ Birmingham, The implementation of new ideas
always needs strong leadership, as it is not easy to change old attitudes. It can be
argued that Sparks supported the principles involved in the philosophy of Amenity
nvironment. and has been implementing these in Birmingham, although without 
eiimng this process as Amenity Development.
7.2.4 Development o f  Amenity Environment
TWs section describes tourism development in the City during the past few decades. 
The mam focus is on the progress of the tourism strategy.
7.2.4.1 Emergence o f  Business Tofirtsm
It was as early as the 1950’s when Birmingham first started to consider a large scale 
exhibition centre, however at that time there was virtually no concept of ‘business 
tourism’ among the members of the City Council (Cherry 1994: 216). According to 
^ y lo r (2000). the motivation for building the centre came from the motor industry.
inningham was the UK centre of the industry and the people in it did not want to go 
to London to exhibit their own products. It took many years before the idea was 
realised as the NEC. which opened in 1976. The NEC is located approximately a 30
minutes drive outside the Qty Centre. A new railway station was built and roads
were constructed to give good access to the NEC. Owing to opposition from the
Central Government and the London based national media, the Central Government
J d  not the assist in the construction. Birmingham City Council fimded building the
C. and Its success boosted Birmingham’s confidence (Zuckerman and Eley 1979: 
175). Bore (2000) notes
It very quickly established itself So in that ten year period - from 
the mid-1970s to the mid-1980s. NEC had gone from gleam in 
someone’s eye to a reality, but a successful reality. It was 
competed very favourably with London exhibition centre. And it 
established itself as a leading exhibition centre in the UK.
The success of the NEC brought hope to Biimingham City Council, who had been
searching for ways of economic regeneration, led to encourage business tourism in the
mid-1980s. The positive outcome of the NEC enabled support to build a convention
centre m the middle of the city in the 1980s. This flagship development aimed to
capture domestic. European and international conventions and the business tourism 
market (Cheny 1994: 219).
The importance of tourism to Biirmngham had not been recognised by the Council 
until the late 1970s. in fact there was no direct reference to tourism in the Birmingham 
Stracture Plan (Birmingham City Council 1980). However the City Council began 
to realise the economic importance of tourism when making the District Plan in 1980.
As noted above this idea was ciystallised in the first economic strategy ‘An Economic 
Strategy For Birmingham 1985/86’. The City set out approaches to support the 
collapsing economy, and aimed to diversify the economy by two mechanisms, firstly 
to promote and encourage business tourism, and secondly to develop and promote a 
new national and international image of the City (Loftman 1990:10).
The City identified Birmingham as the regional capital and business centre in the draft 
tourism section of the District Plan. Having built the successful NEC on the 
outskirts of the Cify. this inspired city officers to plan a purpose-built conference 
centre within the District Plan Area to complement the exhibition focus of the NEC^
The Council noted (Birmingham City Council 1980:90) it
will considerably boost the image of Birmingham and indeed the
West Midlands County as a whole and help to generate business 
and employment in the area.
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importance of the past (Birmingham City Council 1980:91):
A belief which does affect Birmingham’s image is that it has
destroyed its past by large-scale new developments. Therefore, for
image-creating purposes and for direct economic reasons.
encouragement should be given to the development and creation of
a wider range of visitor attractions in the City, especially if these
can relate to its history and traditions and if the scale of the 
environment can be intimate.
recognition of the mistakes in the 1960s and the 1970s can be seen in that passage 
e Idea of improving the image, encouraging tourism and rediscovering and 
harnessing the City’s history and tradition already existed in 1980. ffiis view of 
respecting tradition and history is critical for developing an Amenity Environment and
emty Place. If new development does not incorporate its history and tradition
the sense of place will be lost
7.Z4.2 Am enity Business D eveiopment and Tourism Strategy
«.e E .P.E  Of 4 e  C .» Cm. SW y. did
" T  T  " “ P'»”  «“  » »  - I  9 W I, o f t e
T  ° »  <=»""” « 1  W .,0  W  b „  g i .„  .  . . k i d , . ,
™l. »  »!«.<« ,0 o t o  „ .jo , ,W  U ». b« Eom 1980 the Ci„ C o-H i „ d  t e  W«t 
. » d  Comb, C o ™ , ih o .#  ,0 ie ifte  .  p «  o f,h i. sW eg, b e e ™  o f t e
Z 77"  ^
v ite H . s,ZZ ZZ%%,ZZZ
m m #
■lia
7.2.43 Attractions and Events in Bim tingham
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Qae percent o f the building eoele o f any particular projeet are devoted to public
arts
ccor mg to the report ‘Leisure Tourism Strategy for the City of Birmingham’ by
ouehe Ross m 1994, the City needed three to four times more leisure tourists to be
proud of Itself as a tourist destination. Birmingham received only 2-3 % of the
domestic leisure market, excluding London. A very large investment was considered
necessary to attract local people, as well as day and overmght staying visitors.
Mhough there were various tourist attractions, many of them were not located in the
City Centre and it was not easy to find the way to the sites. Touche Ross (1994) also
mcommended that Birmingham should create a more compelling ‘destination image’
This comment is what Judd (1995) emphasised in his paper and many other urban
regeneration researchers have stressed the importance of creating a new image (see
Section 3.3). Urban regeneration, including generating an icon for Biimingham. was 
seen as crucial for its future success.
The City has always provided opportunities for visitors and local people to enjoy 
special events. City Centre Discoveiy Day. Fireworks Fantasia. Children’s Weekend 
an New Year’s Eve Celebration are mainly for local residents. However the 
temational Jazz Festival. Biimingham Readeis & Writers Festival, the International 
Film and Television Festival and Artsfest are annual large events aiming to attract a 
wider audience, includmg visitors outside the City (Biimingham City Council 1999a 
17). World class sports events, in recent years including The Cricket World Cup 
ootball European Cup Winners cup final. World Judo Championships. Davis Cup
Tennis and World Wall Climbing Championships (Biimingham City Council 1999b).
One purpose of these events was to boost ‘civic pride’. Tliere are many families and 
young people as well as middle to elderly ages who attend Discoveiy Day. Through 
participahng in these events, experiencing an enjoyable day. they gain a favourable 
memoiy and they take pride in Birmingham and Topophilia will occur (see Section 
.2). Judd (1995) also stresses the importance of the residents being proud of their 
city, and proposed to promote it before it can sell itself to visitors. There is a 
possibility that some of these special events can grow into regional or national or even 
tntemational events. Biimingham still needs to provide more attractive nationally or 
mtemahonally recognised events. The Council needs to consider how to create and 
evelop national events to attract leisure tourists, since a successful city holiday
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7.2.5 Major Developments in the City Centre from  the Late 1980siSSIl
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swimming pool, casino and restaurants )
3. Five Ways Leisure (multi-screen cinema and bowling)
'  “ to a part o f the Birmingham Art and Gallery
^ « f c u f a c n ^ g  Wuany: Amenity Place C raato  in UK Urban Space- Engendering Touriam. Leiame and Recreation in
4. Mailbox (Royal Mail sorting office has being transforming into restaurants, high 
ashion retailing, flats, offices and a hotel along water front, utilising the canal
side frontage. This conversion of the building is the largest in the city)
'  5 c % n % r "  - ' h  '«sure facilities and
6. Martineau Galleries (retail and leisure facilities, two department store, cinema 
complex, a health club and hotel).
7. M te —  ( t e  b  ,0 k  ;  „ k  t e  . k
entertainment and learmng)
8. Caxtongate (retail and leisure use)
The main focus of the development has shifted to the east side of the City, where two 
quartern, the Digbeth Millennium and the Bull Ring and Markets Quarters merge 
The Planning Department of the City Council now calls this “Bastside”. which 
me udes the new developments mentioned above (Millennium Point, the New Bull 
ng and Martineau Galleries). The success of the ICCQ has enabled the 
development of the opposite side o f the City, where much improvement is also needed 
as developers now have more confidence in investing laige amounts of money into’ 
■nningham. The Council now uses the ICCQ. especially Brindleyplace. as an
pnvate sector had seen the success of the ICCQ and what the City was able to achieve 
unng the 1990s. One city planner commented as follow (Blackstafië 2000);
Bull Ring is owned by the private sector. And Bull Ring is 
primarily retail development which is dependent on retail activity in 
the City, retail activities general in the countiy. The convention 
centre was much easier to do. that's because our land and our 
money. But we relied on the private seetor to do the Bull Ring.
So Bull Ring is following behind, the exactly the same as the 
Brindleyplace did and this tower' did but waited for us to do the 
city centre and repair, putting (bringing) all back together, and then 
they are coming in afterward with their funding. They have been
’ This is a new M 'W  which is located very close ,o Ac ICCQ and i. will be the highest tower in the UK.
drawn in by this pump riming exercise.
7.2.6 Evaluation o f Birm ingham  Planning
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) notes -  new issues have emerged which require a more flexible approach to
1 9 ^ 1  tT  Centre' (Binningham Cify Council
. 1). This time the emphasis is given to quality and a mix of activity, with
const erahon to pedestrians, people not cars (Birmingham City Council 1987:2).
We must seek to promote mixtures of activities, and be preoccupied
with quality. We must seek better physical integration of one part
of the City Centre with another, particularly for the pedestrian, and 
particularly across the Inner Ring Road.
ouncil to change the City through inward investment from both the public and 
private sectors is clear from the documents.
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(Holyoak 2000) who was involved in a part of the redevelopment of Brindleyplace 
commented that ‘it was an incremental process of confidence' and ‘every successful 
development creates more confidence for the next ones’.
The changes in policy and thinking rated alone, the recognition of the need to 
tnco^orate art and culture into the re-imaging of Binningham. and the realisation of 
mvolvmg loeal residents' needs and desires into redevelopment all give one grounds 
or concluding that the decision-makeis in Birmingham are deliberately moving 
towards creating what have been defined as Amenity Places in Chapter Five.
7.3 Developing the International Convention Centre Quarter (ICCQ)
™ s section focuses on the development of the ICCQ in Binningham. within the 
Greater Convention Centre Quarter. It is the aim of this section to reveal how the 
new vision and planning approach has taken physical shape on the ground.
7.3.1 Geography and H istory o f the ICCQ
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consisp Of small and large factories along the canals, and terraced slum housing 
next to the factories (see further detail in Appendix 5). The Ladywood area inLI "(1 2 : ^
n e  Lad^ood area changed dramatically after the first canals were constructed from
the Black countiy in 1769. The area had grown radically over the years and a sa
results of unplanned working-class housing development, it was densely settled with
erraced houses. The area experienced drastic demolition from the 1960s. Low to
ig nse bmldmgs were built on land winch formally had been occupied by narrow
streefr. rows of terraced houses and small factories. The ambitious planning of the
tty Council resulted m a decrease in numbers of residents by half and the collapse of
closely kmtted community (Bartlam et. al. 1996). Within less than three decades
even the tower blocks have become history. The Council adopted a new approach to 
redevelop the area, as noted above.
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The nature of the ICC site land use in 1986 is shown below, Table 7 ,4 .
Transport (road, rail, canaP
Vacant
Industrial
Car parks
Municipal/public buildings 
Open space
Commercial offices/shops 
Entertainment (clubs/nubsl 
Religious
Residential
Total
Area (ha)
6.75
6.25
4.00
3.00
2.00
1.00
0.75
0.50
0.25
0.01
24.51
Table 7.4 The ICC Site Land Use in 1986 (Source Bartlam
% of total area
27.5
25.4
16.3
12.2
8.1
4.0
3.1
2.0
1.0
0.4
100.0
et. al. 1996: 65)
7.3.2 Planning Framework o f the ICCQ
‘The Convention Centre Quarter Planning & Urban Design Framework' was fomrally
adopted rn September 1994. This was the first quarter planning area to reeeive new
development in the City Centre. The Couneil regarded the building of the
convention centre as a ‘pump priming’ exercise (Blackstaffe 2000) The city
planners accepted that the first step in redevelopment had to be taken by the public
sector through the construction of the convention centre. Tliey expected private
investment would follow in the immediate suirounding area of the ICC (Birmingham 
City Council 1993; Blackstaffe 2000).
The planning framework of the ICCQ area, clearly refers ‘the City Centre Strategy' 
and the ‘City Centre Design Strategy’. Emphasis is put on environmental 
e ancement and quality, with economic regeneration. The Council uses the word 
change' very often, and the document makes explicit the role of the City Centre to be 
‘an attractive place for living, shopping, working and leisure’ (Birmingham City
Council 1994:2). This is what an Amenity Environment provides.
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r ?  r r  Z  “  M ng m t  &e «  owned
t h l L  t 30 “ 2  "«relict and had been so for
past years (Blackstaffe 2000), The Council was also aware of negative
a e  mitial development brief was heavily influenced by the example of two cities in 
US, Faneml Hall Marketplace in Boston and Baltimore Harbour, which the 
members of the planning committee and officem had visited (Holyoak 1999: 18) As 
noted above, however the festival market idea could not attract inveshnent.
7.3.3 The Characteristics o f the ICCQ
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mamly due to the ICCQ redevelopment since the early 1990s. This physical 
regeneration around the canals now attracts many local people including families
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The ICCQ in its development form can be divided into four parts,
- Civic Centre: Centenary Square, the ICC, SH, the NIA, Hyatt Regency Hotel, the 
Repertoiy Theatre, pubs, cafés, restaurants, shops
- The Canals; boat trips
Brindleyplace; office buildings, pubs, cafés, restaurants, shops, the Sea Life 
Centre, two pubhc open spaces (Brindleyplace Square and Oozells Square), the 
rescent Theatre, K O N  gallery, a conference centre and residential flats 
- Broad Street: pubs, restaurants, night clubs, shops
The characteristics of each part are briefly dealt with the following sections.
73,3.1 Civic Centre
The Council began to test the viability of a convention centre in 1982. A feasibility 
study was conducted in the following year and concluded (Upton 1991:61-62):
A convention centre should be built in the Broad street area. The
market exists for a first-class purpose built centre. Meetings of all
sizes could be accommodated in the centre: the most commercial
meetings for the centre are those below 500 in size; meeting giving
the greatest economic benefit are international meetings, 2 , 0 0 0  and 
over in size.
r  ?  middle of the City Centre, along
to a d  Street and facing to Centenary Square. The initial site considered for tire
^ C  was on Broad Street, but the final decision was to build it in the outskirts of
Birmingham (Upton 1993). Because of this the location of the NEC, it has not
brought multiplier economic effects to the City proper. If  Birmingham was to absorb
every possible economic benefit, then the convention centre had to be in the City
entre. The surrounding environment would need to cater not only for the
convention demand, but also for people with other preferences to visit that space A
townscape study conducted for the City recommended that the ICC relate to the 
surrounding bmldmgs and to the City itself (Upton 1991).
The ICC consists of eleven halls on a 6.7acre site, including SH with 2,200 seats, one 
of the finest halls in the world (Lutz and Ryan 1997: 43). The main conference hall
%  has a seating capacity of 3,500 and
other smaller halls hold from 15 to 350 people (Biimingham City Council 1993- 2)
Cafes, small shops, information centre and an art gallery are presently located along 
the pedestrian route through the middle of the ICC. The ICC is not only seen by
those whose purpose is to visit the ICC. but also by others who go beyond the ICC
t provides an essential pedestrian route to the canals and to Brindleyplace
eimeabihty by foot was highly valued in designing the area. Upton (1991- 61)
describes how the construction of the ICC itself needed the collaboration of various 
groups.
The construction of the ICC is ‘an exceptional collaboration
between architects, engineers, quantity surveyors, contractors and
specialists in everything from air flow and acoustic to seating and 
sound system.
I t j s t  ISO million pounds to build the convention centre, of which the Council paid 
million pounds (from stock issued by the NEC Limited) and tire EU provided 50 
million pounds from European Regional Development Fund (Bartlam et al 1996) 
he Central Government was not involved in this project at all, and refused to 
participate (Blackstafi-e 2000). Active lobbying took place for the European money, 
prior to that time no British city had asked for funding from this source.
The National Indoor Arena (NIA), 29,000 sq. ft. building with 8,000-12,000 seating 
was designed by American architects Helmuth, Obata and Kassabaum. It is intended 
to be the major sports facility in the City Centre but conceits and other events 
mcluding conferences can also take place there. There are 2,600 car parking spaces 
a jacent to it. This too was funded by the Biimingham city council (25 million 
pounds) the Sports Council (3 million pounds) and the remaining pounds from the 
sale of the Brindleyplace site (Birmingham City Council 1993; 2).
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not follow readily as discussed below.
Die 300-bed Hyatt Hotel is built on Broad Street facing the ICC and it is linked to the
convention centre by a pedestrian covered bridge. It was completed in 1990 prior to
the opening of the ICC, and was a joint venture scheme between the Coundl and a 
pnvate developer.
*>*•“ - E-Sendering T o ™ .  Leismo and Recrealion n
-p - “ :: r : :::::::
5 :5 5 S ; = S
7.3.S.2 The Canals
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ome cana s were dosed, others were used as drainage ditehes, and ‘they were
Beyond Manufactunng Industiy: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
2000 miles (3200km) national waterway network (Birmingham City Council 1997c: 
1). British Waterways did not have funding to improve the canals and no legal 
obligation to maintain the towpaths. The private sector was not interested in 
investing in canal development in the 1970s (Quinn 2000).
r
Figure 7.1 The Canals in the Late 1970s (Source: Quinn 2000)
The City Council realised that only a large public investment would improve the 
environment, since the private sector was not interested in it. The Council saw the 
potential of the canals in the late 1960s but nothing was done before major funding 
was received from the Central Government for regeneration. The year 1978 was the 
turning point in the canal regeneration, when resources were made available thorough 
the Urban Programme. The Canal Improvement Programme was established in 1982 
and Birmingham Inner City Partnership, Birmingham City Council and British 
Waterways worked jointly to improve the canals in the City (Birmingham City 
Council 1991b). Since then awareness of the existence of the canals in the inner 
City has risen. More access points were created, towpath surfaces were renewed.
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and landscaping was much improved along the towpath (ibid.). The towpaths and a 
new footbridge were improved for walking and cycling along the canal.
There were several vacant or derelict listed buildings along the canal that have since 
been refurbished, mainly by the private sector. The Council uses this transformation 
as an example to show people who come to see what the City has done to change the 
area through regeneration and the canals now play a significant role in preserving the 
sense of place and are a veiy important element in the Amenity Place.
7.33.3 Brindleyplace
This section starts with a long but revealing comment from ‘The Good Place Guide’ 
in Urban Design Quarterly written by Cole (1998:4),
In 1995 an extraordinary sight appeared in Birmingham. For years 
the cleared site which was to become the Brindleyplace 
(ieifelopiiient reiiiaineci a inajor void, as (ievelopers nierjged, 
departed or went bust. Then behind the completed first phase of 
development (the canalside bars and restaurants called The Water’s 
Edge), the completed ground surface of a new square was placed in 
the desert. Fountain played, water ran across immaculate curving 
stone steps, young maple and ginko trees sprang into leaf. On 
three sides the new square was surrounded by empty dereliction -  a 
surrealistic scene, but commercially shrewd
The last remaining laige derelict open space is now called Brindleyplace (see 
Appendix 7) The first aim for this site was a festive market place, however after 
feasibility studies and market attitudes, the durent Brindleyplace plan emerged and 
original masterplan was revised several times. The Council still owns the land but 
sold the lease to a development company with the concept of the master plan. As for 
this masteiplan, the emphasis is placed on mixed land uses, and it includes offices, 
commercial and leisure, public opqn spaces and residential spaces (Appendix 7).
Clearance of the ICCQ site began in 1987. Novotel Hotel was the first building to 
appeared in 1990. The City Council developed a hotel training centre behind the
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hotel to encourage employment in the inner City (Birmingham City Council 1993:2).
In May 1993 the Argent Group Pic purchased Brindleyplace for 3 million pounds 
(Holyoak 1999: 25). The company was not the highest bidder but promised to 
perfoim quickly. The plan was revised to include more commercial development 
and finally in September 1993, the official launch of the development of the whole 
site took place. The first part was the Water’s Edge; the canalside commercial 
building with shops, restaurants and bars, which was completed in November 1994 
(Holyoak 1999: 25). Argent revised the masterplan again in order to proceed step by 
step rather than all-in-one, arguing that the approach was more suited to the 
masterplan. The company had to spend nearly 8 million pounds to build the Water’s 
Edge, Bnndleyplace Square, and to refurbish a derelict listed building; Oozells Street 
School into IKON gallery, before they could gain any income. (Madelin 1999:32).
Bnndleyplace is undoubtedly upmarket, but this redevelopment is one model of
Amenity Place and Amenity Environment, with high quality aesthetic development.
The residential area is located behind the offices facing the canals, and the shops,
pubs, cafés and cultural assets are close via a safe and pleasant pedestrian route which 
runs to the central part of Birmingham.
7.33.4 Broad Street
In the 1870’s Broad Street was occupied by wealthy professionals such as professors
and surgeons. As factories appeared along the canal the wealthy people who could
afford their own transportation, e.g. horse and carts and carriages, moved away from
the noisy and polluted factory area to live in places like Edgbaston. Horse buses
were taken over by motor buses in 1903. The Turkish Baths just behind Broad Street
remamed at the site until 1926, servicing those who lived in houses without indoor
baths. Bush House, the Headquarters o f the City of Birmingham’s Housing
Department, was built in 1958, and closed in 1989 for demolition the following year 
(Bartlam et al. 1996: 40).
North and South side of Broad Street are slightly different. The north side of the 
street is the immediate back of Brindleyplace, whereas the opposite side across busy 
major bus routes, faces Brindleyplace. The street has been known as a major
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commercial road and is a gate way to the City Centre Core from the well-to-do
residential area of Edgbaston. Once there were number of car show rooms on this
street, but by the mid-1980s the road failed to attract many shoppers. There were
many vacant premises along the street and as one respondent from the business survey
said ‘this IS the last place to have business’. However change came after the big
flagship development scheme of the ICC, the road is now the prime location for night 
life.
7-3.4Am enity Business
There is a cluster of ‘culture’ features in the ICCQ. There are two theatres, the
Repertoiy and the Crescent Theatre, SH with the City of Biimingham Symphony
Orchestra, a modem art museum (IKON gallery) and two commercial galleries.
There are public arts in each open square which add character to each space. These
did involve planning by the Council. The Council had a clear vision of investing in
public arts in the outdoor environment and in improving urban design. The
economic strategy of the City involved better design and more cultural assets to
facilitate inward investment to Birmingham. Miles (1997; 115) agrees on this point
that ‘Birmingham City Council has integrated art and urban design in the 
re-development of a series of public spaces’.
The ‘percentage for art’ scheme is an example of making redevelopment more design
and aesthetic considerate, and is the first commitment of this land for public space
It reflects a firm consideration of the role of public arts in urban planning and
desrgmng. This approach to valuing art is critical for changing the image of old 
industrial city into that of a cultural city.
It IS worth mentioning one small but important involvement of a local school. 
School children in Ladywood participated in projects on the ICC while it was under 
constmction, and this enabled them to feel it belonged partly to them (Bartlam 2000). 
This kind of local education does not necessarily appear in media but it is important 
for participants, especially those who live in deprived areas. They can feel close to 
therr new neighbourhood environment while they are still young, and that can avoid 
making a mental wall against it, or feeling alienated from a new development.
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In an overall sense, the deliberate introduction of cultural features and aesthetic value
into urban regeneration as demonstrated in Birmingham matches very closely
elements of the concepmahsation of Amenity Environments described in Chapter 
Five.
7.4 Evaluation and Im pacts o f the Changes
The first two sections investigate the economic impacts of the development of the 
ICC and its related facilities. The focus is then given to describe changes in the 
perception of Birmingham and the frequency in visiting Birmingham City Centre.
7.4.1 Econom ic Im pacts on Birm ingham
There is often criticism of prestige development with respect to its economic impacts
(Lutz and Ryan 1997). This kind of development often does not give much direct
impacts or dramatic increase in inward investments (Loftman and Nevil 1996). In
terms of employment, the ICC created 2,700 full time jobs, 1,094 in Birmingham
(Loftman and Nevin 1996: 190). Even though regeneration and revitalisation of the
physical environment of the inner City was successfirl, it has been argued that inner
City residents gamed very little from the project (Lutz and Ryan 1997: 47). Capital
costs were higher than predicted and the ICC has continuing annual losses. It is
necessary to determine how much it actually costs to create a few hundred new jobs.
There is a positive environmental impacts, as well as the economic impacts, although
the latter was smaller than first estimated by the City Council. Other impact smdies,
especially political and socio-cultriral impact analysis need to be undertaken in 
Birmingham.
The Birmingham Economic Information Centre (BEIC) has produced annual 
economic reviews of the Cily and according to its most recent report, ‘Birmingham 
Economic Review 2000’, the City is at last beginning to succeed (BEIC 2000). 
However this growth depends on several key factors and, if the City fails to develop 
those factors, then the economic recovery would be only for short term.
The structure of employment has changed significantly and between 1970 and 1993 
the Birmingham area lost 195,000 manufacturing jobs but created 15,000 jobs in 
services (BEIC 2000: 13). However in the 1990s unemployment in Birmingham
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was lower than the UK as a whole, although 1999 showed a slight rise in 
Birmingham’s figure. Although the City has produced employment similar to the 
national performance, it is not satisfactory considering the City had much higher 
unemployment resulting from the recession of the early 1980s (BEIC 2000' 15)
7.4.2 Im pacts o f the NEC  Group D evelopment
There have been two studies of the economic impacts of the NEC Group’, (which 
includes the ICC, SH, the NIA, the NEC and the NEC Arena: NECA) in 1993 and 
1999, commissioned by the Council. According to these reports (see Table 7,5 and 
7.6) ‘the NEC Group has grown and flourished’ (KPMG 1999). Table 7.5 shows the 
number of events and visitors at each venue from U' September 1992 to 31" August 
1993, and l"  September 1998 to 31" August 1999 (KPMG 1993; 1999). As can be 
seen from the Tables the numbers of visitors and events have increased over time. In 
1998 top-profile events took place in the ICC, as the G8 Summit, Eurovision Song 
Contest and Lions Clubs International Convention were hosted. The impacts from 
these events were assessed by BEIC in 1998 and it concluded a great cross section of 
visitors from outside Birmingham and abroad visited the City (BEIC 1998)
Number of events
ICC SH NIA ICCQ NEC NECA Total
1992-1993 263 242 40 540 183 728
1998-1999 283 261 58
602
180 ^  95 877
275
JNumber ot visitors and participants
1992-1993 114,000 409,000 583,000 1,107,000 3,375,000 II 4,482,000
1998-1999 134,830 347,771 382,697
865,298
3,997,435 721,279 5,584,012
4,718,714 II
(Many events last for more than one day but the fibres indicate number o f events 
ICCQ=ICC+SH+NIA)
Table 7.5 Events and Visitors at Each Venue (adopted from ICPMG1993: 5; 1999:2)
The NEC Ltd. is responsible for the sales, marketing and operation of the NEC Group. The NEC Ltd represents a 
^ e r s h i p  between civic enterprise and the business community. Nominal share capital o f f 10.000 is owmed equally by
mmngbam City Councrl and Birmingham Chamber of Commerce & Industry. The hmd and buildings o f the venues are
owned by the City Council (The NEC Group 2001).
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Floors pace size 52%
The number of events 42%
The number of visitors 71%
Table 7.6 The Increased Figures Since I993-1999(KPMG 1999:2)
These figures suggest that the NEC Group has been successful in Binningham, and 
these increased numbers show business tourism as well as pleasure tourism is 
expanding. Table 7.7 shows the origin of visitors and participants to the NEC 
Groups in 1999. These facilities attract visitors from outside Birmingham, and 91% 
of the visitors and participants to the ICC are from the rest of the UK and overseas. 
The ICC attracts the most overseas users among the five facilities, with one third of 
visitors and participants originating abroad. This figure can be a basis for 
Birmingham claiming itself to be a ‘European City’. It is interesting to see the 
composition of figures varies depending on facilities, as SH has the li. al,.ct usage by 
people in the West Midlands with 73% from the local area. One of the reasons for 
the success of the NEC Group may be the variety of events, conferences, conventions 
meeting, exhibitions and concerts which attract people from different geographical 
origins. It IS critical to have events and concerts which local people and West 
Midlands also enjoy. If facilities are used mainly by the rest of the UK and overseas 
then people in Birmingham and West Midlands would not feel they benefit fully or 
directly from the new development in the ICCQ.
Total Visitors and Participants 
(‘000)
West Midlands 
(%)
Rest o f UK 
(%)
Overseas
(%)
ICC 135 9 58 33
S H 348 73 24 3
NIA 383 36 57 7
ICCQ 866 - - -
NEC 3,997 21 71 8
NEC Arena 721 50 48 ' 2
Total 5,584 1 32 56 12
Table 7.7 Visitor and Participant Origin (adopted from KPMG 1999:2)
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Additional economic impact and employment can be seen in Table 7.8 and 7.9. It is 
calculated that the total net direct expenditure to the West Midlands in 1999 was 711 
million pounds (KPMG 1999: 3), compared to 504 million pounds in 1993. The 
figures of retained income, employment and retained income multiplier have also 
increased during six years. In Biimingham business tourism investment with a 
leisure component has contributed significantly to the economy in the West Midlands
1993 1999
Net Direct Expenditure £504m £71 Im
Retained Income £194m £301m
Employment 15,500 ^21,840
Retained Income Multiplier 0.39 0.42
According to Table 7.9, the ICCQ has produced 3,276 direct, indirect and induced
jobs and 45.1 million pounds income. These figures may not seem big but figures of
the NEC Group adds up to 21,844 job creation and 300.7 million pounds income, 
which is considerable economic impacts to the region.
Venue Ehrect Indirect Induced Total
Income Employment Income Employment Income Employment Income Employment
ICC
CTT
18.6 1,353 7.7 560 4.3 310 30.6 2,2230X1 3.6 262 1.7 127 0.9 63 6.2 452
NIA 4.9 354 2.3 163 1.1 84 8.3 601
ICCQ 27.1 ' 1,969 11.7 ^ 346 6.3 r  457 45.1 r  3,276
N E C 150.4 10,923 61.6 4,475 34.3 2,494 2 46 .3 17,892
NECA 5.7 410 2.3 172 1.3 94 9.3 676
41.9 3,045 300.7 21,844
Table 7.9 Total Income and Employment by Venue (adopted from KPMG 1999- 4 ) 
(£m) ■ ^
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7.4.3 Changes o f Perception and Usage
Besides positive eeonomie impacts Birmingham enjoys favourable opinions noted by 
outsrders. In Waitrose Food Illustrated (May 2000: 106), which claims to be ‘the 
world’s most beautiful food magazine’, one of cover stories began with:
Jeremy Clarkson wrote recently that he’d rather stare at his naval all
mght than go out to eat in Birmingham. I can confidently say he’s
likely to be alone in this preference -  and not least because the city 
has plenty to offer.
It is not only the number of food and drink retailers in the ICCQ but the quality that 
has been appreciated by outsiders.
There have been several surveys of the perception of Birmingham by visitors (Heart 
of England Tourist Board 1998; KPMG 1999; Taylor Nelson Sofies 2000) KPMG 
(1999: 2) discovered that 94% of those who were surveyed and originated from the 
West Midlands agree (1) ‘NEC Group venue provide opportumties for first class 
entertarnment that did not exist in Birmingham’, 94% thought (2) ‘Birmingham’s 
image has improved greatly in recent years’ and 47% were (3) ‘coming into 
Birmingham city centre more frequently than a couple of years ago’. The same 
questions were asked of residents from elsewhere, and although the figures are lower 
than for residents of (he West Midlands, they too are positive about regeneration and 
the increased tourism and leisure resources in Birmingham City Centre ((1) = 80%, 
(2)=81% and (3)=29%). The redeveloped Birmingham City Centre has clearly 
attracted more people than before, not only from the West Midlands region but also 
from elsewhere, and this perception has become more positive.
Taylor Nelson Sofres (2000) also found that many interviewees felt ‘Birmingham is a
leading event city’ and ‘Birmingham is a major business centre’, but the majority of
them did not agree on ‘Birmingham is an attractive weekend break destination’.
Although the City has been changing and the perception of Birmingham has changed.
It is still not known as an attractive weekend destination, and this still needs more 
time and investment.
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7.5 Conclusion
This chapter has outlined the history of Birmingham in some detail and how the City
has changed over the past decades Although Birmingham has heen aware of the
importanee of its image from as early as 1980, achieving the new vision and
implementing this has taken a long time, with significant inputs by various actors.
An Amenity Place, as conceptualised in Chapter Five, did not appear until towards the
end of the 1990s. At the beginning of the 21* century, wider awareness of the
improved image of Birmingham because of the regeneration which began in the 1990s
IS now becoming a reality. Ironically the transformation of Birmingham would
probably not have occurred if the City had not experienced such a catastrophic crisis
as It did m the mid-1980s. Politicians, policy makers, and developers in
Birmingham have learnt significantly about the importance of quality in developments
from the failures of the 1960s and the 1970s, and the result has been the development 
of Brindleyplace and the related major projects.
This chapter has clarified how the critical change in direction of the Council started
with 'the City Centre Strategy’ and the brain-stoiming conference, ‘the Highhury
Initiative’ m the late 1980s. Related consultancy reports from these outcomes also
strengthened and firmed up the emphasis on placing a higher value on design, people
and quality in future developments. Moreover, the initiative and leadership tlken by
the newly appointed head of the planning department of the Council (Sparks), to
implement these new visions should not be forgotten. The ICCQ site represents Ine
of the most dramatic changes in Birmingham. It was a prime manufacturing location
along busy canals during the industrialisation period of the City, but had become the
worst derelict and run-down area in the inner city just twenty years ago. Its current
face is that of the site of a major flagship development project that has taken place
with spectacular buildings, and which is bringing significant economic impacts to
Birmmgham and its region. The next three chapters examine this new Amenity
Place from the point of view of occupants of businesses (Chapter Eight) in, and
consumers (Chapter Nine and Ten) of, the ICCQ, using data gained from two different 
questionnaires.
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8.0 Introduction
This chapter presents the analysis and findings from the questionnaire of the 
businesses in the ICCQ. Before describing the results of the data analysis, it is 
worthwhile to re-state the objectives of the survey.
There are several aims in interviewing the businesses in the ICCQ,
- to investigate how each business operates.
- to identify the changes of land use.
- to examine the impacts of regeneration.
- to illustrate the impacts of the ICC and events on businesses.
- to explore the involvement of businesses in the planning process.
This chapter deals with a description of the respondents, since this case study is a
census and the population is within the ICCQ. Unlike the survey of users, it is not
appropriate to run statistical tests.
8 . 1  Results o f the Survey
The business questionnaire survey was administrated in May 2000. It was 
conducted by way of personal interviews to increase response rates and also to get 
additional information by engaging in conversation with interviewees. This additional 
information is not analysed directly but is used to analyse and interpret other data. 
In general interviewees were supportive and gave valid answers and were often 
willing to provide extra useful information through the casual conversation.
There are 73 businesses in the ICCQ, of which 65 responded (89%). Two 
questionnaires were returned with only a few questions answered, and were not 
included m the analysis. Those who did not respond at all were representatives of a 
theatre, hair studio, a museum, a sport club, a hotel and a take away food shop, and 
reasons such as ‘too busy’ or ‘manager away’ were given.
8.2 Characteristics o f Business Operations
The characteristics are described according to interviewee’s job title and length of 
working years, type of busmess, ownership, opening hours, busy time and employees.
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8.2 ,1  Character o f Respondents
The current study starts with the results about the respondents (Table 8.1 ). Although 
it was intended to interview owners of the businesses, in reality many were not at their 
busmess premises regularly, and often the managers didn’t know when they would be 
there. Therefore most interviews (69.2%) were conducted with managers, both 
general managers and assistant managers. Ten owners (15.4%) of businesses 
responded to the questionnaire and the remaining 10 ‘Other’ respondents were those 
who deal with customers daily, such as receptionists and a skipper (boat driver).
Frequency Percent
Manager 45 69 j
Owner 10 15.4
Other 10 M5.4
Total 65 100.0
Table 8.1 Job Title o f Interviewees (N=^65)
The majority (86.2 %) of interviewees have been working in the ICCQ for less than 1 
year or from 1-5 years, (see Table 8.2). Indeed 5 respondents (7.7%) have been 
working for these businesses for 3 months or less. Four respondents (6.2%) have 
been working for 6-10 years and 5 respondents have been working in the ICCQ more 
than 10 years (7.7 %). Thus the majority of respondents began to work at the site 
after the major redevelopments had taken place. The high percentage of recent 
appointments is related to the opening year of the businesses and relocation to the site.
Frequency Percent
Less than One Year 17 26.2
1-5 Years 39 60.0
6-10 Years 4 6.2
More than 10 Years 5 7.7
Total 65 100.0
Table 8.2 The Length o f Working Experience at the Current Business Site (N=65) 
8.2.2 Type o f Business
Table 8.3 shows the types of businesses surveyed and the complete population in the 
ICCQ. As can be seen, nearly 60% of businesses are food and beverage operations. 
The second biggest group is retail shops with 15.1%, followed by 7 hotels within
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walking distance of the ICC and six art related venues, excluding the ICC itself and 
the NIA. The canal runs through the middle of the ICCQ and there are two boat trip 
operations on the canal. The “Other” category includes a conference centre, a hair 
saloon, a tourist information centre, a sport club and an aquarium. Clearly the ICCQ 
is dominated by the consumption of food and drink businesses, with several cultural 
and retail venues.
Valid Quest ionnaires Whole population
Frequency Percent Frequency Percent
Pub, Restaurants, Café & Clubs 41 611 43 519
Retail Shops 11 16.9 11 15.1
Hotel 5 7.7 7 9.6
Art Venue 3 4.6 5 6.8
Boat Trip 2 3.1 2 2.8
Other 3 4.6 5 6.8
Total 65 100 0 73 lO&O
Table 8.3 Type o f Business (N=65, N=73)
8.2,3 Business Ownership
In the ICCQ local entrepreneurs make up 41.7% of those who own businesses (Figure 
8.1) and the City Council owns 6.2% of businesses. There are 9 multinational 
companies (13.8%) and 25 national level companies (38.5%), indicating a mix of 
large and small enterprises and the public and private sectors.
Local
B itrepreneur
42%
Trie City 
Council 
6%
Multinational
Company
14%
National
Company
38%
Figure 8.1 The Owner o f  Business (N=65)
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8.2.4 Starting Year o f Businesses
Table 8.4 summarises the startiug year of the business in the ICCQ and shows that
80/„ started operations during the 1990s with 61.5% of businesses opened after 1995
(see Rgure 8.2). Only 12 businesses existed before the regeneration started TThs
explams the relatively limited number of years operating at the site (Section 8 2 3)
e year 1994 saw the opening of the Water’s Edge (the major retail complex in
Bnndleyplace) by the canals and this significantly impacted on businesses opening in
the area. The rap.d increase shown in Figure 8.2 confirms that the ICCQ became an
attractive place for businesses. The study was undertaken in May 2000 so the
statistics for the year 2000 are limited but seveml new businesses were preparing to 
open that year also.
Before and 1989
1990
1991
1992
1993
1994
1995
1996
1997
1998
1999
2000
Total
Frequency
13
8
11
65
Percent
20.0
3.1
4.6
1.5
3.1
6.2
9.2
12.3
10.8
10.8
16.9
1.5
100.0
Cumulative Cumulative
Frequency 
13
15
18
19
21
25
31
39
46
53
64
65
Table 8.4 The Year o f Starting Business in the ICCQ (N^65)
Percent
20.0
23.1
27.7
29.2
32.3
38.5
47.7
60.0
70.8
81.5
98.5
100.0
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80
60
40
20
0
cSP cCF
Figure 8.2 Cumulative Number o f  Starting Business in the ICCQ (N^65)
8.2.5 Business Hours and Busy Time
Table 8.5 and 8.6 show the business hours of the establishments in the ICCQ. 
During the weekdays 18.5% of them start before 9am. This is likely due to demand 
from the offices located within the ICCQ, as one restaurant provides a business 
breakfast as early as 7am. Over half of them open before lunch time on weekdays 
and Saturday to cater for lunch time demand. Hotels are open 24 hours a day and the 
theatre’s hours depend on the time a play starts. There are only 9 businesses (13.8%) 
open on weekdays, and 11 (16.9%) on Saturday and 10 (15.4%) on Sunday who have 
the traditional closing time of 5pm, the majority of businesses operate later. At 
weekends only one shop is closed on Saturday and 12 businesses (18.5%) on Sundays. 
Business hours indicate the ICCQ is alive before 9am and after 5pm, and space is not 
dead outside office hours. The site is, therefore, clearly being used for more than 
conventional office business purposes.
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Opening Tiînë" 
Between 6-9am * 
Between 9-12pm ** 
Between 12-5pm 
After 5pm
Weekdays
Frequency
Saturday
Percent Frequency 
5
Percent Frequency Percent
24 Hours
Closed
(*Between 6-9am exclude
Table 8.5 Opening Hours o f Business (H=65)
Closing Time
5pm
-9 pm
-11 pm
3am
24 Hours
Other
Closed
Total
Weekdays
Frequency
29
12
65
Percent
13.8
13.8
44.6
18.5
7.7
1.5
0___
100.0
Saturday
Frequency
H_
8
28
12
65
Table 8.6 Closing Hours o f Business (N=^65)
Percent
16.9
12.3
43.1
18.5
6.2
1.5
1.5
100.0
Sunday
Frequency
10
30
12
65
Percent
15.4
7.7
46.2
4.6
6.2
1.5
18.5
100.0
It was important to investigate when businesses were the busiest, in order to see the 
patterns of use of the space. Some businesses were not able to answer ‘the busiest 
worlcmg ttme’ questions due to their nature of operation and opemng hours, thus N 
vanes. Table 8.7 shows that lunch time and evenings are busiest for many 
businesses on weekdays, 67.3% businesses are busy during lunch time and 72.0% are 
usy for evemngs. This is a simple question but responses confiim that many people 
come to the ICCQ to enjoy a night out for a conceit, a play, or for dnnking and eating.
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Weekday Morning 
(N=34)
Yes
No
Total
Frequency
10
24
34"
Percent
29.4
Weekday Lunch 
Time (N=55)
Frequency
70.6
100.0
37
18
55
Percent
Weekday Afternoon 
(N=50)
Frequency
67.3
32.7
15
100.0
fReevbakp/
35
50
Percent
30.0
70.0
100.0
Weekday Evening 
(N=50)
Frequency Percent
36
14
50
72.0
28.0
100.0
Weekend
(N=32)
Morning tweekend Lunch 
Time (N=50)
Weekend
(N=49)
Afternoon Weekend
(N=46)
Evening
Percent frequency Percent Frequency Percent Frequency Percent
No
13 40.6 34 68.0 27 55.1 41 89.1
19 '59.4 16 ^2.0 22 1T4.9 5 ITo.9
TnhJf> R
32 100.0 50 100.0 49 100.0 46 100.0
8.2,6 Size o f Businesses
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Sizes to cater for difi'erent demand.
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Up to 50 Customers
IÔÎ5ÔÔ~
Frequency
201-500 18
Percent
14.9
10.6
19.1
501 - ~Y~------ -------
Total ~J47------ ~
Table 8.9 The Maximum Capacity fo r Customers (N=47)
38.3
17.0
100.0
*
Number of 
Employees
Full Time 
(N=64)
1-10
11-20
21-50
51-100
100 -
Total
Frequency
39
Percent
14
8
64
60.9
21.9
Part Time/ Casual 
(N=64)
Frequency I Percent
36
15
12.5
1.5
3.1
100.0
Table 8.10 The Number o f Employees
11
0
64
56.3
23.4
17.2
3.1
0
100.0
Full Time and Part 
Time Total
Frequency
23
13
18
8
65
Percent
35.4
20.0
27.7
12.3
4.6
100.0
■OA l™  „  rhe W «, M/drinds e x « „ g  B i - i .g t a ,  *  [
“  T "  * '  - P ' e  .  ™
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100/o of the employees live in Birmmgham.
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Median Std. D.
Birmingham
West Midlands
Outside West Midlands
Table 8.11 Origin o f Employees (N=64)
8.3 Building and Location
This section deals with data about the buildings and the 
the ICCQ. location of the businesses im
^•3,1 Year o f Completion o f Building
gni leant enough to be classified as Listed Buildings. Over one quarter (27 3%) 
of businesses operate in buildings built before 1950. More than half(54.5%) of the 
businesses reside in new buildings which werp completed during the 1990s indicating
changed dunng the last decade of thq twentieth century.
Before 1950
1951-1979
1980-1989
1990-1999
Total
Frequency
15
30
55
Percent
27.3
12.7
5.5
54.5
100.0
Table 8.12 The Year o f Completion o f Bunding (V= 55)
8.3.2 Listed Building and the Change o f  Use
Table 8.13 summarises the results of three questions; whether the btulding is listed or 
not. I f  the use has changed since 1990 or not and whether the cuirent owner changed 
t e use or not. It shows that there are 18 (27.7%) listed buildings and 21 (34.4%) 
businesses had applied for a change of use since 1990. Among these who change the
®P““ - B-Sendering Tomism, L » k «
: = = = : = = ,z =
= sr ::~ r i= .'~ :.:
1 » .  b » . w  f t ,  • »  » d  f t . ,  „  t e i n t e , .  ,tek „ u , .  h™ .„„k. «
f c  — dmg bftldftg. A « t e .  t e g  ,  , c c  W  bte.rjLi“: : z: r r :::zz:—
?  T ?  ?  Blbbftpbm a w  Counftl, .
how .btedonte W ftge » . 1 1 ^  « ,« .  f t . ,CCQ » „  » « .
..M ,.g., f t .  «ngte» btemg. „  b . «  f t w  .„d f t .  »f » ,„ . ,  »te te , »te»
Listed Building?
Frequency Percent
Yes '17 27.4
No 45 72.6
Total 62 100.0
Change of Use since loon?
Frequency Percent
Yes 21 33.9
No 41 66.1
Total 62 100.0
Change of Use Since 1990 (N=62)
Haye You Changed the Use?
Frequency Percent
Yes 18 90
No 2 10
& 13 Listed Building and the Change o f Use
8.3.3 Previous Use
As can be seen from Table 8.14, 16 (24.6%) business premises were derelict 4 
(6.2 %) were vacant and 5 (7.7%) were retail shops before redevelopment, ihe  
category of ‘Other’ includes 2 open spaces (in the ICC), travel agent, bank, hospital.
I* *
Space.
The first occupant
Derelict 
Retail Shop
Restaurants
Pub
Vacant
Café
Other
Total
Table 8.14 Previous Use (N=64)
Frequency
20
16
10
64
Percent
30.8
24.6
7.7
6.2
6.2
6.2
1.5
15.4
100.0
8.3.4 Ownership Arrangements and Length o f Lease
T k . majority (80.3%) of businesses do not own the land they operate on but have
lease amangements for their properties (Table 8.15). One respondent mentioned that
h was cheaper to buy the land rather than leasing on the other side of Birmingham so
the company decided to move to Broad Street. Length of leases vary from 3 to 170
years, but many respondents did not know the length of years or were not willing to 
disclose this (Table 8.16).
Table 8.15 Ownership Arrangement (N=61)
Frequency PercentLandowner 11 18.0Lease 49 80.3Other 1 1 .6Total 61 100.0
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Frequency Percent
Up to 5 Years 4 17.4
6-10 Years 4 17.4
11-20 Years 4 17.4
21-50 Years 3 13.0
Over 50 Years 8 34.8
Total 23 100.0
Table 8. 16 Length o f Lease (N=23)
8.3.5 Location Decision Makers
The business location was decided mainly by five factors; the owner, the head office,
Birmingham City Council, British Waterways and ‘Otlier’ (previous owner of the
property). There are 34 national and multinational companies (Figure 8.1) among
the respondents and in their cases decisions were made at head offices. Forty
percent of owners of businesses decided to locate the business in the ICCQ (Table
8.17). One local business owner was moved to the ICCQ by the City Council due to
compulsory purchase. One respondent mentioned the location within the ICCQ as
being more prestigious now than it used to be, noting ‘Now Broad Street means 
something’.
Frequency Percent
lAVe (The Owner) 26 40.0
Head Office 34 52.3
The City Council 3 4.6
British Waterways 1 U.5
Other 1 1.5
Total 65 100.0
Table 8.17 Decision Maker for the Location (N=65)
8.3.6 Important Factors in Decision o f the Location
Respondents were asked to give the factors considered important in siting the business 
in the current premises. They were given a five-point scale on which to indicate 
responses to 12 statements. As many respondents were not directly involved in the
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. decision making process, in some cases they answered the question by guessing what
the head office or the owner had thought. According to Table 8.18, the most
important factors to locate the business in the ICCQ were Statement 1: the ICCQ
being the major redevelopment area in the City and Statement 2: it had good access to
the City Centre. Few businesses regarded being close to the canal as an important
factor, unlike the situation when the Gas Street Basin’ was being developed in the
‘Canal Age’. Overall, locational factors are by far the most important, but amenity
factors, (11, 8, 7, 3 ) do feature as being positive elements in the decision m aking  
process.
N Mean Median Mode St.D.
1. Location in the major redevelopment area of the 
City
53 4.74 5 5 0.59
2. Good access to/from the City Centre. 53 4.32 5 5 0.87
9. Walking distance from ICC, NIA. 51 4.14 5 5 1.13
11. Existence of tourism & leisure activities in the site. 54 4.09 4.5 5 1.12
10. Business Cost (e.g. overheads). 48 3.91 4 5 1.16
8. The attractiveness of this building. 50 3.88 4 5 1.20
7. Safety of the site. 50 3.64 4 4 1.19
3. Close to major leisure facilities. 53 3.60 4 5 1.29
5. Just being in the city of Birmingham. 50 3.48 4 5 1.52
12. Presence of snmlar business. 51 3.04 3 3 1.31
4. Absence of sunilar business. 52 2.98 3 5 1.54
6. Being close to the Canals.
T o U l ^  O 1 O ___T A ____ A iT 1 • T . .
52 2.73 2 1 1.53
8.4, Impacts o f  the Regeneration
This section deals with the results of the impacts of the regeneration of the ICCQ.
8.4.1 Description o f the A.rea before the Redevelopment
Respondents were asked how they would describe the area before the redevelopment, 
using a few adjectives. Thirty-four respondents gave answers to this open ended
® This was one o f the major canal junctions in Birmmgham and it is located round back o f the Hyatt Hotel.
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question. This and one other question, which asked users to give their impression of
the cuirent site, tned to explore how perceptions have changed through the
redevelopment. A simplified content analysis was used to analyse the responses.
The comments are grouped into 6 categories based on themes; the remains of old
heavy industiy, perception of old heavy industry, the canals, commercialism
(busmess), pubs and transition of the space (see Table 8.19). The words respondents
chose convey their perceptions of the area astonishingly well. The most fi-equent
comments about the area before redevelopment relate to the physical remains and
conditions of traditional industry, such as derelict (9), run down (7), old factories and
waste lands (4) and warehouses (3), and these are titled ‘the remains of old heavy
mdustiy’. The second group relates to the perception of the site. These comments
are unattractive (3), poor (2), dirty (2), grotty, grim, terrible, horrible, awful, untidy,
slum, unsafe, untidy (1 each). Only 2  respondents mentioned the canals, both tinting 
them as bad and non-usable.
There are now many business activities in the ICCQ, but there were much fewer once, 
according to comments about ‘commercialism (business activities)’. There were no 
international elements and only a few shops in the area. Some of respondents first 
observed the area when the lands were being cleared for the new developments (it 
took several years to construct the first building in Brindleyplace after the clearance 
of the site). The contrast between what was then and what can be found now is 
illustrated by a comment ‘it was the last place to open businesses’. There are 5 
comments focusing on ‘the transition of the space’, which emphasise the 
improvements after the redevelopment, including ‘whole new iife was brought into’ 
which describes the redevelopment veiy well.
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The remains of old heavy industry ~ -------------------------------------------
Derelict-9, Rim down-7, Old factories-4. Waste land-4, Ware house-3, Falling down-1, 
Few barracks and dump area-1, Inner city site under developed-1
Perception of old heavy industry
Unattractive-3, Dirty-2, Poor-2, Aweful-1 Horrible-1, Grim-1, Grotty-1, Terrible-1, 
Slum-1 Unsafe-1 Untidy-1 Interesting (veiy derelict but)-l
The canals
Canal was closed down —1, The canals were bad-1 
Commercialism (Business)
Nothing-2, Not much businesses-1. No international element-1, Empty land-1 
Old shops, housing department of the council & few clothing shops -1 
Old buildings not used-1. Any shops-!. It was the last place to open business-1
Pubs
Pubs were full of drunks-1. Few pubs-1 
Transition of Space
It was alright after development-1, Brindleyplace was still happening-!
A lot more money now-1, Whole new life was brought into-l
Table 8.19 Description o f the Area brfore the Redevelopment
8.4.2 State o f Business before the Redeveiopmenl
Figure 8.3 indicates whether a business was in the area before the redevelopment or 
not, and 35.4% (23) answered that their business came after the redevelopment. It 
also can be seen from Table 8.20 that the redevelopment has affected 67.8% (42) of 
respondents. These results can be linked to the decision about the location. 
Regeneration has significantly affected the business location within the ICCQ, where 
the huge amount of public money was,,spent to improve the derelict site (see Table 
8.13). Following this investment the private sector was able to invest without taking 
much business risk. Many businesses are designed for up-market young clientele.
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although one old pub has been maintained as it always was for old customers who 
have remained from before the transformation. One respondent, a publican, noted 
their pub was in danger of being demolished for regeneration, but it was a local pub 
and there was strong opposition to its removal by local people. The pub still has its 
old customers and its customers are different from those who go to pubs on Broad 
Street. This pub plays a key role in maintaining ‘the sense of place’ for local 
residents in the redevelopment.
Y es
35%
No
65%
Figure 8.3 Business Operation before Redevelopment (N=65)
Frequency Percent
Yes 11 18.6
No 40 67.8
Don’t Know 8 13.6
Total 59 100.0
Table 8.20 I f  the Area had not been Redeveloped Would your Business be Here in This 
Form? (N=^59)
8.4.3 Particular Business Operation
Respondents were asked if they do anything specific because of their location in the 
redevelopment area, and Table 8.21 summarises these results. They were asked to 
circle appropriate statements and given space to write in additional infonnation. A 
high percent of business (41.5%) do not do anything unique. There are 23.1% 
business respondents who emphasise the history of the site, 38.1% place emphasis on 
Birmingham and 30.8% of them stress the City’s European status.
There were 13 respondents who wrote ‘other operations’. Two mentioned they link
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their businesses with events at the ICC. another two stress the canal. Three
respondents differentiate their businesses from competitors through their service. As
the area has a concentration of drinking places with more and more venues opening
for the consumption of alcohol, these comments confirm that the competition has got
tough in past years. One respondent ‘does nothing special’ since they have no
competition now (one of retail shops). This emphasises the relative weakness of the
retail sector in the area. There are many office buildings in the ICCQ especially in
Bnndleyplace, and one business mentioned that they provide outside catering
(refreshments) for neighbouring offices. This café is one of the main eye-catching
pieces of architecture in Brindleyplace, and also attracts tourists, but one part of
business focus is clearly on neighbouring office workers, creating further ‘business’ 
demand.
Yes No Total
Frequency Percent Frequency Percent Frequency Percent
Emphasise the History o f  the Site 15 . 23.1 50 76.9 65 100.0
Stress the European Status 20 30.8 45 69.2 65 100.0
Emphasise Birmingham 25 38.5 40 61.5 65 100.0
Do not Emphasise Birmingham 0 65 1100.0 65 rioo.o
Nothing Special 27 41.5 38 58.5 65 100.0
Other 13 20.0 52 80.0 65 100.0
Table 8.21 Particular Business Operation (N=65)
8.4.4 Customers
As was expected before the survey, the response rate for tlris question was low, only 8
respondents (12.3%) could give valid answers. The intention was to identify any
change of visitors to the ICCQ from before the redevelopment to thq present. While
the response is small every answer confirmed there are more international visitors
now to the ICCQ than before the redevelopment. Table 8.22 shows the results of
this question and illustrates that there has been increase in customers from outside
Birmingham. This may justify Birmingham calling itself ‘Europe’s Meeting Place’, 
referring to its international element.
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Mean Std. D.
Before Now Before Now
Local Residents 22.1 15.7 19.5 10.2
Local People 27.1 21.4 20.8 16.5
People who work in the redevelopment area 19.0 13.6 36.1 13.8
UK visitors 17.6 26.4 32.4 25.9
International Visitors 11.2 20.0 13.9 9.6
Unknown 2.9 2.9 3.93 3.9
Total 100.0% 100.0%
Table 8.22 The Change o f Customers (N=8)
Table 8.23 summarises changes in customers to businesses in the ICCQ since they 
bpened. In general there are increases in all types of customers. The greatest 
change is the increase in leisure and pleasure visitors (mean 4.1) and the second 
significant customer changes are in international visitors and ‘business’ customers 
(both means are 4). These results suggest that the ICCQ has been attracting people 
from outside Birmingham for both pleasure and business purposes. The two lowest 
means (3.4 and 3.6) are for people who live in the area and Birmmgham.
Mean Medi. Mode Std.D
Leisure/pleasure visitors (N=59) 4.10 4 4 .84
International visitors (N=60) 4.03 4 5 .97
The number of business customers (N=60) 4.02 4 4 .91
UK customers who live outside Birmingham (N=59) 3.85 4 3 1.01
The number of Regulars. (N=60) 3 .78 3 \3 .98
People who work in tlie redevelopment area (N=57) 3.70 4 4 1.09
Local people(who lived in Birmingham) (N=58) 3.59 4 3 1.03
The number of local residents (who live in the atea) (N=60) 3.42 3 3 1.08
Table 8.23 Changes o f the Type and the Volume o f Customers
The origin of customers at the current time is given in Table 8.24. It is obvious that 
people in Birmingham (local residents, local people and people who work in the
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redevelopment area) are the main customers to their businesses (62%), Many
respondents were not able to separate the first two groups and they gave a total of the
two groups together (42%). The mean score for the visitors from outside
Birmmgham is 34% and these are divided into two groups: UK visitors 22% and
international visitors 13%. Although this question may lack precision", as
respondents were not totally clear of the origins of their customers, the figures show
that the ICCQ is heavily used by people from Birmingham. The business success
owes much to local repeat customers, rather than tourists who only come to the area
once or occasionally, which is an important finding of the study. Urban regeneration
needs to consider and value the local people ahead of visitors from outside the
community, and once the genuine reputation of the popularity spreads, then tourists 
will follow.
Six Types
Five
Types
Three
Types
Mean Medi. Mode Std.D Mean Mean
Local residents (who live in the area). 11 10.0 0 14.8
43
62Local people (who live in Birmingham) 32 22.5 20 22.1
People who work at the redevelopment area. 19 10.0 10 20.8 19
Domestic Visitors to B ham from elsewhere in the UK. 22 20.0 20 19.7 22
34International visitors (Non UK Residents) 13 10.0 10 9.4 13
Unknown 3 0 0 4.3 3 3
Total (%) 100% 100% 100%
Table 8.24 Origin o f Customers (N=54)
8.4.5 Prestige and the Redevelopment
This question was asked to see whether having a business in the redevelopment area 
gave prestige or an ‘up market’ image and the results are shown in Figure 8.4. Most 
respondents (92%) answered that being within the redevelopment area gave prestige 
to their businesses, only two respondents answered ‘No’ to this question. One 
remarked that their business was prestigious and therefore tliey brought prestige to 
Birmingham, the other responded similarly, in that their business was already a part of
" See Figure 9.2 which shows the results o f  the origin o f the users. These two lesults are veiy similar to each other.
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a large scale national business. The ICCQ at one point was the last place in 
Birmingham to locate a business, but now gives prestige to businesses. No 
respondents referred specifically to the 4/5 star hotel next to the ICC, but its opening 
in 1990 was the first prestigious development in the area The private money did not 
risk investing in this site before they were certain of return of investment and it has 
taken long before the private sector started to investing on Broad Street. It is 
interesting to contrast these comments with those made about the site before the 
redevelopment took place (Section 8.4.1).
Do n ’t k n o w
No
Y e s
9 2 %
Figure 8.4 The Prestige and the location o f Business in the Redevelopment Area 
8.4.6 The Regeneration and its Effects on Businesses
Table 8.25 provides the results of effects on businesses by regeneration. 
Respondents were asked to circle appropriate numbers to indicate the effects from, -2: 
very negative to 2: very positive. As can be seen from the table, the highest mean 
was 1.56 for the increase in ‘number of customers’. Some respondents mentioned 
increasing number of similar businesses (drinking) in the area, as more and more 
people are coming to the ICCQ and they enjoy a share of a bigger pie, and although 
the mean is the lowest the standard deviation for ‘competition among similar 
business’ is the highest (1.26) indicating a wide range of responses. Some 
respondents mentioned negative impacts of the redevelopment as they had lost 
business to new competitors. As the redevelopment of the area progresses, 
competition has become intense and some businesses may have to leave giving 
opportunities to new businesses.
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Mean Median Mode Std.D.
Number of customers (N=62) 1.55 2.0 2 0.69
Business opportunities (N=61) 1.31 1.0 2 0.76
Image of your business (N=61) 1.26 1.0 2 0.85
Spent per customer (N=61) 1.25 1.0 0.85
Business infrastructure (N=61) 0.94 1.0 1 0.79
Competition among similar business (N=61) 0.66 1.0 2 1.25
Table 8.25 The Regeneration and its Affect on the Business
8.4.7Impacts o f Events on Businesses
The ICCQ has a cluster of spaces and facilities for holding events and this question is
designed to explore the direct impacts of these events on businesses. The
respondents were asked to rate the impacts of events using a five-point scale, -2 =
veiy negative to 2 = very positive. Table 8.26 shows the highest positive impact is
increase in ‘number of customers,’ with a mean score of 1.62, followed by ‘spent per
customers’; the mean of which is 1.17. There are obviously positive impacts on
business operations when events take place. However one respondent commented
that there were limited impacts from holding international political events, as
delegates and press did not venture out to other premises except the ICC and the NIA.
The events which require high security limit benefits or even cause negative impacts
on some businesses. The same respondent angrily mentioned the disaster of the New
Year’s celebration of 1999, which marked the new millennium at Centenaiy Square.
A special passport was needed to enter the area which limited the number of people
who could attend, and considerable business was lost due to high security. Thus the
impacts differ, depending on the type of events. Negative impacts listed include
cnme, noise and litter, but the scores for these are not as high as initially expected.
The City has regular cleaning within the ICCQ, as many respondents mentioned.
Birmingham had a poor image and the importance of regular cleaning is critical to
create and to keep the new image of the new Birmingliam. A few respondents
mentioned the arrival of a fast food shop and the fact that take away food shops cause 
litter, especially on Broad Street.
Meiko Murayama 211
Beyond Manufacturing Industq,: Amenity Place Creation in UK Urban Space- Engendering Tonrism, Leisnre and Recreation in
Birmingham
Table 8.26 Impacts o f Events
Mean Median Mode Std. D.
Number of customers (N=65) 1.62 2 2 0.70
Spent per customer (N=65) 1.17 1 2 0.85
Crime Rate (N=64) -0.33 0 0 0.71
Noise(N=65) -0.68 0 0 0.87
Litter (N=65) -0.78 -1 -1 0.74
8.4.8 Future Business Plans
Many respondents were aware of their future business plans, and many have positive 
intentions as can be read from Table 8.27. Indeed, 61.5 % of respondents intended to 
widen customers’ choice, the most frequent future action. Half of respondents intend 
to expand or develop new branches. Due to expected changes in the law, pubs will 
be allowed to open later than now, a change welcomed by many respondents. One 
respondent who is to close down due to his retirement, had been on Broad Street the 
longest among all respondents. His retirement symbolises the end of the period of 
Broad Street, as being derelict, abandoned and an unpopular business location.
Yes No
Frequency Percent Frequency Percent
Widen customers’ choice of products 40 61.5 25 38.5
Extension of business hours 28 43.1 37 56.9
Expand/develop new branch 33 50.8 32 49.2
Upgrading business space 20 30.8 45 69.2
Narrow down business activities 1 1.5 64 98.5
Close down 1 1.5 64 98.5
Move away from the site 0 0 0 0
Other 2 3.1 63 96.9
Table 8.27 Future Business Plans (N=65)
8.4.9 Opinion o f the Redevelopment
When the questionnaire was designed there were 2 negative statements among 9 
statements, however for the purpose of interpretation they were modified to positive
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statements (see below). In general, respondents have a good opinion about the 
redevelopment as can be seen from Table 8.28. The highest mean is 4.83 for the 
statement ‘the redevelopment is a good use of public money’. Criticism is inevitable 
for any flagship development, however those who locate businesses within and nearby 
benefit from it, and they support the public spending. Other favourable statements 
were ‘the redevelopment is good for a tourism/leisure visit for Birmingham’, and ‘the 
redevelopment has changed the image of Birmingham in a positive way’. Although 
the ICC was initially aimed to promote business tourism, respondents consider the 
area attracts pleasure tourists and the leisure segment as well
statement 8: ‘the site enhances quality of life for local residents’ had the lowest mean 
(3.63) and the lowest mode (3) with the highest standard deviation (1.17). There are 
slightly more negative answers for this statement, and some business respondents 
hesitated when they answered this question. They consider noise, pollution (the area 
is still under construction) and a major concentration of drinking places and these 
issues reflected on the answers. The second lowest mean (4.08), and the second 
highest standard deviation (1.15) was for statement 5; ‘the site provides a good mix of 
land uses’. Some respondents remarked that there were mainly eating places and 
pubs and little else and they scored this low. It is worth noting that some 
respondents have a poor opinion about pedestrian plamiing (statement 7), those on 
Broad Street commented on the trouble of crossing a busy four-lane road. Some 
respondents suggested that the road should be pedestrianised on weekends, or 
restricted for private cars during nights, when traflic is very heavy.
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Statements Mean Median Mode Std. D.
2; The redevelopment is good use of public money. 
(N=65)
4.82 5.0 5 0.56
1: The redevelopment is good for a tourism/leisure 
visit for Birmingham. (N=65)
4.74 5.0 5 0.54
4: The redevelopment has changed the image of 
Birmingham in positive way (N=65)
4.63 5.0 5 0.63
6: This site is more vibrant than other parts of 
Birmingham city centre (N=65)
4.30 4.0 5 0.82
3: Overall the quality of the development of this site 
is high. (N=65)
4.25 4.0 5 0.85
9: This site boosts civic pride. (N=65) 4.22 4.0 5 0.98
7: The pedestrian planning gives easy access within 
the site. (N=65)
4.08 4.0 5 1.02
5: The site provides a good mix of land uses (office, 
visitor attractions, etc). (N=65)
4.08 4.0 5 1.15
8. This site enhances quality of life for local 
residents. (N=64)
3.64 4.0 3 " 1.17
Table 8.28 Opinion o f Redevelopment
8,5 Planning Process
This sechon deals with results of communication between the businesses and the 
Council regarding the planning process.
8.5,1 Awareness o f Aim s o f  the City Council and Key Features 
The majonly of respondents (65.1%; N=43) claimed they were aware of the original 
redevelopment aims of the City Council (see Table 8.29). However only 12 of them 
could recall the key features of the redevelopment plan (Table 8.30). These were 
divided into two categories, physical (tangible) development and the intention of the 
developments. In terms of tangible development the flagship development, such as 
the ICC and the NIA were noted twice, and SH once. Other than these, respondents 
were aware of developments and improvements of hotels, the canals. Broad Street,
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pubs and restaurants, and an aquarium. Many respondents remembered that the City 
was trying to bring in business, and to attract visitors, which could be seen as ‘the 
intention of development’. Indeed this idea came to the Council twenty years ago 
(as mentioned by one respondent), but nothing really happened until the 1990s. 
Although the idea first appeared two decades ago, the scale of regeneration was so 
large, in terms of amount of money and land, that physical transformation started 
much later. The intention of the Council seems to be shared by the respondents and 
this may have facilitated early business location on their site. These questions also 
revealed that information about future developments is known through newspapers
Frequency Percent
Yes 28 65.1
No 15 34.9
Total 43 100.0
Were you aware pf the aims of the City Coimcil when it began the redevelopment of this
area?
Table 8.29 Awareness o f the Aims o f the City Council (N=4S)
Physical (Tangible) Development "
Convention Centre-2, Aema-2, Broad street-2, Hotels-2, Canals-1, 
Brindleyplace-1, Pubs and restaurants-1, Road works, construction-1, 
Sea life centre-1, Symphony hall-1,
Intention o f Development
More people to come-2. To Bring tourists-l. Prime location-1,
News items about development in local newspapers twenty years ago-1
Derelict buildings all ready for redevelopment-1
To bring business in and also overseas business, MNCs.-l
To be able to hold major political events, sports events-1
To upgrade waste lands and open offices-1
To make more customer ffiendly-1. To make the area place to be-1
Table 8.30 Key Features o f the Redevelopment You Recall (N= 12)
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8.5,2 Harmony between Business Operations and Direction o f the Redevelopment 
Table 8.31 shows the results of the question ‘Do you think your business operation is 
in line with the direction of redevelopment intended by the City Council?’ About 
66% of respondents (N=60) replied that their business operation was in line with the 
direction of the City Council, but 10% of them did not agree. Then the reasons for 
their answers were asked in open ended form. Appendix 8 summarises the results of 
the 43 respondents. Thirty-one respondents answered ‘Yes’ and their responses were 
divided into three groups according to their contents (simplified content analysis was 
used), to provide service , to promote Birmingham’ and economic impacts’. 
Some respondents were aware that their service was needed for the City to enhance 
the quality and variety of services. One respondent replied that their pub was to 
attract ‘a certain type of customers-quality, and create a female-friendly go out & 
dnnk atmosphere. Not just to get drunk. Indeed this attitude can be observed 
from the whole site in general, as businesses want to attract a certain type of customer.
Many respondents clearly want to boost Birmingham, and these can be seen in the 
second group ‘to promote Birmingham’. One respondent mentioned that tl\ey are 
ambassadors for Birmingham, and they promote the City. There were several 
respondents who saw the importance of the economic impacts of the redevelopment 
and aimed to bring money into the City. However there were 6 respondents who did 
not think their business operations were in line with the direction of the City Council. 
Some of them are non-food and beverage retailers (retail shops) and they feel 
uncomfortable surrounded by pubs, cafes and bars. One interesting comment made 
by one retailer was ‘I’m scruffy... They don’t want any shops’. Since the area has 
been upgraded significantly, the old existing shops do not feel they are fitting the 
‘young vibrant-funky and smart’ environment (mentioned by one respondent who 
answered “Yes”). Six respondents replied they did not know if their business 
operation was in line with the Council. They indicated that was mainly due to lack 
of information about the City Council and its goals.
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Frequency Percent
Yes 40 65.6
No 6 9.8
Don’t know 15 23.1
Total 61 100.0
City Council?
Table 8.31 Business Operation and Direction o f Redevelopment (N=61)
8.5.3 Involvement in the Planning Process
Only 9 (16/o) respondents felt they had been involved in the planning process (see 
Table 8.32). As can be seen from Table 8.4 there were only 13 businesses in the 
ICCQ before 1989, whereas 41 businesses have started since 1995. Therefore many 
respondents have arrived in the ICCQ half way through the redevelopment or later, 
and it was clear that these newer arrivals had not been involved in the planning 
process. The general approach of the Council was to inform rather than involve the 
local business group in the developing stages. One respondent commented they were 
not allowed to be involved in the process by the Council. However one renovated 
site had a close partnership with the Council since their building is listed and they had 
to follow the tight regulations set by the Council. It seems the degree of the 
involvement varied depending on what type of business and property the owners had. 
Planmng involvement hy locals often raises active discussion, one respondent noted 
that although his business has a close information link with the Coupcil, he admitted 
that the Council did not necessarily infonn them due to ‘pohtics’.
Frequency Percent
Yes 9 16.4
No 33 60.0
Don’t know 13 23.6
Total 55 100.0
Table 8.32 Involvement o f Planning Process (N=55)
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8.S.4 Communication between the Businesses and the City Council 
Table 8.33 summarises the results of the three questions about planning information 
communication between the businesses and the City Council. In general 
communications between the two actors are relatively neutral. Question 1 asked 
‘how well the City Council informed businesses about future plans for the site?’, and 
thè mean score was 3.56 with a standard deviation of 1.45. The actual information 
network between the Council and each business scored lower than this. The mean 
for ‘between the business community and the Council’ is 3.18, and for ‘between you 
and the Crty CouncrT was only 2.87. There is obviously unequal information being 
passed to businesses in the ICCQ. Some respondents complained that they had not 
received any information from the Council, on the other hand some of them have City 
Council officers as customers and they inform them of plans in an informal situation. 
Some respondents noted that they obtain information from leaflets, newspapers and 
neighbouring businesses. This information network reflects the results of these 
questions, some of them obtain information from their business community rather 
than directly from the Council. Although the site has been continuously changing 
and the City Council regards this space as a critical redevelopment location, it does 
not seem to pass an appropriate information for the businesses.
Figure 1 and Table 2 in Appendix 8 summaries the reasons for the answers about
communications between the Council and each business; ‘How well did the council
inform you about the future plans for the site?’ These results indicate that the City
Council has not been providing enough information to many businesses, but some
note they have regular meeting or enough access to information. It is well worth
noting that some of businesses are members of Birmingham Marketing Partnership"
and through this organisation they gain information which non-members cannot
obtain. Frustrated voices were heard from respondents, particularly in these
questions. Some businesses are very small scale and do not necessarily have enough
resources to become a member, and this obviously makes for inequality in acquiring 
information.
" This was established in 1993 to promote Birmingham and the region as an ideal venue for major events, business and 
leisure tourism. The partnership is financed by both public and private sector support.
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Many respondents complained about the millennium celebration of New Year’s Eve in 
1999, as discussed above. The Council informed them only a week before the 
celebration about the road closure of Broad Street, and the fact that they needed to 
have a special ticket to get inside the ICCQ. The City Council closed the road for 
three days and information that was given by the Council was not consistent, which 
made huge problems and confusion for the businesses in the ICCQ. This seems to 
have caused distrust towards the Council by some respondents.
Statements
1
2
. 3
N Mean Median Mode Std.D.
47 3.56 3 5 1.45
60 3.18 3 4 1.24
61 2.87 3 4 1.30
Statement 1 : How well did the city council inform you about the fiiture plans for this site?
Statement 2; Is there a good business information network between the business community and the 
City Council?
Statement 3; Is there a good business information network between you and the City Council? 
Table 8.33 Communication between the City Council and the Business
Over 80% of respondents agreed there was a need for more information on future 
redevelopment plans from the City Council (Table 8.34). Both those who have not 
received information and those who claim to be well informed think there is a need 
for more information, suggesting this is a universal opinion and something which 
needs to be addressed.
Frequency Percent
Yes 50 80.6
No 4 6.5
Don’t know 8 12.9
Total 62 100.0
‘Do you think there is a need for more information on future redevelopment by the city 
council?’
Table 8.34 Need for More Information from the City Council (N=62)
8.6 Conclusion
This chapter dealt with findings from a questionnaire for Amenity Busitiesses in the
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ICCQ. As shown in Chapter Seven, much debate on new changes originated 
especially during the second half of the 1980s, and actual physical transformation 
took place in the 1990s. The ICCQ has changed drastically during the past decade, 
and overall this is perceived to be positive from a ‘business’ perspective. It is 
especially worth npting the dramatic change in the perception of Broad Street, from it 
being ‘the last place to open a business’ to ‘the prime business location’, which was 
commented by one of the respondents. It has therefore been revealed that the 
majority of the businesses have arrived in the ICCQ after the regeneration had begun 
to take shape. A quarter of properties have been renovated and converted into new 
use for tourism, leisure and recreation. Most of the private sector had invested in the 
ICCQ only after the public sector had committed a large amoupt of money and 
created a welcoming environment for business opportunities.
Due to its mixed uses and functions, the ICCQ is active from before 9am until much 
after 5pm, and even during the weekends. The ICCQ has created new spaces that 
Birmingham had never had in the inner city, and attracts not only local and regional 
visitors but also international visitors. Urban regeneration using flagship 
developments are often criticised but in this case the respondents have benefited 
greatly from this public expenditure and they welcome the regeneration.
However, the level of involvement in planning by the respondents has been revealed 
as limited. Although the majority of the businesses have arrived during the 
regeneration process, the Council did not encourage their involvement and only 
informed them, rather than involving them. Thus, there is a clear need for 
improvement in the sharing of information by the City Council. The next two 
chapters deal with findings from the questionnaire to users.
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Chapter Nine Findings of Users: 1
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9.0. Introduction
This chapter deals with the survey of users of the ICCQ. It firstly explains the 
characteristics of the sample and this is followed by descriptive statistics. The 
results of statistical analysis are given in the next chapter.
All data collected in the ICCQ, except from the one open-ended question, were 
analysed through the Statistical Package for the Social Science (SPSS) Version 9 and 
10, and Excell 97 and 2000. The package is chosen in order to present data analysis 
efficiently, clearly and visually. Simplified content analysis and inter-observer 
agreement was employed to analyse data gained from the open-ended question.
The following are the objectives of the data analysis:
- to illustrate the characteristic of the samples by visual display
- to describe how the samples used the space in the ICCQ
- to measure opinions about the ICCQ
- to compare Birmingham with other post-industrial cities
- to identity the relationship between opinions and use of the ICCQ and
demographic characteristics
- to discuss overall opinions of the space
9.1 The Administration o f  the Questionnaire
The questionnaire was administrated in May 2000 in the ICCQ. The survey was 
conducted by face to face interviews. Most people who were approached by the 
researcher were friendly and co-operative and completed the questionnaire. Many 
respondents spontaneously provided extra information during the interview and these 
conversations were very useful in analysing and interpreting the data, although these 
informal qualitative data are not analysed directly.
On the other hand, there were a few unexpected encounters during the survey. 
Several respondents could not complete the interview and several foreign visitors did 
not understand English well enough to complete the questionnaire. Initially 360 
people participated in the interviews but 19 questionnaires turned out to provide 
unusable answers, and they were discarded from the analysis.
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9.2 The Characteristic o f the Samples
A  total of 341 questionnaires were generated over four different time periods in the 
ICCQ; 1 [weekday daytime (9am- 5pm), 2:weekday evening (5pm-8pm), 3[weekend 
daytime and 4:weekend evening (see Table 9.1).
Frequency Percent
Weekday Daytime 81 23.8
Weekday Evening 89 26.1
Weekend Daytime 88 25.8
Weekend Evening 83 24.3
Total 341 100.0
Table 9.1. Dates and Time o f Data Collection (N=341)
Background information on each sample was sought to investigate the characteristics 
of people who use the space. Eight major socio-demographic characteristics were 
sought: gender, age group, educational level, occupation, size of house-hold, number 
and type of company, origin of users (birth place and place where they live now) and 
length of residence in Birmingham
9.2.1 Age and Gender
Figure 9.1 displays the results of the cross-tabulation of age groups and gender. It 
shows that there are a high percent (46%) of younger people (under 35 years old). 
Gender composition is not even, with slightly more male (57.8%) than female 
(42.2%).
Meiko Murayama 223
Beyond Manufacturing Industiy: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
100
80
60
40 -  
20 t  
0
“ I' a  Female 
□  Male
16-25 26-35 36-45 46-55 56-65 66-
Figure 9.1 Gender and Age Group Cross-tabulation (N=341)
9.2.2 Highest Level o f Education
The level of education was divided into four categories; school education (secondary, 
grammar school, A level or O level as basic school level), further education (diploma, 
higher national certificate, college or non-academic level), higher education (degree 
and) and post graduate. The results are provided in Table 9.2. A surprisingly high 
percentage of respondents are highly educated, with 42.3% (N=338) of the total 
sample having degree or post graduate degree education.
Four categories Three categories
Frequency Percent Frequency Percent
School Education 126 37.3 School Education 126 37.3
Further Education 69 20.4 Further Education 69 20.4
Higher Education 106 31.4 Degree, Master, 
PhD
143 42.3
Post Graduate 37 10.9
Total 338 100.0 338 100.0
Table 9.2 Level o f  Education (N=338)
9.2.3 Occupation
Respondents were asked for their current occupation and these answers were grouped 
and coded into seven categories; AB, Cl, C2, D, unemployed, students and retired as 
shown on Table 9.3. The results show that 35.5% were classified as AB and this 
group is the largest among respondents. Group Cl is 15.9%, so white collar 
employees (AB plus Cl) make up, 51.2%. Retired people also reach 15.9%, the next
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major group being students 12,4%. Although Birmingham has relatively high 
unemployment there were only 6 unemployed respondents. Occupation was 
grouped into five major categories for the statistical analysis (in Chapter Ten). The 
results of education and occupation of the respondents are similar with, relatively 
higher classifications of occupations among the sample.
Occupation Major Groups of Occupation
Frequency Percent Frequency Percent
AB 120 35.3 White- Collar 174 51.2
Cl 54 15.9
C2 35 10.3 Blue- Collar 64 18.8
D 29 8.5
Unemployed 6 1.8 Unemployed 6 1.8
Students 42 12.4 Students 42 12.4
Retired 54 15.9 Retired 54 15.9
Total 340 100.0 Total 340 100.0
C2: /  Skilled manual worker/ Skilled working class, D; semiskilled, housewife 
Table 9.3 Occupation o f Respondents (N=340)
9.2.4 Ethnic Background
Initially 13 categories of ethnic background were prepared and they were 
subsequently collapsed into 4 major categories for the statistical analysis in Chapter 
Ten (See Table 9.4). The majority of respondents were White British (62.5%) 
followed by White Other (18.8%). The total number of Black people was 25 (7.3%) 
and Asians numbered 39(11.4%).
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Frequency Percent Frequency Percent
White British 213 62.5 White British 213 62.5
White European 51 15.0
White Other 64 18.8White Other 13 3.8
Black African 2 0.6
Black 25 7.3Black Caribbean 18 5.3
Black Other 5 1.5
Indian 11 3.2
Asian 35 10.3
Pakistani 1 0.3
Bangladeshi 4 1.2
Chinese 7 2.1
East Asian 12 3.5
Middle-Eastern 4 1.2
Total 341 100.0 Total 341 100.0
Table 9.4 Ethnic Background (N=241)
9.2.5 Size o f Household
Respondents were asked how many adults and children live at home together and the 
results are shown in Table 9.5. The left side of the table shows the number of 
adult(s) in a household; 21.6 % live on their own and 60.9% live with a spouse, a 
partner or a fiiend. The rest of the respondents (17.5%) live with their grown up 
family members. The right half of the table shows the number of children in each 
household. It reveals that 65.1 % don’t live with any children, while 34.9% live with 
a child or children.
Meiko Murayama 226
Beyond Manufacturing Industiy: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation :
Birmingham
Number of Adults Number of Children
Frequency Percent Frequency Percent
2 206 60.9 0 220 65.1
1 73 21.6 1 50 14.8
3 27 8.0 2 40 11.8
4 18 5.3 3 19 5.6
54- 14 4.2 44- 9 2.7
Total 338 100.0 Total 338 100.0
Table 9.5 Size o f Household: Adult(s) (N=338) and Children (N=338)
9.2.6 Company o f the Visit
Table 9.6 shows only 14.7% came to the ICCQ by themselves, others came with 
company which means either or both; friends, family, business partners or an 
organised group. Nearly half (47.2%) of respondents answered that they were with 
friend(s) and about a quarter (26.7%) with family and relative(s), while 17 
respondents were with both friend(s) and family/relatives. About 14% of 
respondents were with business partners and only 9 people came with an organised 
group. This mixture of company reveals that the ICCQ is not solely for business use 
but also for pleasure purposes. Events are held at the ICC, the NIA and other venues 
and groups are organised to attend events, thus the ICCQ has to be able to provide for 
both individual as well as group demand.
Frequent Percent
With Friend(s) 161 47.2
With FamilyZRelative(s) 91 26.7
With Business Partner(s) 47 13.8
By Yourself 50 14.7
With Organised Group 9 2.6
Table 9.6 Company on the Visit (N=341)
9.2.7 Origins o f Users
The origins of users were asked in three different questions. First they were asked if
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they live in Birmingham, and if so, which part of the City (ward and post code) they 
were from. The second question was to investigate the origins (place of residence) 
of non-Birmingham residents. Lastly the place of birth was questioned to know if 
they are British bom or not. Birmingham is one of the most multicultural cities in 
the UK and there are many immigrants and international students. The three 
questions aimed to reflect this cultural background of the City.
The results of these questions are shown in Figure 9.2. They show that the majority of 
respondents were from Birmingham (50%) and the surrounding area (14%). 
International visitors are 12 %, including both Europeans and the Rest of the World, 
indicating the ICCQ is an international space in terms of visitation. The remaining 
23% from the Rest of England and Wales.
T h e  R e s t o f  
t h e  W o r l d  
9 %
W  a i e s
sS ii
T h e  R e s t o f  
E n g l a n d
2 2 %  W e s t
M I d l a n d 8 
1 4 %
B i r m I n g h a m  
5 0 %
Figure 9.2 The Origin o f Users (N=338)
Figure 9.3 shows those living in wards in Birmingham. The ICCQ is located in 
Lady wood, and Edgbaston and Aston are immediate neighbouring wards within 
walking distance of the ICCQ. Among Birmingham residents (N=170), about a 
quarter (25.9%) live in Lady wood, Edgbaston and Aston, and three quarters live in 
other parts of the City. This is an encouraging figure, as it shows the ICCQ is used 
by immediate local residents, and it may be regarded as their ‘extended garden’, and 
these respondents did not feel alienated from this prestige development.
The results of place of birth are shown in Figure 9.4. Almost a third (32.2%) were 
bom in Birmingham and 9.1% were in the West Midlands. A comparison of these 
figures and earlier results indicates the nature of Birmingham as an immigrant City. 
Almost three quarters (73.7%) were born in the UK, while 12.1% were European bom
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and 14.2% were bom elsewhere in the world.
Ladywood,
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Birmingham ^ 26%
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Figure 9.3 Origin o f Respondents within Birmingham (N=170)
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Figure 9.4 Place o f Birth (N=339)
9.2.8 Length o f L ife in Birmingham
There were a number of respondents who used to live in Birmingham but had moved 
to other parts of the UK or even outside the country. All respondents were asked if 
they had lived in the City and if so, the length time in the City. As can be seen from 
Figure 9.3 (above), 170 respondents currently live in Birmingham, however, in total 
205 respondents, 60.8% (N=337) were living or had lived in the City (See Figure 9.5). 
Some of them work outside the City and commute to Birmingham, some visited 
family and friends, and some came to see the changes in the ‘new’ Birmingham. It 
seems those who were not currently living in the City have and maintain links to 
Birmingham.
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Figure 9.5 Residents in Birmingham (N=337)
Those who live and had lived in the city were asked the length of years spent in 
Birmingham. The results are shown in Figure 9.6. Two hundred people responded 
ranging from only a week to 72 years. Twelve per cent of respondents have lived in 
the City for a year or less, whereas 43.0% of them have lived in Birmingham for more 
than 21 years. Many respondents answered they have been in Birmingham for their 
whole lives.
100
X
Less than a Ito 5 Year 6-10 Years 11-20 Years More than 
year 21 years
Figure 9.6 Length o f life in Birminghum (N=200)
9.2.9 Visits to Birmingham and Length o f Over Night Stay(s) in the City 
Only 43 respondents of 341 were visiting Birmingham for the first time (Table 9.7). 
Those who did not live in Birmingham were asked the length of their stay in the City 
(Figure 9.7), and more than half of them (56.1 %), had come to the City for a day visit. 
A tenth of them stayed only one night, 11.7 % spent 2 to 3 nights and 22.2 % stayed 
more than 4 nights. Birmingham is located in the middle of the country with good 
access by air, rail and road. The good access from other parts of the country enables
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day trips and creates less demand for accommodation.
Frequency Percent
Yes 43 25.1
No 128 74.9
Total 171 100.0
Table 9.7 Is This the First Visit to Birmingham? (N=l 71)
4 and 
more than 
4 Nights 
22%
Day Visit 
56%2-3 Nightsi 
12%
Night Stay 
10%
Figure 9.7 Length o f Over Night Stay in Birmingham (N=171)
9.2.10 Transportation Used
The findings (Figure 9.8) reveal that cars are the most popular (38.1%) way to come 
to the ICCQ, followed by public transportation; bus (27.9%) and train (15.5%). A 
surprisingly high figure of 15.2 % (52 respondents) came to the ICCQ by foot without 
using any transportation, including local residents (Ladywood, Edgbaston and Aston) 
and respondents who stayed at hotels in the ICCQ. This figure is very encouraging 
to the City Council, which is committed to improvements in pedestrian planning in 
the City Centre. There were 2.1% (7 respondents) who arrived by bicycle, and 2.9% 
(10 respondents) used other transportation i.e. coach or boat. The arrival by boat 
should be stressed, since the renovation of the area has attracted more leisure boat 
trips to Birmingham. The much improved attractive leisure environment along the 
canals provides an attractive setting for a break or as a final destination. One of 
respondents came to the area to buy a pleasure boat despite Birmingham being the 
most inland city in England. A minority of respondents (9.7%) used 2 or more
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transportation methods to arrive at the ICCQ.
Only Foot
Bicycle
Other
Figure 9.8 Transportation o f  Respondents (N=341)
9.3 Spatial Consumption
This section deals with how respondents use the ICCQ from several perspectives, 
such as purpose and frequency of visit and their activities within the ICCQ.
9.3.1 Main Purpose o f Visiting to Birmingham and the ICCQ
The results of these two questions reveal one of the most interesting findings of the 
survey (Table 9.8). One third of the sample (N=341) came to the City for business and 
two thirds for pleasure (divided into seven categories; shopping, eating out, clubbing, 
visiting friends and relatives, sight seeing, art visit and events). The remaining 2.1% 
came for other reasons. These results are very similar to those for the second 
question, which shows that more people visit the ICCQ for pleasure purposes. 
According to Table 9.9 and Figure 9.9, over a quarter (27.0%) of the respondents gave 
the main reason for coming to the ICCQ as work or business reasons, and the majority 
(62.8%) came for pleasure reasons. Over 7% of interviewees use the space to walk 
through to other parts of the city or just enjoy walking. The ICCQ is designed to 
provide a mix of uses and there are office blocks, convention facilities as well as the 
canals, a visitor attraction, food and beverage related retailers and shops with open 
spaces. The City Council initially emphasised developing business tourism but the 
improvement of leisure facilities was not ignored, partly explaining the large number
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of people who come to the ICCQ for pleasure reasons. The mixed uses in this sense 
have succeeded in attracting both business and pleasure visitors.
Eleven Categories of Purposes Three Major categories
Frequency Percent Frequency Percent
Business/Work 111 32.6
Work 110 32.3Research 1 0.3
Sight Seeing 62 18.2
Art Visit 36 10.6
Shopping 35 10.3
Eating Out 35 10.3 Pleasure 225 66.0
Event 28 8.2
Visiting Friends and Relatives 23 6.7
Clubbing 6 1.8
Chore 2 0.6
Chore 4 1.2
Hospital Visit 2 0.6
Total 341 100.0 Total 341 100.0
Table 9.8 Main Purpose o f the Visit to the Central Birmingham (N=241)
Six Categories of Purposes Three Major categories
Frequency Percent Frequency Percent
I work in the site 33 9.7
Work 97 28.5Convention and Exhibition 46 13.5
Other Business 18 5.3
Pleasure 217 63.6
Pleasure 246 71.2
Stroll / Walk through 26 7.6
Other 1 0.3 Other 1 0.3
Total 341 100.0 Total 341 100.0
TableV.9 Main Purpose o f Visiting the ICCQ
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Figure 9.9 Main Purpose o f  Visiting the ICCQ (N^341)
9.3.2 Frequency o f Visiting to the ICCQ
It was found that 36.2% respondents (N= 337) visit the area more than once a week as 
shown in Table 9.10. Compared to those on their first visit to the city (43 people), 
69 people were visiting the ICCQ for the first time. The results indicate that 61.4% 
(207 people) come to the ICCQ regularly; weekly or monthly. As shown in the 
results above, 97 people came to the ICCQ for business purposes, thus repeat 
visitation to the ICCQ is not confined to business users. The high rate of repeat use 
shows the space is alive and generates positive feelings about the developments.
Frequency Percent
5-7 Times Weekly 51 15.1
1-3 Times Weekly 71 21.1
1-3 Times Monthly 85 25.2
1-3 Times Yearly 56 16.6
Once in a Few Years 5 1.5
First Time 69 20.5
Total 337 100.0
Table 9.10 Frequency o f  Visit to the ICCQ (N -337)
9.3.3 The Specific Activities in the ICCQ: Today
Respondents had to tick all the specific activities that they did/were going to do in the 
ICCQ, from the list of twelve. Figure 9.10 reports what they did on the day of visit.
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The four most popular activities Avere to have a drink (61.3%), walking along the 
canals (56.0%), promenade/sit in public open space (48.1%) and have a meal (44.6%). 
These are far more popular than the remaining activities. It is not surprising having 
a drink and eating are very popular, there are various cafés, pubs and restaurants to 
satisfy the high demand. The ICCQ provides relaxing opportunities for users and a 
high percentage of respondents enjoyed walking along the canals and being in the 
public open spaces. There was an expected reasonable rate of attending a 
convention (13.8 %) and concerts (14.1%) reflecting the ICC and the SH presence. A 
small percentage (5.3 %) attended events at the NIA but this reflects what was on at 
the NIA at the time of the survey. A small number of respondents (3.8 %) visited the 
Sea Life Centre and 4.4% enjoyed a play at the theatres, while 7.9 % went to art 
galleries. A majority (56.0 %) took advantage of the canal by walking along it and 
7.6 % went on a boat On the canal.
During the survey periods there were only a few days when there was rain, thus owing 
to the nice weather nearly half of the respondents spent time outdoors. When the 
weather is wet and cold this response rate would change significantly Only 8.5% of 
respondents went to clubs, reflecting the fact that the data collection finished at 8 pm 
and many people who go to night clubs arrive at Broad Street after 8pm. The street 
has become the most attractive clubbing street in the West Midlands, and if the survey 
had been conducted after 8pm then the response rate would have been different.
Table 9.11 shows the sum of all activities of respondents and the mean score is 2.75 
per respondent activities. Ten respondents did not engage in any of listed activities, 
but the majority of them (75.1%) enjoyed two or more than two activities in the space. 
These findings indicate that the different fiinctions of the environment enable users to 
enjoy various activities. The ICCQ provides different enjoyments to users and they 
can spend a whole day without going out of the ICCQ.
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Figure 9.10 Specific Activities in the ICCQ: Today (N=341)
Frequency Percent
Two Activities 92 27.0
One Activity 75 22.0
Three Activities 62 18.2
Four Activities 49 14.4
Five Activities 34 10.0
Six Activities 13 3.8
No Activity 10 2.9
Nine Activities 4 1.2
Seven Activities 2 0.6
Total 341 100.0
Mean;2.75, Median:2.0, Mode:2,
Std. P.: 1.66___________________ ____________
Table 9.11 Specific Activities in the ICCQ: Today-All Together (N=341)
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9.3.4 Frequency o f Specific Activities in the ICCQ: Previous Visits 
The results of frequency of use of space (N=258) are summarised in Table 9.12. In 
general, canals, public open square, and food and beverage retailers are the most 
regularly used compared to other facilities. These four activities were the most 
popular during the survey (see above), and are both regularly and occasionally 
enjoyed by respondents. About three quarters of them had experienced walking 
along the canals and had a drink. People who work at the ICCQ, who come for a 
conference, an event or a concert can easily participate in any of the top activities.
Regularly Occasionally Never
Freq. Percent Freq. Percent Freq. Percent
Walk along the Canals 57 22.1 143 55.4 58 22.5
Have a Drink 85 32.9 110 42.6 . 63 24.4
Have a Meal 56 21.7 129 50.0 73 28.3
Promenade/Sit in Public Open Spaces 47 18.2 115 44.6 96 37.2
Concert at Symphony Hall 33 12.8 102 39.5 123 47.7
Event at NIA
1
8 3:1 111 43.0 139 53.9
Sea Life Centre 3 1.2 101 39.1 154 59.7
Go to a Club 35 13.6 63 24.4 160 62.0
Visit the Galleries 14 5.4 80 31.0 164 63.6
Performance at the Theatre 12 4.7 82 31.8 164 63.6
Be on a Boat on the Canal 9 3.5 78 30.2 171 66.3
Convention in ICC 17 6.6 57 22.1 184 71.3
Table 9.12 Frequency o f Specific Activities in the ICCQ (N=258)
9.3.5 The Use o f Space Today
The respondents were asked to circle places that they visited in the ICCQ, and the 
findings are summarised in Table 9.13. The ICCQ is divided into 4 smaller spaces: 
Centenary Square, the Canals, Brindleyplace and Broad Street, and the most visited 
places are Centenary Square (63.6%) and Brindleyplace (63.0%) and followed by 
Broad Street, (60.4%) and the Canals (59.8%). Centenary Square is the main 
pedestrian route to the traditional core of Birmingham and many respondents took this 
route to reach the station and the town hall. The total number of places they visited
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were added and the results are shown in Table 9.14. Only 0.9% spent their time 
solely in the ICC, 28.2% went to one place, 22.3% people went to two places, 20.5% 
used three places and over a quarter (28.2%) used all 4 spaces. The results show 
respondents moved around within the ICCQ and the planning and design succeeded in 
this respect, in that people walked and visited the different places to a significant 
degree.
Yes No Total
Frequency Percent Frequency Percent Frequency Percent
Centenary Square 217 63.6 124 36.4 341 100.0
Brindleyplace 215 63.0 126 37.0 341 100.0
Broad St. 206 60.4 135 39.6 341 100.0
The Canals 204 59.8 137 40.7 341 100.0
Table 9.13 Places Visited within the ICCQ (N=34I)
Frequency Percent
All Four Places 96 2&2
One Place 96 2&2
Two Places 76 2Z3
Three Places 70 20.5
Only within the ICC 3 0.9
Total 341 100.0
Mean: 2.47, 
Std. D.il.20
Median:2, Mode : 1 &4,
Table 9.14 Total Visited Places in the ICCQ (N=^341)
9,3.6 Walking to Other Parts o f the City
The Council was determined to put an emphasis on pedestrian access when they were 
planning the area. The above results revealed that people do walk and go to different 
places within the ICCQ and the responses to this question also support this. The 
ICCQ has a cluster of different functions, however, as has already been revealed, 
some respondents only visited one space or one activity within the ICCQ. Broad 
Street is a main entrance to the City Centre and there are many bus stops along the
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road and large car parks located in the ICCQ. The space is self-contained for some 
users, and half of the respondents stayed entirely in the ICCQ. Figure 9.11 shows 
that 55.2% ( 187) of respondents walked to other parts of the City Centre on the day of 
interview. However the remaining ones did not walk beyond the boundary of the 
research area. It is not easy to decide if the pedestrian planning to the rest of the 
City Centre has been a great success or not from these results, since each respondent 
has different objectives and various levels of freedom of time. It can be concluded, 
however that the ICCQ does provide relevant pedestrian routes due to the fact that 
over the half of respondents walk to the other parts of the City
J ^
Figure 9.11 Walk to the Other Part o f  the City Centre (N=339)
9.4 The Perception o f the ICCQ
This section reveals how respondents considered the ICCQ. Different questions 
were prepared for them to evaluate the changes, facilities, attractiveness and to 
comparisons with other cities.
9.4.1 Visit the Area Before 1990 and Comparison o f the Space Before and after the 
Redevelopment
The results are summarised in Table 9.15. As can be seen half of the sample (50.4%) 
had been to the area before 1990 and they were asked to tick appropriate statements 
regarding accessibility, safety, interesting and attractiveness, comparing past and 
present. The table shows that many changes have been perceived positively by the 
respondents. A high percentage of 95.5% (N= 154) answered that the site is
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Visit the Area pre-1990 (N=340)
Frequency Percent
Yes 172 50.6
No 168 49.4
Total 340 100.0
Accessibility (N=154)
Frequency Percent
More Accessible Now 147 95.5
Less Accessible Now 7 4.5
Total 154 100.0
Safety (N=138)
Frequency Percent
Safer Now 132 95.7
Less Safe Now 6 4.3
Total 138 100.0
Interesting (N=155)
Frequency Percent
More Interesting Now 152 98.1
Less Interesting Now 3 1.9
Total 155 100.0
Attractiveness (N=156)
Frequency Percent
Attractive to Visit Now 155 99.4
Unattractive to Visit Now 1 0.6
Total 165 100.0
Table 9.15 Visit the Area before 1990 and the Comparisons
more accessible now, 95.7% (N= 138) felt it to be safer, 98.1% (N=155) considered it 
was more interesting now and improved attractiveness is felt by 99.4% (N=156) of 
them. The physical improvement on the ground is clearly reflected in 
overwhelmingly positive perceptions of the local residents.
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There are some missing values, meaning that some respondents did not tick 
statements. Some of them were very young when they had visited the area before 
1990 and therefore they did not remember how the place was. Other respondents 
concluded that there were no changes between now and before, especially with 
respect to safety.
9.4.2 General Attractiveness o f Specific Resources
The respondents were asked to rate the attractiveness of 12 specific sites (resources) 
in the ICCQ using a five-point scale, ranging from 1: very unattractive to 5: very 
attractive. The summary of the results is displayed in Table 9.16. Overall the 
attractiveness is scored positive. The canals attracted respondents the most with a 
mean of 4.25, (mode of 5). The next highest mean is 4.25 for public open spaces. 
Many people mentioned during the survey that there were not many retail shops, 
(mean of 3.47, mode is 3). The comparison of these findings with the spatial 
pattern of use in the previous section indicates the canals and the public open spaces 
were the most preferred and most fi-equently consumed spaces in the ICCQ. It is 
interesting to note that while the most popular activity is to have a drink (see Section 
9.3), cafés, restaurants and pubs are rated lower than these two locations.
N Mean Median Mode Std. D.
The Canals 327 4.25 4 5 0.83
Public Open Spaces 335 4.07 4 4 0.81
ICC 288 3.99 4 4 0.87
Cafes 304 3.86 4 4 0.80
Restaurants 295 3.84 4 4 0.78
IKON 216 3.84 4 4 0.91
Pubs 272 3.79 4 4 0.90
NIA 240 3.67 4 4 1.01
Office Building Appearance 311 3.65 4 4 0.96
Sea Life Centre 213 3.59 4 4 1.05
Retail Shops 284 3.47 3 3 0.95
Clubs 196 3.43 3 3 1.07
Table 9.16 General Attractiveness o f Places 
9.4.3 Impression o f the Site
This sole open ended question was answered by 90.4% of the respondents. They 
were asked to give their overall impression of the site by using a few adjectives. 
Some of the respondents provided a sentence rather than only adjectives or wrote
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more than a few adjectives. This question was interesting to ask as spontaneous 
answers were returned. All words were counted and simplified content analysis and 
inter-observer agreement were used (Robson 1993: 220-224). Most respondents 
were positive about the redevelopment. There were frequent common words used 
by interviewees and the comments were grouped into 9 categories; view (gaze), 
cleanness and safety, experience, physical environment (design and development), 
consumerism, prestige, civic pride, image, suggestions (see Table 9.17 which shows 
only major comments and see further detail in Appendix 9). The top 10 most 
fi-equent words mentioned were, attractive (50), clean (43), pleasant (39), nice (37), 
good (26), modem (26), improved and transformed (22), relaxing (20), place to be, 
visit and stroll (20), need more (11).
It is interesting to find comments such as ‘better than my hometown’ and ‘very 
different from the ‘Bull Ring’ concrete TV image I had imbued’. However there are 
a small number of people who think the area is ‘still the same’ or ‘nothing special’.
There is an obvious contrast between these comments and comments made by the 
business respondents about their impression before regeneration (see Section 8.4.1). 
There are hardly any positive impressions about the area before regeneration. The 
old remnants of industry have been transformed into ‘industrial heritage’ and vacant 
spaces have been filled with new attractive architecture to create a new image of 
Birmingham.
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View (Gaze)
Attractive, Nice, Good, Beautifiil, Pretty, Impressive, Excellent 
Concrete, Dense area is not so impressive
Cleanness and Safety:
Clean, Tidy, Dirty, Dark, Not that safe at night. Lack of real life (fake)
Experience:
Enjoyable, Friendly, Pleasant, Place to be. Peaceful, Relaxing Interesting, Vibrant 
Boring, Discriminatoiy for older users. Less interesting
Physical Environment (Design & Development)
Improved & transformed. Modem, ICC outside ugly. Modem building are not nice. 
Steps are many
Weather 
Sunny day
Consumerism
Commercial, Enterprising, Touristy 
Prestige
Come up big style. Culture and art, European, Historic, Quality,
Select certain people to come
Civic Pride
Favourite, Proud of. Respectable 
Image
Very different from the “Bull Ring” concrete TV image I had imbued.
This is far from Venice
Suggestions
Need more trees and green. Need more European café society 
Odds
Identity of Broad Street changes after 10 PM
Can I have my pub back. This pub has become for youngsters.
I wanted my father to see this change.
This pub has become for youngsters._____
Table 9.17 Impression o f the Site
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9.4.4 General Opinion o f  the Site
The interviewees were asked for their agreement and disagreement on twenty 
statements about the ICCQ, using a five-point scale, 5: Completely Agree to 1: 
Completely Disagree. When the questionnaire was designed, positive and negative 
statements were intermixed, however for the purpose of data analysis it was more 
effective to convert negative statements into positive ones in order to portray the 
general opinion and profile. The summary is shown in Table 9.18.
Overall, respondents have generally positive opinions about the ICCQ. Some of 
them did not have any opinion due to not being familiar with Birmingham, not 
coming to the site during the night, or not visiting the other parts of the City. These 
are major reasons for any missing values.
The highest mean value of 4.5 is for
1. The redevelopment is good for a tourism/leisure visit for Birmingham.
2 .1 feel comfortable in this site.
16. It is safe to stroll in this site during the dav time
These results can be again compared with the opinion of the business respondents (see 
Section 8.4.10). It is clear that users and occupants both consider the development is 
good for tourism/leisure for the City. This positive opinion about the development is 
shared by an overwhelmingly large number of respondents. Furthermore the space 
provides a comfortable feeling, and this is a critical point and improvement. The 
space does not undermine the peace of mind of the majority of respondents. New 
developments are often criticised for losing this sense of place and leading to 
confusion of self-identity as reviewed above, but it seems the ICCQ has successfully 
avoided this problem. The safety felt by respondents is all the more remarkable 
given the former image of vandalism and crime of this traditional manufacturing city.
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Statement N Mean Median Mode Std. D.
1 337 4.54 5 5 0.71
2 338 4.54 5 5 0.77
16 336 4.52 5 5 0.73
7 324 4.42 5 5 0.83
6 333 4.41 5 5 1.07
4 335 4.36 5 5 1.02
10 329 4.26 4 5 0.84
20 333 4.19 4 5 0.86
3 337 4.15 4 5 0.84
15 334 4.11 4 4& 5 0.93
13 320 4.07 4 5 0.93
17 330 4.07 4 5 1.14
9 325 4.01 4 4 0.97
8 327 3.96 4 5 1.12
14 321 3.87 4 4 0.98
12 333 3.82 4 4 1.02
18 328 3.77 4 4 0.99
11 333 3.76 4 5 1.15
19 318 3.58 4 5 1.30
5 285 3.27 3 3 1.25
Table 9.18. The General Opinions o f the Site
The Statements:
1. The redevelopment is good for a tourism/leisure visit for Birmingham.
2. I feel comfortable in this site.
3. Overall the quality of the development of this site is high
4. The redevelopment is a good use of public money.
5. It is safe to wander around in this site during the night
6. It is worth visiting the site.
7. The redevelopment has changed Birmingham’s image in a positive way.
8. The site provides a good mix of land uses (office, visitor attractions, etc).
9. It seems a good place to work.
10. This site is a fashionable/trendy spot in B irm in g h am
11. This site is suitable for children.
12. This site harmonises the heritage and modem features of Birmingham.
13. This site is more vibrant than other parts of B irm ingham  city centre.
14. Birmingham can build new symbol based on this site.
15. The pedestrian planning gives easy access within the site
16. It is safe to stroll in this site during the day time
17. It seems a good place to live.
18. This site enhances the quality of life for local residents
19. This is a unique site to Birmingham.
20. This site is a booster for civic pride
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The lowest mean of 3.27, however, is for
5. It is safe to wander around in this site during the night.
The reputation of Broad Street as the drinking spot has spread widely and that seems 
to be reflected in this statement. However there was a comment by a business 
respondent that the street is not as unsafe as normally perceived. Police attendance 
is observed during the night and real problems occur, if there are any, after mid-night. 
Moreover, there is an interesting ‘invisible wall’, mentioned by one business 
respondent, namely that drunks stay on Broad Street and do not bring problems to 
Brindleyplace.
Of the 20 statements, the mode for fifteen is 5, four of them get a mode of 4 and only 
one statement scores 3 (Statement 15 has multiple modes of 4 and 5). All statements 
are negatively skewed and thus the means for thirteen statements are higher than 4. 
The very positive opinion of the respondents should not be underestimated. The 
recogmtion by those who do not visit the ICCQ might be low but, but these spatial 
consumers have built a positive opinion of Birmingham.
9.4.5 Ranking the Four Cities and Visits to These Cities
The focus of the current study is on traditional industrial cities and one aim was to 
make the brief comparative assessment of five of them. Respondents were asked to 
rank five traditional industrial cities i.e. Glasgow Liverpool, Birmingham, Manchester 
and Sheffield, in terms of the appeal of their image as a short break destination 
(N=234). As expected before the survey the response rate was not high (68.9%). 
Quite a few people found it hard to give answers to this question and many foreigners 
did not know the cities, which are reflected in the lower rate of response rates. Some 
of them failed to rank all five cities and those were discarded from the analysis.
Figure 9.12 is the summary of ranking of the cities. While respondents were 
deciding the ranking some of them gave comments about the cities and these were 
useful for analysing and interpreting the outcomes. Nearly 30% of respondents 
ranked Birmingham as 5, (mode 5, mean 3.77) and this is clearly the highest among 
five cities. This is not a surprising result as a majority of respondents are residents
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or former residents of the City. Manchester has the second highest mean (3.2) and 
followed by Glasgow (3.14), Liverpool (2.57) and Sheffield (2.29). The score for 
Glasgow showed the most range as can be seen in the standard deviation of 1.53 and 
the variance of 2.32. Although Glasgow is geographically the furthest among four 
other cities from Birmingham, it was ranked relatively highly considering its distance. 
The word ‘culture’ was mentioned in the context of Glasgow by a number of 
respondents during the interview, suggesting that the strong promotion of culture by 
Glasgow (European City of Culture in 1990) has been noted by many respondents.
The positive skewness of Liverpool 0.343 and Sheffield 0.501 mean that those two 
cities present relatively low rankings among five cities. The ranking of Sheffield is 
particularly low, and this result may reflect that the city is not being able to develop a 
strong ‘tourism’ industry, as have seen in Chapter Four.
Respondents were then asked to record visits to these cities before 1995 and after 
1995. The total valid number of respondents was N=234, the same number as for 
the above questions. Those two questions were to investigate the relationship 
between visit experience and ranking. Visiting those five cities varies from 22.3% to 
48.7% and the summary of the results is shown in Table 9.19, Although Glasgow 
has been visited least by respondents, that city is ranked in third position. This also 
shows that the image campaign by Glasgow strongly affected respondents and is 
resulting in a better image as a short break destination.
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Figure 9.12 Ranking Five Cities (N=224)
Pre 1995 After 1995
Yes No Yes No
Frequency Percent Frequency Percent Frequency Percent Frequency Percent
Birmingham 166 48.7 69 20.2 NA NA NA NA
Manchester 111 32.6 123 36.1 128 37.5 106 31.1
Liverpool 97 28.4 137 40.2 89 26.1 145 42.5
Sheffield 94 27.6 140 41.1 88 25.8 146 42.8
Glasgow 85 24.9 149 43.7 76 22.3 158 46.3
Table 9.19 Visit Five Cities (N=234)
9.5 Conclusion
In general, it was revealed that the ICCQ is perceived positively and used for both 
business and pleasure purposes. Although the ICC was initially designed to promote 
business tourism, nearly three quarters of respondents visited the ICCQ for pleasure 
purposes. This is because there are many pubs, restaurants, cafes, art venues, the 
canal-side foot paths and public open spaces which have been created in order to add 
attractiveness within the ICCQ. Among twelve specific resources, the canals and 
public open spaces strongly attracted users who enjoyed walking along the canals and 
promenade or sitting in the public open spaces. These assets have contributed 
tremendously in making the ICCQ a pleasant place. Many users provided positive 
opinions about the impression of the ICCQ and they have enjoyed this new space that 
has appeared in Birmingham City Centre. Spontaneous impressions very frequently 
noted by them were expressed in words such as attractive, clean, pleasant, nice, good, 
relaxing, improved and transformed. Awareness of the transformation of 
Birmingham has spread, and this was reflected by some respondents who were former 
residents and who had returned to experience the changes. These changes were 
welcomed by most of respondents, especially those who knew the derelict and 
abandoned sites from the past.
As expected before the survey, the majority of respondents were from B irm in gham  
and the surrounding regions, and the ICCQ is visited regularly (from nearly daily to
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1-3 times yearly) by about three quarters of respondents. On the other hand a quarter 
of respondents were visiting Birmingham for the first time and thus the ICCQ is not 
used predominantly by tourists. Because of the ICC however, there are European 
and international visitors in the ICCQ, which gives the ICCQ a cosmopolitan nature. 
The mixed land use of the ICCQ enables various people to use the spaces.
It was also interesting to find out that many respondents ranked highly the 
redevelopment being good for a tourism/leisure visit for Birmingham. They 
consider this site as a ‘tourist site’ instead of mere inner city regeneration. The 
majority of respondents also felt comfortable and safe during the day in the ICCQ, 
which is a remarkable achievement for the planners and the developers, considering 
the past condition of the area.
The next chapter employs statistical tests to enhance the analysis of the perception of 
specific resources and opinions about the regeneration by users.
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Chapter Ten Findings of Users: 2
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10.0 Introduction
The results of how users use the ICCQ and how they perceive it have been presented 
in the previous chapter. In order to enhance these perceptions and clarify how 
various groups differ in their opinions, it is necessary to analyse the perceptions of 
the ICCQ by different demographic and other explanatory variables.
Two parametric tests. Independent Sample T-tests and ANOVA-Post Hoc-Bonferroni 
were erhployed to determine whether attitudes difter according to demographic 
variables, such as gender, age, education, occupation, ethnic background, and other 
variables, life experience in Birmingham, first visit to the city and length of 
residence.
Independent Sample T-tests have been used for comparing two data sets. This test 
was conducted to investigate statistically significant differences between the means 
of two unrelated sets of data with consideration to ‘the variability (spread) of each 
data set’ (Kitchin and Tate 2000:115). The statistical T-tests have been employed to 
analyse gender, residence in Birmingham or not, household with children or not, first 
visit to Birmingham or not and main purpose of coming to Birmingham and to the 
ICCQ, which have only two sets of data.
The rest of the data sets were analysed by Analysis of Variance (ANOVA), and the 
one-way analysis of variance was utilised. This test was to examine statistically 
significant differences among three or more groups, by inspecting the mean of each 
group with consideration to different sizes of samples (Kitchin and Tate 2000: 123). 
Furthermore a multiple comparison procedure was conducted ‘to pinpoint exactly 
where the differences are’ (Norusis 1998: 270), i.e. to identify a pair that showed 
statistical significance. There are various multiple comparison procedures available, 
and the Post Hoc Tests-Bonferroni was applied to this study. This procedure is 
statistically more confident and gives a harder significance level compared to using 
T-tests for all possible pairs of means, since it adjusts the observed significance level, 
multiplying it by the number of comparisons being made (ibid.: 271).
The dependent valuables are:
Gender, age, education, occupation, ethnic background, size of house-hold, residency
Meiko Murayama 251
Beyond Manufacturing Industiy; Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
in Birmingham, ex-resident, the length of residence, location of birth, address, 
purpose of visit and frequency of visit.
The summary of the statistical significances for attractiveness of specific resources is 
shown in Table 10.12, and perception of the ICCQ is in Table 10.28. These Tables 
provide an overview of the statistical significant differences.
10.1 Statistical Analysis o f Attractiveness o f Specific Resources
The attractiveness of the twelve specific resources were measured using a five-point 
scale, 1= very unattractive to 5= very attractive. The twelve places are: public open 
spaces, cafés, restaurants, pubs, clubs, office building appearance, retail shops, the 
ICC, IKON gallery, the NIA, National Sea Life Centre and the canals. The 
significance level is taken as less than .005.
10.1.1 Statistical Analysis o f Attractiveness o f the Specific Resources by Gender: 
T-tests
T-tests were run for twelve specific resources in the ICCQ to determine if there was 
any significance due to gender and Table 10.1 shows the results. There is only one 
significant difference between men and women in perceiving the attractiveness of 
specific resources in the ICCQ, and that is for cafes (male = 3.74, female = 4.02). 
This result indicates that females perceive cafes in the ICCQ as significantly more 
attractive than males. Overall, however, gender makes little impact on the 
perception of the attractiveness of twelve resources.
Resource Gender N Mean* Std. D. Significance Level**
Cafes Male 177 3.74 .81 .003
Female 127 4.02 .78
* The attractiveness was measured by a five-point scale, l=Very Unattractive 5= 
Very Attractive
** It shows the significant difference between males and females (p ^  .05)
Table 10.1 Significance in Perceived Attractiveness o f the Specific Resources: Gender
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10.1,2 Statistical Analysis o f Attractiveness o f Specific Resources by Age: ANOVA 
ANOVA was employed to examine significant difference among six age groups, 
16-25, 26-35, 36-45, 46-55, 56-65 and 66 and over. This method enabled the 
measurement of statistical significance of opinions on attractiveness of the twelve 
places.
It revealed that age groups do have a great effect on the perception of attractiveness 
of the twelve items. There are five significant differences of F-ration among six 
groups in perceiving the attractiveness of twelve specific resources in the ICCQ (see 
Table 10.2). Public open spaces (significant level=.011). Clubs (significant 
leveKOll), the ICC (significant level=.039), the NIA (significant level=.041) and the 
Canals (significant level=.00) were found to show statistically significant differences 
in perceptions.
Resource Sig.
The canals .000
Public Open Spaces .011
Club .011
The ICC .039
The NIA .041
TablelO.2 Significance in Perceived Attractiveness o f the Specific Resources: Age
Further Post Hoc Tests-Bonferroni were run to identify between which groups lay the 
statistical significance (for further details, see Appendix 10 Table 1). The age group 
16-25 has a significantly poorer opinion about public open spaces compared to the 
age group 66 and over. This youngest group also considered the canals very 
differently, more poorly, from five other age groups (36-45, 46-55, 56-65 and 66 and 
over). However this age group (16-25) strongly perceived clubs as more attractive 
compared to the age group 36-45)'". Public open spaces and the canals are the most 
popular places among respondents but it is interesting to find that these relaxing 
spaces do not attract the youngest group compared to older groups. The young may
Age group ‘56-65’ and ‘66 and over’ were discarded from the tests for ‘clubs’, because only very small 
numbers (8,7) of them responded to this question and it was not suitable to run the tests.
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not appreciate ‘non-exciting spaces’ as much as the others. The ICC was perceived 
significantly different by the age group 26-35 to that of 66 and over. The former 
group found it less attractive than the latter one. The oldest age group also found 
the NIA significantly more attractive than the age group 36-45. The oldest age 
group may be able to compare them with the Bingley Hall, which was on the ICC site 
and had a similar function.
10,1.3 Statistical Analysis o f Attractiveness o f Specific Resources by Education: 
ANOVA
As mentioned above education was classified into four groups, basic school level, 
further education (HNC, Diploma, College), higher education (degree) and 
post-graduate (master and PhD). Descriptive statistic and ANOVA-Post Hoc Tests- 
Bonferroni were applied to find significant differences and examine the relationships 
among four groups.
It was found that education level also had a major influence on the perception of 
attractiveness. Among four groups, 5 significant differences were uncovered; clubs 
(significant level=.044), office building appearance (significant level=.00), the NIA 
(significant level=.006). Sea Life Centre (significant level=.003) and the canals 
(significant level=.044).
Respondents with basic school level education showed perception of higher 
attractiveness for four resources compared to other groups (for further details, see 
Appendix 10, Table 2). They considered office building appearance is more 
attractive than further and higher education groups, and also thought the NIA more 
attractive compared to the higher education group. Sea Life Centre and the canals 
were perceived to be more attractive by them compared to the post graduate group, 
and Sea Life Centre attracted them more than the higher education group. 
Education may make people think more critically, and therefore the lowest education 
group may be more easily pleased and thus may evaluate attractiveness statistically 
higher than other groups.
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Resource Sig.
Office Building Appearance .000
Sea Life Centre .003
The NIA .006
Club .044
The canals .044
Table 10.3 Significance in Perceived Attractiveness o f the Specific Resources: 
Education
10.1.4 Statistical Analysis o f Attractiveness o f  Specific Resources by Occupation: 
ANOVA
Occupation of respondents were initially categorised into seven groups; AB, Cl, C2, 
D and housewife, unemployed, student and retired. However the number of 
unemployed respondents were only 6 (6/341) and this group cannot be statistically 
tested to get a sensible analysis. Therefore this group is excluded from any 
statistical test. Descriptive statistics, ANOVA- Post-Hoc and Bonferroni again were 
used to discover any statistical significance differences among occupation groups.
Four differences were discovered from occupation groups through ANOVA. As can 
be seen in Table 10.4, occupation groups have an affect on how people perceive the 
attractiveness of each of the ICCQ resources. Public open spaces (significant 
level=.014). Pubs (significant level=.011), the NIA (significant level=.039), the 
canals (significant level=.004) were found to show differences. These significances 
were looked at in more detail to determine which groups show the differences (for 
further details, see Appendix 10, Table 3), and only three showed significance: public 
open spaces, pubs and the canals. The retired group indicated different perceptions 
compared to other groups in three areas of attractiveness. They considered public 
open spaces to be more attractive than D group and they also viewed as more 
attractive the canals compared with students. However they do not think the pubs as 
attractive compared to responses of the Cl and 02 groups.
The older retired group generally prefers relaxing places and this was reflected in 
these results, as well. In fact they may not be able to afford to have meals and
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drinks at cafés, restaurants and pubs as frequently as other groups. This group do 
not normally feel comfortable surrounded by loud music and the trendy interior in 
pubs, especially as many of the pubs in the ICCQ are targeted to the younger 
generation. The higher preference by the retired groups for the canals may link to 
their memory of old canals and their childhood. One of respondents commented on 
the canals being their playground. Nostalgia may play a significant role in the 
perceived attractiveness of the canals.
Resource Sig.
The canals .004
Pubs .011
Public Open Spaces .014
The NIA .039
Table 10.4 Significance in Perceived Attractiveness o f the Specific 
Resources '.Occupation
10.1.5 Statistical Analysis o f Attractiveness o f Specific Resources by Ethnic 
Background: AND VA 
Ethnic background was initially divided into thirteen groups, but collapsed into four 
major groups; ‘White British’, ‘White Other’, ‘Black’ and ‘Asian’ for further 
statistical analysis. Three group significances were found; clubs, the NIA and Sea 
Life Centre, as seen in Table 10.5 (for further details, see AppendixlO, Table 4). 
‘Black’ and ‘Asian’ very strongly perceived clubs as more attractive than did ‘White 
British’ and ‘White Others’. This significance is the greatest (only this shows 
significance under .001) among all statistical tests conducted for the attractiveness of 
twelve specific resources in the ICCQ. ‘Black’ recognised the NIA as more 
attractive than ‘White Other’ and they also found Sea Life Centre more attractive 
than ‘White British’. Thus overall ‘Black’ showed relatively statistically higher 
opinions compared to others.
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Resource Sig.
Clubs .000
The NIA .031
Sea Life Centre .044
Table 10.5 Significance in Perceived Attractiveness o f the Specific Resources: Ethnic 
Background
10.1.6 Statistical Analysis o f Attractiveness o f Specific Resources: Size o f 
Household: ANOVA and T-tests 
Respondents were asked how many adults and children live in their household. The 
answers are divided into three groups; ‘one’, ‘two’ and ‘three and more’ for the 
number of adults, and two groups for children; ‘no children’ or ‘one child, and more 
than one child’ in the same house hold. Only one significant difference was found 
fi-om ANOVA for the number in households, as can be seen in Table 10.6. Different 
numbers in a household resulted in respondents perceiving clubs significantly 
different from other groups. The household with ‘3 and more than 3’ considered 
clubs as more attractive compared to singles and couples, although no reason for this 
is immediately apparent (see Appendix 10 Table 5).
Resource Sig.
Club .015
Table 10.6 Significance in Perceived Attractiveness o f the Specific Resources: Number 
o f Adults in a Household
T-tests were run to analyse the significance between households without a child and 
with a child or children and Table 10.7 shows the results. The group without 
children considered cafés, IKON and the NIA to be more attractive than the group 
which lived with children. These three places may not be suitable for children, as 
they are designed for adults. Cafés may not like children to be around while IKON 
gallery is a ‘modem’ museum and children would not likely be amused by its 
exhibitions. The majority of events at the NIA are for adults rather than for children.
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therefore households with children may not think these to be attractive compared to 
households without children.
Resource Children N Mean Sid. D. Sig.
MA Non Children 158 3.80 .96 .006
With Child/Children 81 3.42 1.07
Cafe Non Children 196 3.94 .73 .022
With Child/Children 106 3.71 .90
IKON Non Children 145 3.94 .88 .020
With Child/Children 69 3.64 .94
Table 10.7 Significance in Perceived Attractiveness o f the Specific Resources: 
Presence o f Children in a Household
10.1.7 Statistical Analysis o f Attractiveness o f Specific Resources by Birmingham  
Residents, Current and Ex-Residents and the Length o f  Residence in the City: 
T-tests and ANOVA
Several tests were run to determine any significance related to Birmingham residents 
or not, and length of life in the City (see Table 10.8). The first significance (by 
T-tests) was identified for cafés between current ‘residents’ and ‘non-residents’. 
The latter considered cafés more attractive than Birmingham residents with a .043 
significance level. It may be that Birmingham residents as regular customers of 
cafés, get used to them, and do not show a high appreciation while the award winning 
café in particular may be very impressive and eye-catching to non-resident visitors.
The second significant difference (by T-tests) was found between ‘the current and 
ex-residents’ and ‘non-residents’ for cafes and Sea Life Centre, according to Table 
10.9. T-tests point out these two places are regarded highly by ‘non-residents’ 
compared to ‘current and ex-residents’. Although Sea Life Centre is not visited by 
many respondents, the fact an aquarium is located in the middle of the country may 
surprise ‘non-residents’, and they may have ranked it higher than ‘current and 
ex-residents’.
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Resource Current Birmingham Residents or Not N Mean Std. D. Sig.
Café Birmingham Residents 
Non-Birmingham Residents
166
138
3.77
3.96
.84
.75
.043
Resource Birmingham Residents or Not N Mean Std. D. Sig.
SLC Current and former residence 
Non Residence
149
60
3.50
3.83
1.08
.98
.031
Café Current and former residence 
Non Residence
187
113
3.79
3.98
.82
.77
.041
Table 10.8 Significance in Perceived Attractiveness o f the Specific Resources: 
Residence or Non-residence in Birmingham
Finally ANOVA was employed to decide if there was any significance among the 
different length (years) of residence (Tess than a year’, ‘l-5years’, ‘6-10 
years’, ’11-20 years’ and ‘more than 20years’) in Birmingham (see further detail in 
Appendix 10 Table 6). According to Table 10.9 those of ‘11-20 years’ residency 
assessed clubs as more attractive than the group of ‘over 21 years’, probably 
reflecting the influence of age noted earlier.
Resource Sig.
Club .021
Table 10.9 Significance in Perceived Attractiveness o f the Specific Resources by 
Length o f Residence in Birmingham
10.1.8 Statistical Analysis o f Attractiveness o f Specific Resources by Place o f Birth: 
ANOVA
No significant differences were found for this variable.
10.1.9 Statistical Analysis o f Attractiveness o f Specific Resources by Address: 
ANOVA
There were also no statistically significant differences found regarding this variable.
10.1.10 Statistical Analysis o f Attractiveness o f Specific Resources by M ain
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Purpose o f Coming to Birmingham and to ICCQ: T-tests 
Two separate T-tests were employed to distinguish any significance with the purposes 
of visit to ‘central Birmingham’ and to ‘the ICCQ’. The purposes were divided into 
two categories; business and pleasure. Thus two sets of T-tests were run to find any 
statistical significance for the main purpose of coming to ‘central Birmingham’ and 
to ‘the ICCQ’ (Table 10.10).
Three significant differences were identified for the main purpose of coming to 
central Birmingham. Business visitors found pubs as more attractive than pleasure 
visitors, however, the former rated office building appearance and the NIA lower than 
the latter group. _ Business visitors may have found the pubs particularly attractive 
because of the number and variety of pubs so close to the ICC and the centre of town. 
Usually business visitors spend more money per day compared to people in leisure, 
and providing an attractive ‘after convention’ environment is important for any host 
city. Business visitors may view the buildings more critically than leisure visitors, 
because their business may have taken place in these buildings and they may find 
such architecture common and not unusual and that may have been reflected in the 
results. Also they presumably view the buildings as work places, not leisure places.
Those whose main purpose of visiting the ICCQ was business considered the ICC 
and clubs are attractive than pleasure visitors to the ICCQ. Given that business 
visitors will have conducted their work at the ICC it may be that they were highly 
satisfied with the facility and the service that the ICC provides. As many of these 
business visitors were convention visitors, they may also enjoyed time after 
conventions at clubs on Broad Street and therefore they ranked clubs higher in part 
because of their close proximity to the ICC as they did with pubs.
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Main purpose of Coming to Central Birmingham
N Mean Std. D. Sig.
Pubs Business 95 3.96 .84 .024
Pleasure 177 3.71 .93
Office Building Business 105 3.49 1.01 .029
Appearances Pleasure 203 3.74 .93
NIA Business 71 3.44 1.05 .017
Pleasure 167 3.78 .98
Main purpose of Coming to the ICCQ
N Mean Std. D. Sig.
Clubs Business 58 3.69 1.10 .027
Pleasure 138 3.32 1.04
ICC Business 94 4.21 .84 .003
Pleasure 193 3.89 .87
Table 10.10 Significance in Perceived Attractiveness o f the Specific Resources: Main 
Purpose o f Coming to 'Central Birmingham ’and to ‘the ICCQ ’and
10.1.11 Statistical Analysis o f Attractiveness o f Specific Resources by Frequency o f  
Visits: T-tests and ANOVA 
The last variables examined for significant differences were first time visit and repeat 
visit, and frequency of coming to the ICCQ. For the first variable, T-tests were 
conducted to decide if there was any significant difference between ‘first time 
visitors’ and ‘non-first time visitors’, however, no significance was found for these 
tests.
ANOVA was employed for the second variable. Frequency of using the ICCQ was 
divided into six groups but the number of ‘once in a few years’ was too small (N) and 
did not suit reasonable statistical analysis, thus this group was discarded from further 
analysis. As can be seen in Table 10.11, two groups of significance were found, 
public open spaces (F=2.73 significance level=.029) and retail shops (F=3.38 
sigmficant level=.010). Post Hoc Tests-Bonferroni were then conducted to identify 
where the significance arose (for further details, see AppendixlO, Table 7). Less
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frequent visitors to the ICCQ had a better opinion of public open spaces and retail 
shops. ‘First time visitors’ to the ICCQ found public open space more attractive 
than those who come to the ICCQ ‘1-3 times weekly’. The first time visitors may 
have been impressed by the large public open space and the impression may be much 
greater and more fresh than for frequent consumers. Moreover, the group ‘ 1 -3 times 
yearly’ perceived retail shops more attractive than those who come ‘1-3 times 
monthly’. The former may not have been aware that there are few retail shops in 
the ICCQ, and rated this variable higher than the latter group who knew the ICCQ 
better because they make more visits.
Resource Sig.
Public open spaces .029
Retail Shop .010
Table 10.11 Significance in Perceived Attractiveness o f the Specific Resources: 
Frequency o f Using ICCQ
10.1.12 Summary o f Attractiveness o f Twelve Places
The summary of the significance of twelve places in the ICCQ is shown in Table
10.12 in tho next page. Fewer variables made significant differences except age 
groups, education and occupation, and even these variables identify only four to five 
statistically significant differences. Further although there are statistically 
significant differences between different groups, all but very few means are under 3, 
which means most respondents have positive perceptions of the twelve places.
As for age, the youngest age group ‘16-25’ considers ‘the canals’ are less attractive 
compared to any other group, and this group also assesses ‘public open spaces’ as 
less attractive compared to ‘66 years and over’. It maybe worth noting that 
although statistical significance in differences are only shown between ‘16-25’ and 
the rest of the groups, the mean of ‘the canals’ gets higher as age groups get older. 
Age seems to be a significant factor in perceiving the canals, this may be because the 
canals were very important to Birmingham and middle age to older generations may 
have much personal memories of the canals. While the canals perhaps relate to 
nostalgia, the youngest group perceives more statistically significant attractiveness in
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night clubs than ‘36-45 years’. Considering Broad Street being one of the main 
night life zones in the region, this result is not surprising. Education also made 
differences in assessing the attractiveness, ‘basic education’ group perceived four 
places more attractive than other groups, so perhaps education makes people more 
critical. Occupation is another variable that proved significant, the ‘retired’ group 
showed significance compared to other groups. Normally retired are over 60 years 
old and the significance was similar to that found for the age variable. Although 
‘retired’ people have relatively poor opinions of pubs compared to ‘C l’ and ‘C2’, 
they enjoy ‘the canals’ more than ‘student’, and ‘public open spaces’ more than ‘D’ 
group. The reason for ‘D’ group not having higher opinions on public open spaces 
is not easily explained.
The places with greatest variation are clubs and the NIA, for which the opinions 
varied significantly for 6 variables, followed by cafes for 4 variables. As noted 
above the age factor has a strong influence on perception of clubs, but the NIA also 
having high variation is not easily explained. Attractiveness of restaurants showed 
no statistically significant differences.
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10.2 Statistical Analysis o f Perception o f the ICCQ
Twenty statements were rated on a five-point scale from 1= strongly disagree to 5= 
strongly agree. The significant level was taken as less than .05. The dependent 
variables are the same as in the above sections and the same statistical tests; T-tests 
and ANOVA were conducted.
The Statements:
1. The redevelopment is good for a tourism/leisure visit for Birmingham.
2. I feel comfortable in this site.
3. Overall the quality of the development of this site is high.
4. The redevelopment is a good use of public money.
5. It is safe to wander around in this site during the night
6. It is worth visiting the site.
7. The redevelopment has changed Birmingham’s image in a positive way.
8. The site provides a good mix of land uses (office, visitor attractions, etc).
9. It seems a good place to work.
10. This site is a fashionable/trendy spot in Birmingham.
11. This site is suitable for children.
12. This site harmonises the heritage and modem features of Birmingham.
13. This site is more vibrant than other parts of Birmingham city centre.
14. Birmingham can build new symbol based on this site.
15. The pedestrian planning gives easy access within the site.
16. It is safe to stroll in this site during the dav time.
17. It seems a good place to live.
18. This site enhances the quality of life for local residents.
19. This is a unique site to Birmingham.
20. This site is a booster for civic pride.
10.2.1 Statistical Analysis o f Perception o f the ICCQ by Gender: T-tests 
Among twenty statements there was only one finding statistically significant, based 
on gender (see Tablel0.13). It is understandable that females do not feel as safe as 
males during the night, especially on Broad Street which is famous as a drinking 
place. This is one reason that this survey terminated at 8pm.
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Statement Gender N Mean Std. D. Sig.
5. It is safe to wander around during 
the night
Male
Female
167
118
3.42
3.06
1.17
1.32
.016
Table 10.13 Significance o f Opinions: Gender
10.2.2 Statistical Analysis o f Perception o f the ICCQ by Age Group: ANOVA 
Eleven statements were found to show significance when compared by age (see Table 
10.14). Age groups were divided into six and the youngest group (16-25) showed 
the lowest evaluation compared to other age groups on eight statements. This group 
scored the lowest for statement 20 on civic pride (mean 3.74) while the oldest group 
(66 plus) showed the highest (mean 4.80). The youngest again indicated little 
agreement on Statement 1, 2, 3, 1, 12, 15 and 18 compared to the oldest group. 
Generally the youngest group did not appreciate the whole development compared to 
other groups. It may have been that they were not be able to fully afford the 
up-market restaurants and bars, or that their expectations were higher than those of 
older groups. As well, they may not have felt they were welcomed, as they felt the 
least comfortable of groups. The oldest group showed the highest agreement with 
nine statements (1 ,2 ,3 ,5 ,7 ,12 ,15 ,18 ,20) compared to the younger groups. Many 
of them have lived through Birmingham as a manufacturing centre, seeing the City 
Centre being destroyed by road construction, and the demolition of historical 
buildings, followed by catastrophic economic failure. Therefore they may çonsider 
the current redevelopment as wonderful compared to the past. The middle age 
groups between these two extremes generally had a higher opinion compared to the 
youngest group, but less than the older group.
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Statement Sig.
20. This site is a booster for civic pride .000
3. Overall the quality of the development of this site is high .000
12. This site harmonises the heritage and modem features of .000
Birmingham.
15. The pedestrian planning gives easy access within the site .006
18. This site enhances the quality of life for local residents .007
2 .1 feel comfortable in this site. .008
14. Birmingham can build new symbol based on this site. .011
5. It is safe to wander around in this site during the night .011
7. The redevelopment has changed Birmingham’s image in a positive .023 
way.
1. The redevelopment is good for a tourism/leisure visit for .033
Birmingham.
4. The redevelopment is a good use of public money. .043
Table 10.14 Significance o f Perception: Age
10.2.3 Statistical Analysis o f Perception o f the ICCQ by Education: ANOVA 
Education revealed three statistical differences in the opinions; Statements 5, 9 and 10 
(see Table 10.15). Post Hoc Tests- Bonferroni identify significant differences for 
Statements 9 and 10 (see Appendix 10, Table9). The ‘basic education’ group 
considers the ICCQ to be a good place to work compared to two other groups, 
‘higher’ and ‘post graduate’ groups. They also regarded the ICCQ as a 
fashionable/trendy spot in Birmingham compared to the higher education group. As 
noted above, this may due to the effect of education in making people more critical.
Statement Sig.
9. It seems a good place to work. .001
5. It is safe to wander around in this site during the night. .048
10. This site is a fashionable/trendy spot in  B irm ingham  .048
Table 10.15 Significance o f Perception: Education
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10.2.4 Statistical Analysis o f Perception o f the ICCQ by Occupation: ANOVA 
Occupation was divided into six groups, and seven areas of significance were 
identified (See Table 10.16). The further statistical tests revealed that students and 
retired groups presented statistically different opinions on the redevelopment than 
other groups (see Appendix 10, Table 10). In general most ‘students’ are grouped in 
the youngest age group and the retired people belong to ‘over 66 years old’ category 
so these results are not unexpected after finding the age variable makes statistically 
significant differences. The students considered the area the least comfortable 
(mean 4.19) compared to ‘AB’ (mean 4.61), ‘C l’ (mean4.67) and ‘retired’ groups 
(mean 4.69). The results are similar to that for age variables, the youngest group 
feeling the least comfortable. Obviously even though the mean was still relatively 
high, students felt less welcome compared to the three other groups. They also 
considered the quality of the development to be relatively low (mean 3.69) compared 
with ‘AB’, ‘C l’ (mean both 4.20) and ‘retired’ (mean 4.44), this may due to the 
reasons considered earlier. ‘Student’ also considered the site provides less harmony 
of the heritage and modem comparatively lower (3.33) than ‘retired’ (4.13). 
However both ‘student’ and ‘retired’ felt more vulnerable walking in the site during 
the night compared to ‘AB’, ‘C l’ and ‘D’, this may be because more than half of the 
students are female (female;24, male: 18) and they obviously did not feel safe as noted 
above.
The same tendency with the age variables was shown by the retired group, which 
displayed higher agreement on all six statements than other groups. In particular 
they responded to Statenlent 20 (civic pride) statistically higher (mean 4.68) than any 
other group (mean 3.80 to 4.20). Groups ‘AB’ and ‘C l’ may have intuitively felt the 
space was targeted for them so they responded higher on these two statements, feeling 
more comfortable and appreciating the quality of development more positively.
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Statement Sig.
5. It is safe to wander around in this site during the night. .000
20. This site is a booster for civic pride. .000
3. Overall the quality of the development of this site is high. .001
2 .1 feel comfortable in this site. .006
12.This site harmonises the heritage and modem features of .010
Birmingham.
13. This site is more vibrant than other parts of Birmingham city .011
centre.
15. The pedestrian planning gives easy access within the site. .012
Table 10.16 Significance o f Perception: Occupation
10.2.5 Statistical Analysis o f Perception o f the ICCQ by Ethnic Background: 
ANOVA
Ethnic groups were categorised into four major groups and 13 group significances 
were revealed (see Table 10.17). This variable revealed the greatest statistical 
significance among all variables. Post Hoc Tests-Bonferroni distinguish twelve 
items of significance (for further detail, see Appendix 10, Table 11). The dominant 
tendency is for ‘White British’ to feel favourable compared to other groups, while 
‘Asians’ had a poorer opinion on all twelve statements.
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Statement Sig.
1.The redevelopment is good for a tourism/leisure visit for Birmingham. .000
3. Overall the quality of the development of this site is high .000
7. The redevelopment has changed Birmingham’s image in a positive .000 
way.
10. This site is a fashionable/trendy spot in Birmingham .000
20. This site is a booster for civic pride .000
6. It is worth visiting the site. .001
13. This site is more vibrant than other parts of Birmingham city centre. .002
9. It seems a good place to work. .005
15. The pedestrian planning gives easy access within the site .005
8. The site provides a good mix of land uses (office, visitor attractions, .015 
etc).
16. It is safe to stroll in this site during the day time .022
2 .1 feel comfortable in this site. .033
12.This site harmonises the heritage and modem features of Birmingham. .048
Table 10.17 Significance o f Perception: Ethnic Background
10.2.6 Statistical Analysis o f Perception o f the ICCQ by Size o f Household: ANOVA 
and T-tests
According to Table 10.18, number of adults in a household did not indicate as many 
differences as previous variables and showed two group significances in Statements 4 
and 20 through ANOVA tests. Households are divided into three groups; ‘ 1 person’, 
‘2 people’ and ‘3 and more’, and the last group presented statistically lower opinions 
in these two statements statistical tests of Post Hoc Bonferroni (see more detail to 
Appendix 10, Table 12). Their disagreement on ‘the redevelopment is good use of 
public money’ was statistically higher (mean: 4.09) than ‘2 people’ group (mean: 
4.49), and they assess statistically less (mean: 3.93) on the opinion of ‘the site 
boosting civic pride’ compared to ‘1 person’ (mean: 4.30). This may be because 
three quarters of households of ‘3 and more’ consist of the age group under 35 years 
old (based on cross tabulation of age group and household), so here again, age 
difference influences perception.
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Statement Sig,
4. The redevelopment is a good use of public money. .014
20. This site is a booster for civic pride. .039
Table 10.18 Significance o f Perception: Number Adults in a Household
T-tests were conducted to find if living with children results in differences in opinions, 
and ten statements showed significance (Table 10.19). The household ‘with no 
children’ scored statistically higher in all ten statements than household ‘with 
children’, and this overall tendency indicates that the ICCQ is statistically less 
suitable for family ‘with children’ than ‘with no children’. It is not easy to 
understand reasons for these significances, since statements showed differences are 
diverse in range, and furthermore, especially Statement 11 ‘this site is suitable for 
children’ did not show any statistical difference. One possible reason maybe that 
most (96.5%) ‘household with children’ belong to the age group under 56 years old 
and the relative youth of this group may have affected the perception.
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Statement With or without Children N Mean Std. D. Sig.
20 No Children 215 4.31 .79 .000
Presence of Child/Children 115 3.95 .94
9 No Children 207 4.16 .84 .001
Presence of Child/Children 116 3.76 1.12
1.0 No Children 215 4.37 .74 .001
Presence of Child/Children 111 4.05 .98
2 No Children 219 4.65 .68 .001
Presence of Child/Children 116 4.34 .89
1 No Children 218 4.63 .61 .006
Presence of Child/Children 116 4.38 .86
12 No Children 217 3.94 .96 .006
Presence of Child/Children 113 3.59 1.10
18 No Children 212 3.87 .99 .016
Presence of Child/Children 114 3.60 .97
13 No Children 205 4.16 .92 .017
Presence of Child/Children 112 3.90 .93
3 No Children ?19 4.22 .82 .027
Presence of Child/Children 115 4.01 .87
6 No Children 216 4.50 1.03 .038
Presence of Child/Children 115 4.24 1.13
9. It seems a good place to work.
10. This site is a fashionable/trendy spot in RirminghAm
2 .1 feel comfortable in this site.
l.The redevelopment is good for a tourism/leisure visit for Birmingham.
12.This site harmonises the heritage and modem features of Birmingham.
18. This site enhances the quality of life for local residents.
13. This site is more vibrant than other parts of Birmingham City Centre.
3. Overall the quality of the development of this site is high.
6. It is worth visiting the site.
Table 10.19 Significance o f Perception: Presence o f Children in a Household
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10.2,7 Statistical Analysis o f Perception o f the ICCQ by Birmingham Residence: 
T-tests and ANO VA
Variables of residency, including current and former, and length of residency were 
used to run statistical tests in this section. The first test was run to examine if there 
was any difference between current ‘Birmingham residents’ and ‘non-residents’ and 
T-tests found four among twenty statements (see Table 10.20). Current 
‘Birmingham residents’ agreed statistically higher than ‘non-residents’ on Statement 1 
and 13. The former group thinks the redevelopment encourages tourism/leisure 
visitors to Birmingham and the site as being more alive than other parts of the City 
more than the latter group. As current residents, they may have seen more 
tourism/leisure visitors to their city and, they may also frequently see the ICCQ being 
vibrant. However their local knowledge of the City may be wider and they may 
consider there are more suitable places for children than the ICCQ, and there are 
better examples of pedestrian opportunities elsewhere in the City than the ICCQ. It 
is well-known common knowledge to Birmingham residents that Broad Street is busy 
and mainly a drinking place.
Statement Variable N Mean Std. D. Sig.
15 Current Birmingham Residents 
Current Non-Residents
179
155
3.99
4.24
1.03
.79
.016
11 Current Birmingham Residents 
Current Non-Residents
180
153
3.63
3.92
1.24
1.01
.021
13 Current Birmingham Residents 
Current Non-Residents
180
140
4.17
3.94
.93
.91
.032
1 Current Birmingham Residents 
Current Non-Residents
179
158
4.61
4.46
.69
.74
.050
11. This site is suitable for children.
13. This site is more vibrant than other parts of Birmingham city centre.
l.The redevelopment is good for a tourism/leisure visit for Birmingham.
Table 10.20 Significance o f Perception: Current Birmingham Residents or
Non-Residents
Another T-test was employed to determine if residency of the City results in
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differences between ‘current and former residents’ and ‘those who have never lived in 
Birmingham’ (see Table 10.21). ‘Current and former residents’ and ‘Non-residents’ 
made only two differences; Statement 11 and 13. Here again, better local 
knowledge may have influenced these opinions, as noted above.
Statement Variable N Mean Std. D. Sig
11 Current or Former Residence 203 3.64 1.22 .008
Non-Residence 127 3.97 1.00
13 Current or Former Residence 205 4.17 .93 .008
Non-Residence 111 3.88 .91
11. This site is suitable for children.
13. This site is more vibrant than other parts of Birmingham city centre.
Table 10.21 Significance o f Perception: Current & Former-Residence and
Non-Residence in Birmingham
The last tests in this section explored if there is any difference in opinion based on 
length of respondent’s residency in Birmingham. ANOVA and Post Hoc: Bonferroni 
tests were employed to find statistical significant differences among five groups (see 
more detail in Appendix 10, Table 13). ANOVA found three group significances as 
can be seen in Table 10.22. Group ‘over 21 years’ group scored higher (mean 4.75) 
than ‘1-5 years’ (mean 4.30) in Statement 1, about ‘the redevelopment being good for 
a tourism/leisure visit to Birmingham’. This oldest resident group considers the 
statement ‘the redevelopment has changed Birmingham’s image in a positive way’ 
stronger than ‘ 11-20 years’ group. This longest Birmingham resident group tends to 
be from the older generation, therefore they consider the redevelopment will 
encourage tourism/leisure sector to encourage Birmingham economy. Reasons for 
the perceived difference on the statement on pedestrian planning by ‘1-5 years’ and 
‘ 11-20 years’ are not apparent.
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Statement Sig.
l.The redevelopment is good for a tourism/leisure visit for .011 
Birmingham.
15. The pedestrian planning gives easy access within the site. .017
3. Overall the quality of the development of this site is high. .033
Table 10. 22 Significance o f Perception: Length o f Residence in Birmingham
10.2.8 Statistical Analysis o f Perception o f the ICCQ by Origin o f Users: ANOVA 
Two variables were used in this section to examine if origin of respondents affect 
perception of the ICCQ. The first variable was place of residence (address) of 
respondents, the respondents were divided into six groups; ‘Birmingham’, ‘West 
Midlands’, ‘the rest of the UK, ‘EU’ and ‘the rest of the world’. Four group 
significances (Statement 7, 9,10 and 20) were found through ANOVA (Table 10.23). 
Post Hoc Bonferroni tests were then employed to find further significant differences 
(for further detail, see Appendix 10.Table 14). ‘The rest of the world’ showed a less 
favourable perception on all four statements. ‘Birmingham’ and ‘West Midlands’ 
scored slightly higher on the image improvement (Statement 7) than ‘the rest of the 
world’, and all British residents think the ICCQ is more fashionable and trendy in 
Birmin^am than did ‘the rest of the world’. ‘Birmingham’ residents considered 
‘the ICCQ was more vibrant than the rest of the City’ more strongly than ‘the rest of 
the world’ and ‘West Midlands’ residents regarded working in the ICCQ as more 
attractive than ‘the rest o f  the world’. . ‘The rest of the world’ group has least local 
knowledge of Birmingham and the UK compared to the rest of the groups, and this 
may have affected the results. ‘Birmingham’ and ‘West Midlands’ residents having 
higher perceptions is easily understood, while ‘EU’ residents did not have any 
statistically significant perception.
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Statement Sig.
10. This site is a fashionable/trendy spot in Birmingham .000
7. The redevelopment has changed Birmingham’s image in a positive .020 
way.
9. It seems a good place to work. ,008
20. This site is a booster for civic pride. .031
TablelO. 23 Significance o f Perception: Address
There are many immigrants in Birmingham including students, so in order to pin 
point differences, ‘place of birth’ was used as a variable. This variable affected 
respondent’s perception more than ‘place of resident’, as twelve differences were 
found by ANOVA (Table 10.24) and then Bonferroni tests identified each group 
significance (see Appendix 10, Table 15 for more detail). The general tendency was 
similar to the results fi-om ‘place of residency’. ‘Birmingham’ and ‘West Midlands’ 
group have higher opinions of the redevelopment compared to ‘the rest of the world’ 
and ‘EU’ origins. Although overall ‘Birmingham’ bom people agreed more 
strongly on statements, statistical differences have shown ‘West Midlands’ and ‘the 
rest of the UK’ groups had stronger agreement compared to the former group. It is 
worth noting that statement 1 (good for tourism/leisure visit), statement 3 (quality of 
development is high), statement 6 (worth visiting the site), statement 7 (image has 
changed), statement 9 (good place to work) and statement 10 (fashionable/trendy 
spot) are scored statistically higher by ‘the rest of the UK’ bom group than ‘the rest of 
the world’ or ‘EU’ group. These significances are encouraging for Birmingham City 
itself, as it is important to improve the image nationally. These results showed that 
respondents who were not bom in Birmingham and West Midlands appreciate the 
transformation of Birmingham relatively strongly.
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Statement Sig.
1.The redevelopment is good for a tourism/leisure visit for .000
Birmingham.
3. Overall the quality of the development of this site is high .000
20. This site is a booster for civic pride .000
7. The redevelopment has changed Birmingham’s image in a .000
positive way.
10. This site is a fashionable/trendy spot in Birmingham. .000
13. This site is more vibrant than other parts of Birmingham city .001 
centre.
9. It seems a good place to work. .004
15. The pedestrian planning gives easy access within the site .010
6. It is worth visiting the site. .014
2 .1 feel comfortable in this site. .019
16. It is safe to stroll in this site during the dav time .034
14. Birmingham can build new symbol based on this site. .044
Table 10.24 Significance o f Perception: Place o f Birth
10.2.9 Statistical Analysis o f Perception o f the ICCQ by First Visit: T-tests 
T-tests were conducted to find if visits for the first time or not made significances and 
seven statements showed statistical differences (see Table 10.25). ‘The first time 
visitors’ have poorer opinions on the redevelopment of the ICCQ compared to 
‘non-first time visitors’ in all seven statements. This may be because most of them 
are from ‘EU’ and the ‘rest of the world’ and the tendency for these groups to have 
less agreement on statements has been noted above.
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Statement First Visit or not N Mean Std.D Sig.
10. This site is a fashionable/trendy 
snot in Birmingham.
First visit 
Not first visit
35
115
3.57
4.36
.81
.76
.000
14. Birmingham can build new symbol 
based on this site.
First visit 
Not first visit
36
111
3.44
3.99
.97
.79
.003
20. This site is a booster for civic pride First visit 
Not first visit
40
115
3.88
4.27
.82
.78
.007
7. The redevelopment has changed 
Birmingham’s image in a positive way.
First visit 
Not first visit
33
114
4.00
4.38
.94
.83
.010
1. The redevelopment is good for a 
tourism/leisure visit for Birmingham.
First visit 
Not first visit
42
116
4.21
4.55
.87
.66
.011
3. Overall the quality of the 
development of this site is high.
First visit 
Not first visit
42
117
3.88
4.22
.77
.76
.014
6. It is worth visiting the site. First visit 
Not first visit
41
116
4.10
4.50
1.22
.93
.035
Table 10.25 Significance o f Perception: First Visit to Birmingham or Not.
10.2.10 Statistical Analysis o f Perception o f the ICCQ by Main Purpose o f Coming 
to Birmingham and to the ICCQ: T-tests
Two T-tests were conducted to examine if purpose of visit to ‘Birmingham’ and to 
‘the ICCQ’ made differences and Table 10.26, shows the summary of the results. 
‘Business visitors to Birmingham’ (mean 4.00) do not agree as strongly on statement 
20 (civic pride) as to ‘leisure visitors to Birmingham’ (mean 4.27). Statistically 
poorer opinions were held by ‘business visits to Birmingham’ group and this is 
consistent with the ‘business purpose’ group in the ICCQ. Four statements (7, 14,15 
and 20) were identified to show differences between ‘business’ and ‘pleasure’ purpose 
visitors to the ICCQ. People in business may tend to be more critical than those in 
leisure who are more relaxed in general and have chosen to come to the site rather 
than having to be there for work.
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Main Purpose of Coming to Birmingham
N Mean Std.D. Sig.
20. This site is a booster for civic Business 110 4.00 .87 .010
pride. Pleasure 220 4.27 .84
Main Purpose of Coming to ICCQ
N Mean Std.D. Sig.
15. The pedestrian planning gives Business 95 4.03 .84 .005
easy access within the site. Pleasure 237 4.25 .86
14. Birmingham can build new Business 90 3.67 1.05 .017
symbol based on this site. Pleasure 230 3.96 .94
20. This site is a booster for civic Business 95 4.03 .84 .036
pride. Pleasure 237 4.25 .86
7. The redevelopment has changed Business 89 4.27 .91 .047
Birmingham’s image in a positive Pleasure 234 4.47 .79
1 way.
Table 10.26 Significance o f Perception: Main Purpose o f Coming to Birmingham and 
the ICCQ
10.2.11 Statistical Analysis o f Perception o f the ICCQ by Frequency o f Coming to 
Birmingham and the ICCQ: ANOVA
The last variable is ‘frequency of using the ICCQ’, and this is divided into five 
groups; ‘first time’, ‘5-7 times weekly’, ‘1-3 times weekly’, ‘1-3 times monthly’ and 
‘ 1-3 times yearly’. ANOVA found three group significances (Statement 1, 7 and 10) 
which are summarised in Table 10.27. Post Hoc: Bonferroni tests further identified 
which groups differed in their opinions (for further detail, see Appendix 10, Tablel6). 
‘1-3 times monthly’ group had higher opinions on all three statements compared to 
‘first time’ group. However here again, the first time visitors have poorer opinions 
compared to more frequent visitors to the ICCQ in all of them. Statement 10 
(fashionable/trendy site) gained higher agreement from the top three frequent users; 
‘5-7 times weekly’, ‘1-3 times weekly’ and ‘1-3 times monthly’, compared to ‘first 
time’ visitors. Those three groups seem to be very certain about the ICCQ being a 
fashionable and trendy site in Birmingham.
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Statement gjg
10. This site is a fashionable/trendy spot in Birmingham 002
1 .The redevelopment is good for a tourism/leisure visit for .010
Birminghan%.
7. The redevelopment has changed Birmingham’s image in a .025
positive way.
Table 10.27 Significance o f Perception: Frequency o f Using the ICCQ
10.2,12 Summary o f Perception o f the Twenty Statements
Table 10.28 shows the summary of statistical sigmficances of twenty statements on 
the ICCQ redevelopment. Although there are statistical significances in perceiving 
the redevelopment of the ICCQ, overall, every group holds positive opinions, except 
on Statement 5 ‘it is safe to wander around in this site during the night’. There are 
variables which had greater impact on responses to the statements. ‘Ethnic 
background , place of b u th , age’ and ‘household with children’ made the most 
differences among sixteen variables. Section 10.1 revealed that ‘age’ was one of 
critical variables and this variable also played a sigmficant role in producing 
differences in respondents’ perception. ‘Ethnic background’ and ‘Place of birth’ also 
influenced how respondents assessed the redevelopment. These two variables have 
shown similar results, since birth place is a critical factor in determining ethnic 
background, most Asians have been bom in Asian countries and Europeans are bom 
in Europe. Households with children’ held relatively poorer opinions compared to 
households without children, but as noted above, there is no easily understood 
reason for this result. Respondents with children may not consciously consider the 
ICCQ less suitable for children, but living with children clearly makes differences.
While there are two statements (17 and 19), which did not show any differences, 
respondents presented varied opinions on Statements 1,3, 7,10, 15 and 20, especially 
on statement 20 ‘the site is a booster for civic pride’, which showed differences in 10 
variables. This may mean that the site is not able to boost civic pride or the ICCQ is 
not strong and unique enough to boost civic pride. Statement 1 : ‘the redevelopment 
is good for tourism/leisure visit for Birmingham’ and Statement 7: ‘the 
redevelopment has changed Birmingham’s image in a positive way’ also revealed
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10.3 Conclusion
This chapter examined respondents’ perception of twelve specific places and twenty 
statements about redevelopment of the ICCQ through employing T-tests and ANOVA 
Post Hoc Bonferroni tests.
Chapter Nine revealed overwhelming positive opinions from the respondents and this 
tendency has not changed in each group, discussed in this chapter. Among fifteen 
variables three; age, education and occupation, showed relatively frequent 
significances in differences perceiving attractiveness of twelve specific places. 
Older age, lower education and retired group tended to assess the ICCQ higher in 
general. However in general each variable showed little significance except ‘night 
clubs’ and ‘the NIA’, ‘night clubs’ are not popular among all sections of the 
population surveyed, normally they are frequently used by the younger generation, so 
this result is not unexpected. However to ‘the NIA’, results are hqrd to comprehend.
Assessing the twenty statements; showed more differences compared to evaluating 
specific places. Variables such as ‘age’, ‘ethnic background’, ‘place of birth’, 
‘household with children’ played significant role in making differences. Older 
people, ‘Retired’, ‘White British’, ‘household without children’, and ‘British’ held 
higher opinions. Older people had more favourable perceptions, which is a similar 
tendency to that shown in the first section of this chapter. Being ‘British’ meant 
having more background knowledge of Birmingham and being easier to visit the 
ICCQ and Birmingham more frequently, compared to residents of the rest of the 
world. These elements, knowledge, experience and memories of Birmingham can be 
expected to have affected the perception of the ICCQ. The next chapter draws 
conclusions and implications from the whole study.
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Chapter Eleven Discussion and Conclusion
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11.0 Introduction
This chapter provides a discussion and analysis of the findings from previous chapters 
and discuss conclusions and implications from the research. The study has taken a 
holistic approach viewing urban regeneration from an integrated tourism, leisure and 
recreation perspective, using theories from geography, history, planning, sociology, 
tourism, leisure and recreation, put in the context of the concepts of Amenity Business 
and Amenity Place. The purpose of the study, which was clarified in detail in 
Chapter Six, was to conceptualise Amenity Business and Amenity Place and examine 
their role in the regeneration of traditional manufacturing city centres, in particular in 
Birmingham. The literature review and the examination of four other traditional 
manufacturing cities led to the development of the Amenity concepts. These 
concepts were then examined in the context of Birmingham, to see how far the City 
has implemented them since the late 1980s. The concepts are rather ideal, 
embracing several aspects of spatial planning, and this study has concentrated on 
tourism, leisure and recreation; Amenity Business.
The first section of this chapter deals with spatial transformation and analysis of data, 
the next section applies Amenity concepts to the ICCQ and argues how far it has 
come in achieving the provision of an Amenity Place. The general conclusion is 
then presented, followed by a review of limitations of the current study, thoughts oii 
further research and a final conclusion.
11.1 Spatial Hermeneutic o f the ICCQ
The analytical perspective firstly focuses on why and how the use and the function of 
the ICCQ have changed (regenerated) over the years and how it is currently used. 
This has been revealed mainly through investigation of archive resources, 
questionnaire surveys to the businesses and users and interviews with key persons.
11.1.1 Key Actors and Player o f the Fundamental Transformation
About one hundred years ago, the ICCQ was a very vibrant space, based on 
manufacturing production, but as manufacturing industry declined the area became 
one of the most derelict parts of the City. Towards the end of the second millennium, 
it became lively again through a gradual redevelopment, particularly starting with 
‘business tourism’ based on the Convention Centre (ICC). The ICCQ has been
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restructured around public open space, including public squares and canal-side walks. 
The current space has a mixed-use, including the ICC, an indoor arena, an aquarium, 
office buildings, pubs, cafés, restaurants, night clubs, art venues, retail shops and hotel 
and residential flats. The main industries are obviously all in the tertiary sector, 
compared to the past century’s emphasis on the manufacturing (secondary sector).
It was Birmingham, together with other traditional industrial cities, which led the 
world into an industrialised society and brought huge prosperity. However 
Birmingham was left behind miserably in later competition. The manufacturing 
industries were unable to respond to rapid changes in global industrial relocation, 
technical advancement and competition. Derelict and run-down manufacturing 
factories and warehouses in the middle of the City symbolised the serious disease of 
Birmingham, which originated in the modem period noted by Berman (1983). It 
was far from a natural progression for Birmingham to create the ICC, only 
catastrophic economic failure pushed or forced the Council to seek a different 
directioii. As Bore (2000) noted in his interview, investing in the ICC in the City 
Centre was one of very few hopes that the Council had for the future of Birmingham 
in the mid-1980s. The near-fatal economic decline, in one sense, was one of die key 
actors in the transformation of Birmingham City Centre. The City Council was 
desperate for the building of and development of a new economic sector. It was 
fortunate for the City that the NEC has already well established itself, and there was a 
demand for further facihty for the convention and conference business market and 
hence there was already a business tourism industry base in the City to build on. 
Thus Birmingham building a convention centre was not an idea inspired by the 
successes of American cities but was originated indigenously. Some flagship 
developments fail, but in the case of Birmingham there was real demand from the 
existing business tourism market confirmed by a feasibility study.
In order to make the ICC a successful convention venue, leisure element in other 
words ‘after convention’, must be appropriate and attractive in the ICCQ and the rest 
of City Centre. The direction was obvious to the Council, especially after the failure 
of the Olympic bid in 1984, which made the City Council realise the image 
Birmingham held abroad was so negative and poor. The long success of being an 
industrial leader of the world was a strong imprint on identity. Bore (2000)
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characterised this as an ‘inward looking’ view of the City, and that Birmingham 
people could not themselves appreciate the common negative perceptions of the City 
held by outsiders. A change of image was critical for successful economic 
regeneration in Birmingham. Many traditional industrial cities now know an image 
problem is significant in deterring new economic activities. Therefore the Olympic 
failure provided a precious and early opportunity for the Council to consider seriously 
new development with good quality, in order to change its image. The tradition of 
the City had not been to give much consideration toward quality. As revealed in 
Chapter Seven a new direction has been followed by city planners based on the 
‘Highbury Initiatives’ conference and consultancy reports on the physical 
improvement of the City Centre. There was a common goal shared within the 
Council and this probably greatly helped to achieve the fundamental physical changes 
needed.
Thus two significant failures and a crisis in the mid-1980s brain-washed the Council 
and indicated a future direction for Birmingham. One more key player, who directed 
this new path, was also identified in the study. Les Sparks, who was the head of 
planning department at the City Council during the 1990s. Under new leadership 
with the essential experience to create new physical space in Birmingham, the City 
Council began to implement this new direction. The regeneration was led by the 
planning department since different departments had to work together to transform the 
ICCQ site. According to one city planner (Blackstaffe 2000), it was virtually the 
first time anyone had managed to build a working relationship between other 
departments in the Council. The Economic Department was frequently consulted to 
ensure positive results would be brought in. Sparks’s responsibility was immense 
and expectation was high for the new head of the planning department. Chapter 
Seven described how Manzoni, the powerful chief officer of public works, and his 
‘long-term schemes’ (Cherry 1994; 215) had a significant influence on the ‘modem’ 
landscapes of Birmingham. Demolishing old landmark buildings, making the City 
into a motor paradise by road development and providing major redevelopment 
opportunities along the inner ring road, resulting in planning and architectural quality 
being put on one side (ibid.). Again in the 1990s, the Council gave strong and 
powerful leadership, although the direction this time was veiy different, valuing 
quality and people, and has helped to create new Birmingham.
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The industrial success of Biimingham had been so strong and for so long that only a 
crisis, for the first time in its^  history, could change the direction of planning in the late 
twentieth century to place a value on quality and people. It maybe argued that as 
long as economic success continues a city can be proud of itself no matter how badly 
it is derided. However once its economic prosperity leave, what was not valued 
before tends to gain in significance, and for Birmingham, this was quality and people.
11.1.2 Transformation from  Space to Place
The implementation of this new approach can be seen from physical changes in the 
ICCQ. In order to give a summary, it is appropriate to divide the area into four parts 
based on function and character: (A) Civic Centre (B) the canals, (C) Brindleyplace 
and (D) Broad Street.
11.1.2.1 (A) Civic Centre
The Civic Centre, a long lasting dream of the Council, was finally completed with the 
ICC and Centenary Square. Having an open public square surrounded by municipal 
buildings had been an idea of the Council since the early 20^ century, however the 
plan was only realised after years, beginning with the Baskerville House (used as the 
Council office) and Hall of Memory (in the 1920s), the Repertory Theatre (1973), and 
finally Centenary Square and the ICC completed in the early 1990s. The nature of 
the space has been public and gradually been geared towards a focus for people to 
gather in. The square is the largest open space in the City Centre, it can hold events 
and provides a major route to the traditional City core. Public art works placed in 
Centenary Square remind people of the history of Birmingham, which make it unique 
to the City and reinforces the place identity of Birmingham. This was one of the 
first spaces to be redeveloped in the City Centre. The Council, with support from 
the EU, invested large amounts of public money in order to diversify the economic 
structure (business tourism) and create a new image of the City.
As the survey of users showed three quarters of respondents were involved in more 
than two activities. All four places. Centenary Square, Brindleyplace, Broad Street 
and the Canals are visited by more than half of the respondents, but among them 
Centenary Square is most visited. This may be due to the pedestrian route design, as
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the square was intended to be a main route to the Birmingham core. The nature of 
the design of space enables a person to promenade, to rest, or to indulge oneself in 
their own world. Zukin (1991) notes the ‘landscape of power’ but much of this 
landscape is a landscape of relaxation and healing, it may not a complete oasis but it 
does provide a healing power to people who wish to quietly relax. Its feeling is 
subjective, and old people wander and unemployed people rest in the open space. 
This space indeed matches the concept of Amenity Place discussed in Chapter Five, 
both in intent and in function.
The most popular activities from the survey in the ICCQ are to have a drink, walk 
along the canals, promenade/sit in public open spaces and have a meal. This shows 
that the space fulfils a relaxing function for people. Despite wide spread use of 
eating and drinking facilities in Brindleyplace and Broad Street, respondents did not 
rank cafes, restaurants and pubs as the most attractive, but rather the canals and public 
open spaces were ranked the highest. They clearly valued spaces which needed no 
money to enjoy and did not have ‘to consume’ physical materials including food and 
drink. They can feel free from the market force of consumption in the ‘urban oasis’ 
of the ICCQ. The open public space enables users to enjoy the space without 
spending money. It provides space to rest, cease, or to relax, fri the late 19^ 
century Olmstead had the idea of building the rural landscape into urban areas, which 
was realised in Central Park in Manhattan (Gold 1973) (see Section 2.3.3; 2.4; 5.2.1). 
Birmingham was not able to create as large a rural landscape in the inner City, and 
instead created an ‘urban oasis’. It provides ‘tranquillity and rest to the mind’ 
(Oldmstead 1870: 23 in Gold 1973: 21). It is worth noting that the private sector 
also produced two public open spaces, although on a scale smaller than Centenary 
Square, which shows a private developer can provide for the benefit of the general 
public.
11.1.2,2 (B) The Canals
The growth of Birmingham owed much to the canals and the Gas Street Basin was 
one of the busiest canal centres but they were gradually neglected and disappeared 
from the townscape. Landscapes along the heavily contaminated canals were 
derelict and run-down and the private sector did not show any interest in investing in 
them. They were hidden behind buildings and access points were limited and then
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slowly forgotten. Although the canals were potential tourism resources, it was the 
role of the public sector to improve the canals and make them an attractive 
environment for the private sector to follow. After public money was invested in 
cleaning, revitalising towpaths and making access points, the canals have re-merged 
as a key part of the industrial heritage of Bumingham. Unrefined or raw industrial 
heritage cannot be tourism resources, and the canals being contaminated with oil were 
far from an ‘industrial heritage’ likely to attract people. Pleasure boats now sail up 
and down the canals and provide pleasant views in the middle of the ICCQ. The 
canals are a sigmficant attractive element of the ICCQ, as revealed from the survey. 
They are regarded as the most attractive among twelve places within the ICCQ. 
Most respondents enjoy walking along the canals, and the older generation 
appreciates the canals more than the younger generation, as many older groups have 
personal memories of them and have seen their immense transformation. Only 
public money could revitalise the canals and the role of the public sector was critical.
Now the property market has many interests along the canals as they provide 
attractive sites for residential uses, a major change from twenty years ago. The 
regeneration along the canals provides opportunities not only for people to enjoy, but 
also for different business purposes.
11.1.2.3 (C) Brindleyplace
Brindleyplace has been also radically transformed. This was one of the places in 
which industrialisation started in the world and it would not be an over-exaggeration 
to say it is from here that the capitalism system spread to the world. It used to be 
extremely derelict, and even now neglected and fallen-down buildings can be easily 
found very close to it. It was a place where the ‘working class’ worked in the 
manufacturing sector in the past, but now has been reconstructed for the middle class 
and for the service sector. As noted earlier it was initially planned to be a festival 
market but redevelopment took a very different shape.
This space now has a wide mix of uses; offices, a hotel, an aquarium, a theatre, a 
museum, a gallery, cafés, restaurants and pubs and residential, for working, playing 
and living. Although this study has focused on Amenity Business it is worthwhile to 
note that Brindleyplace provides residential flats and jobs (the majority of buildings
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are office buildings). In the 1970s no one imagined this place could be as it is now, 
there were old warehouses and works occupying much of the space, which has now 
been restructured with style, design and quality. The City was not an attractive place 
for investment for several decades and the Brindleyplace site was one of the most 
discouraging peaces to invest in (Cherry 1994). Now all buildings in the space are 
new except for a couple of listed buildings which have been converted into different 
uses. Within the ICCQ Brindleyplace presents a distinctive appearance. There is 
no dominant building but many individual ones. Each building is unique and it is 
clear that consideration has been given to design and appearance. Some critics 
might call this a postindustrial landscape, for example, one building has an Italian 
architectural influence which has little immediate cultural link to Birmingham. The 
overall d esi^  has harmony and it is spectacular but it does not necessarily relate to 
the history or background of Birmingham except using bricks. Cherry (1994) notes 
that there is no distinctive architectural tradition in Birmingham, except maybe a 
negative one, therefore architects and designers of Brindleyplace needed to create a 
new style and design. Perhaps there was no choice but to adopt a postmodern design 
in order to create an attractive landscape to gaze at and create a new image of 
Birmingham. This may be reflected in respondents’ assessment of the office 
building appearance as relatively low (mean=3.65) compared to the other eleven items. 
The redevelopment was the largest in scale by a single developer in the UK at the 
time of construction. Although not all respondents strongly agreed that this space 
can be a symbol of the new Birmingham, it has bedome a main promotional feature in 
the media these days (Independent 15.8.1997: Waitrose May 2000, Biimingham Post 
15.8.200). It was of critical importance to make this space ‘right’ for the city after 
spending so much public money, and the endeavour has paid off. Brindleyplace 
development displays a new emphasis on aesthetic value in Birmingham.
Compared to Civic Centre and the canals this space shows the power of the private 
sector rather than the public sector, but in fact it was the close partnership between the 
Council planning department, developers, architects and designers that produced the 
successful results. It can be seen as a triumph for the City to gain public open space 
from the private sector. The fountain in Brindleyplace Square has become a small 
urban leisure site as well. Children play in the water, tourists take photos, people sit 
on the steps and some enjoy coffee at a café in the middle of the square. It has
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become a showcase of the single developer. Argent, and is well managed and 
marketed by them. The business community within Brindleyplace cooperates in 
promoting the site. The success owes much to the initiative of the developer, and the 
partnership between them and the City and its marketing. The office buildings 
themselves represent an image of the power of capitalism (O’Hare 1998: Sennett 
1991: Zukin 1992: Uny 1995) together with their occupant companies. However it 
has proved possible to provide a small urban oasis which one respondent noted as 
having unseen walls against the Broad Street population of clubbers and drinkers, as 
there is httle or no intrusion into Brindleyplace at night or associated problems.
11.1.2,4 (D) Broad Street
One interviewee said ‘Broad Street was the last place to open a business’, but now ‘it 
is the prime business location’, thus the same story of successful transformation has 
been revealed. There are hotels and office buildings along the road but most 
premises are operated for the night-life market. The road has been transformed from 
a retail function, although there had not been much trade for a long time to less 
tangible services offering experiences, including pubs, night clubs and restaurants. 
The Council initially had intended the street to provide quality night-life for 
convention visitors. A famous Jazz club, opened in the mid 1990s, was the first step 
to actualise this vision, and encouraged other businesses to invest on the street 
because of the prestige and confidence it brought to the street. This road can now be 
described as a landscape of (service) consumption. It had always been a major 
trading street, but now sells services and experiences instead of material goods. It is 
an immense success in providing for the night-life market.
The City Council has limited power over changes in spatial use, although it has 
authority to give permission to the private sector. The street is now mostly occupied. 
by drinking places, and there is severe competition among night clubs and pubs, in 
fact some have already left and new businesses have started since the survey was 
conducted (after 15 months). It does not seem particularly healthy for the road to be 
so heavily concentrated on food and dnnk retailing, since any downward rnarket trend 
against night life would have a serious effect on Broad Street and it seems to need 
diversification. A couple of business interviewees appear to have misunderstood 
and thought that the Council wanted the area to be a ‘drinking area’. A city planner
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explained that it was not the City’s intention for the street to be a concentration of 
drinking businesses but noted ‘you cannot control’ the direction of the market (Sparks 
2000). One developer gave the reason for there not being many retail shops, that 
retailers were reluctant to open shops in the area because they did not think they could 
get a critical mass market in the way pubs and clubs have done (Madeline 2000).
1L1.3 Positive Changes in the ICCQ
A  fundamental spatial transformation has been observed. There are seventeen listed 
buildings now used for Amenity Business in the ICCQ. Furthermore, one third of 
business respondents have changed their use since 1990. This emphasises how 
much the use of space has changed in one decade. No less than a quarter of the 
Amenity Businesses started in derelict premises, the façades of which were 
maintained but the insides transformed. This shows how derelict the area was even 
in the early 1990s, and how rapidly it has been changed. One restaurant located in a 
converted listed building, now provides high quality European cuisine which 
Birmingham had not offered before.
The brownfield sites were converted into not only space for consumption, but also for 
information production. It is the particular nature of the ICCQ that it is restructured 
around the information industry, as two national tele-communication companies 
occupy two complete office blocks in Brindleyplace. Information is produced and 
processed there and the siting of the convention centre is symbolic. Many critics 
(O’Hare 1998: Sennett 1991: Zukin 1992: Urry 1995) note space is now reorganised 
around consumption, but not necessarily confined to this use. In the case of the 
ICCQ, the space has been restructured towards a mixture of activities, particularly 
including nomconsumptive space in the form of public open spaces and the canals, 
and the industrial heritage. ‘A park lifts spirits and hopes’ (Anon. 2000: 15), 
however a recent report found that many traditional parks have declined and leaving 
limited access to good quality open spaces in urban areas (Norfolk 2000: 6). The 
value of these non-consumptive spaces cannot be over exaggerated in the City Centre 
close to otherwise deprived areas.
About half of users had visited the ICCQ before the redevelopment and the 
overwhelming majority of them think it is more accessible, safer, more interesting and
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attractive to visit now. There is no doubt that the City Council has created a positive 
change in the City Centre. The leader of the council (Bore 2000) and the former 
head of the planning department (Sparks 2000) emphasise that ICCQ has developed 
beyond their expectations. They did not imagine the regeneration would take place 
so well, and local residents welcome the immense changes. The historical 
background of the ICC site caimot be forgotten, even when the space function has 
transformed, as the origin of the original functions is still embedded in the space. 
The old Victorian multi-purpose Bingley Hall, where locals used to gather for various 
events, stood where the ICC has been built and in some senses its role has been 
continued by the ICC at a different scale.
11.1.3.1 Towards 24-Hour and Multi-Activities City
Many British city centres become quiet after 5pm and on Sundays, however the new 
aim is for a pity to have its core alive outside the traditional trading hours. How far 
ICCQ has changed the tradition of British cities is clear. Opening hours of 
businesses in the ICCQ vary, some of them open before 9am and a large majority of 
them close much later than 5pm. It has been attracting people after 5pm, including 
those who work there, who visit the area for business, come to the other parts of 
Birmingham and those Who come specifically to enjoy the evening there. The 
surveys and observations show that the space is active during the evening and night 
time, as well as in the day, especially Broad Street, which is filled with young people 
after 9pm. Weekends are also busy for many businesses in the ICCQ, only eleven 
businesses close on Sunday and on Saturday only one business is not open. 
Weekend opening hours are only a little shorter than on weekdays. More and more 
office spaces have been created and occupied and it has been shaping a unique work 
culture.
Furthermore a mixture of different activities by various demographic groups are 
found here over a 24-hour period. The changes in customers shown by the surveys 
means there are more national and international visitors to the ICCQ than before, and 
more leisure and pleasure visitors are coming to the shops, pubs and restaurants. 
The night scene cannot be imagined from the daytime, and especially in the late 
evening there are many young people walking down and up Broad Street 
accompanied by loud music. Despite a police presence on the street all the time to
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prevent trouble, restaurants and pubs in Brindleyplace still provide pleasant 
opportunities for a slightly older generation. On the other hand, during the daytime 
while older people walk or sit in the squares, children play in the fountain and office 
workers read papers or books or just doze on a bench. At times it appears as if the 
urban planning has created mental (in some case physical) walls within the ICCQ to 
differentiate types of people and activities.
11.1.3.2 Spatial Occupants and Users
Although the City aims to be a ‘European Meeting Place’, the majority of origins of 
users in the ICCQ are Birmingham and regional residents. Few people were visiting 
Birmingham for the first time among respondents. The majority of respondents 
came to central Birmingham and to the ICCQ for pleasure. The Council had been 
aware of the importance of having an attractive leisure and commercial environment 
adjoining the ICC. The success of business tourism owes much to this pleasure 
element, and the development aspects provide benefits to locals and to all users of the 
space. Over three quarters of respondents were regular users of the ICCQ, and most 
come there frequently. It is important to satisfy these frequent users, as they are the 
‘daytime residents’ of the ICCQ. Among Birmingham residents about a quarter of 
them were from Ladywood, Edgbaston and Aston, who are immediate local residents 
of the ICCQ. Considering the nature and the scale of the ICCQ, this figure is 
reasonable. If development is dominated by local residents, then it can fail to attract 
other domestic and international users. However, one does have to conclude that the 
real overall benefits to people from the three wards, especially Ladywood, do seem to 
be limited at the present time.
Almost three quarters of respondents go to more than three places (Centenaiy Square, 
Brindleyplace, Broad Street and the canals), only about one quarter confine 
themselves to one place. Furthermore, more than half of them walk to other parts of 
the City. There is a high degree of mobility among people, which reflects the 
campaign and actions of ‘giving streets back to people’ by the Council. This may be 
helped by Broad Street being on major bus routes and there being two large car parks 
within the ICCQ. People may walk along Broad Street, through Brindleyplace and 
Centenaiy Square as a route to the core of the City Centre. The new developments 
have created a pleasant (Amenity) environment. One respondent noted she normally
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walks through Brindleyplace and Centenary Square even though she could take a 
shorter different route, in order to enjoy the new Birmingham.
11.1.3.3 Economic Impacts
Multinational capital (in the form of a world-wide hotel chain) has contributed to the 
City in various ways, including the creation of employment, and brought confidence 
and prestige to the business community and the people of Birmingham in the 
beginning of the 1990s. Big companies regarded the City as an attractive place to 
invest as the ICCQ took shape. National companies also came to Broad Street, 
which further improved the quality of the image and fashion. This outside capital 
helped strengthen and encourage additional business investment as suggested in 
Figure 5.3, 5.4 and 5.5 (City B). Reluctance in the early 1990s onwards gave way to 
confidence from the mid-1990s to invest in the ICCQ, in particular Broad Street and 
Brindleyplace, and from around this period the number of new businesses opening 
accelerated. The space is now not solely occupied by large private businesses, but in 
fact nearly the half of the business owners are ‘locals’. It is still an early period of 
the destination development stage and this local capital may be taken over by external 
agents as the ICCQ develops and becomes a more mature destination (Butler 1980). 
However the high proportion of local ownership of business must be evaluated highly 
On the outcome of the redevelopment, the business respondents gave ‘the 
redevelopment is good use of public money’ the highest score among nine statements, 
followed by ‘the redevelopment is good for a tourism/leisure visit for Birmingham’. 
Flagship development is often criticised (Loftman and Nevin 1994), but these 
businesses have benefited greatly from the regeneration and their opinion in this case 
is favourable.
When looking back at the history of the site, there were originally many small 
factories along the canals, reflected now in the many small local companies in the 
ICCQ. The main reason for businesses locating here was to be within the major 
redevelopment area, and the second reason was the proximity to the City Centre. 
The regeneration and the success of the ICCQ has expanded traditional boundary of 
City Centre, and the businesses may feel closer to the centre because of the 
improvement of pedestrian access to the station and the City Core. The Council 
initially invested a large amount of public money to improve the overall environment
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of the ICCQ and then the private sector followed and opened businesses. The effect 
of redevelopment is apparent from the response to one statement: Tf the area had not 
been redeveloped, would your business be here in this form? ’ Two thirds of business 
respondents disagree with this statement. This shows that the initial investment by 
the public sector was essential and it successfully functioned as a pump priming 
exercise for the private sector.
Unfortunately there has been no statistical economic impact evaluation confined to 
the ICCQ, but there are over one thousand full time and nearly nine hundred part 
time/casual people working within the ICCQ in the Amenity Businesses surveyed 
alone. Most of them are from Birmingham, which means the redevelopment has 
created employment locally. However there is a study of the economic impacts of 
the NEC Group (KPMG Peat Marwick 1993; 1999) (see Chapter Seven). The ICC 
and the NIA have produced over 3,000 jobs and 45 million pounds retained income 
during the period September 1998 and August 1999 (KPMG Peat Marwick 1999). 
According to these surveys they have had substantial economic impacts on the City 
and on the West Midlands as well. The facilities have ‘reinforced Birmingham’s 
position as a centre of business transactions, international meetings, major sport and 
entertainment events’ (KPMG Peat Marwick 1993:10). While economic impacts 
brought from this redevelopment have strengthened the health of Birmingham’s 
economy, it is inappropriate just to concentrate on the economic impacts of the 
redevelopment. The pleasure and enjoyment expressed by many respondents, leisure 
users as well as business respondents cannot be directly reflected in economic figures 
alone.
11.1.3.4 The Transformation o f Perception and Image
As one city planner noted, the ICCQ had been left derehct for thirty years, so any 
improvement could have been welcomed by the local people, especially those who 
knew the past (Blackstaffe 2000). There was hardly any positive perception about 
the site before the redevelopment by business people, but the majority of the users of 
the ICCQ have a positive opinion about what it offers now. The change is so radical 
that descriptions of before and after the redevelopment showed extreme contrast. In 
general most people welcomed the change although some seek further development 
and change. The highest mean score on opinions about Birmingham were that ‘the
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redevelopment is good for a tourism/leisure visit for Birmingham’ and T feel 
comfortable in the site’. People value the importance of the redevelopment for the 
City and the majority of them feel comfortable being in the ICCQ. Considering how 
derelict the place was twenty years ago, this feeling of being ‘comfortable’ is a 
remarkable achievement by the Council and the developer, towards creating ‘Amenity 
Place’.
Although the survey also found that several demographic variables did make 
differences in perceiving the ICCQ, negative opinions were virtually absent from each 
group. Age is one variable to make statistically significant differences, the youngest 
group has less positive feelings on many elements compared to older groups but this 
group considers night clubs are more attractive compared to older groups. During 
the day there are children and old people in the ICCQ but the dominant population on 
Broad Street at night is the younger generation compared to Brindleyplace’s slightly 
older generation. In this sense the ICCQ is used by different age groups at different 
times. The ICCQ planned to attract different sections of population and it seems to 
have achieved this objective but there is a question as to whether the Council aimed 
for this pattern. This division of users by time may be a future challenge if a goal is 
to make the space even more inclusive at all times.
Although current residence of respondents affected opinions on the redevelopment, it 
did not on assessing the attractiveness of twelve places. In general ‘the rest of the 
world residents’ had relatively lower opinions compared to ‘British residents’ on 
statements about the redevelopment and did not consider the ICCQ a 
fashionable/trendy spot as much as ‘British residents’ thought. They also did not 
consider that the redevelopment had changed the image of Birmingham as much as 
‘Birmingham’ and ‘West Midlands’ residents did. Many of them might not have 
known Birmingham before and they may have had different image of the City as a 
British or European city. On the other hand, ‘EU residents’ did not show any 
statistically different opinions on image change of Birmingham. This is also a 
positive outcome for Birmingham as the positive image of Birmingham can be seen to 
be spreading to Europe. Birmingham’s general image held by outsiders was 
originally very negative. Birmingham is claiming to be a European city, and ‘EU 
residents’ revealed that Birmingham has achieved this to some degree. It is not
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merely the Council and the local people who think the City has changed, outsiders 
also noticed the transformation of Birmingham. It is not hard to find articles now in 
which Birmingham is treated favourably especially after the redevelopment of the 
canals and Brindleyplace, and particularly after 1998, when the G8 Summit was held 
in Birmingham. Furthermore, the City Council planning department has received a 
special award from the Royal Town Planning Institute (RTPI), its presidential award 
in 2001 (Wmkley 2001). RTPI president Kevin Murray describes the reason for the 
special award (ibid.: 12):
I chose Birmingham because its revitalisation has sustained itself 
over the last 20 years. It hasn’t received the recognition and 
profile for the transformation it has achieved.
This is one of the most respected prizes for the Council planning team from its own 
professional circle. There is no doubt that Birmingham has significantly been 
improving and creating a better physical and social environment in the inner City.
11.2 Am enity Perspective - Is there an Am enity Place?
People visit the ICCQ for various reasons and they engage in different activities and 
experiences enabled by its creation; to sit, promenade, indulge in day dreaming, doze, 
read, eat, drink, go boating, shop, enjoy performances and concerts, work, to 
exchange ideas and the latest information, and to reside there. The space cannot be 
any longer defined as solely a leisure space or a business tourism space nor an office 
redevelopment area. The clear distinction between work and leisure is not easy in 
post-industrial society, as some of these elements have merged especially for those 
who are engaged in business tourism. The ICCQ has been successful in developing 
as an attractive place to enjoy and to work, and in providing notable cultural assets. 
This study has introduced the Amenity Concepts and through the empirical work on 
the ICCQ, it has revealed they have application and meaning. The next section 
evaluates the ICCQ on the basis of these concepts.
11.2.1 Achievement o f Amenity Place in the ICCQ
This section analyse the ICCQ from three perspective of Amenity concepts; planning, 
play and work/live.
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11.2.1,1 Participation in Planning Process
It was revealed that the Council took the planning initiative together in close 
partnership with a private developer and that the local involvement was only marginal. 
The City Council has a long history of having a strong planning leadership and power. 
The community and existing businesses were informed but not involved in the 
decision-making or conceptualisation to any great degree. Some operators sought to 
be involved in the process, but they were ignored. There was a volunteer group called 
Birmingham for People, which suggested an alternative master plan for Brindleyplace, 
very similar to what is there now. Although their real influence on the directions and 
planning remains questionable, it was an important initiative from a local group. 
However, involvement of local residents do not necessarily bring positive results to 
the developers side as well as themselves. One developer had a bitter experience 
when opposition from new residents in Symphony Court on the edge of the ICCQ 
stopped redevelopment for a year (Madeline 2000). The residents did not want 
change to take place then, although ironically the new development satisfies them 
now. The financial impacts on the developer were enormous and the developer 
leamt the lesson not to build residential flats in the early period of redevelopment 
(ibid.). Planners are aware that people who oppose development have particular 
benefits or interests at stake and that they do not necessarily consider the wider 
picture. The involvement of local residents is recommended by planning critics 
(Brindley et. al. 1989: Inskeep 1991: Wates 2000), but the above example shows some 
of the problems of involvement. When a planning authority seeks development for 
general benefit, they need an appropriate approach to involve local residents. People 
in Birmingham still need opportunities to provide firm and fair commitments to their 
own planning and development.
It became clear from the survey of the businesses that there were problems with the 
process regarding updating the business community on new developments and on 
special events by the Council. Some businesses with close links to the City Council 
received useful information, on the other hand, some claimed not to have received any 
information from the Council and had a high level of frustration. There is serious 
distrust of the Council by some businesses, due to poor or no communication between 
them. The Council may need to alter its attitude towards the business community
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and leam how to manage better flow of information to this group, as well as involving 
them in the decision-making process, especially those businesses which have taken 
the initiative in changing the image of Birmingham.
The ideal Amenity Development process is to involve local residents and various 
actors from an early stage in the development, but in this case the City Council failed 
to reflect the opinions of local residents to any real degree. Although the image of 
the City has improved as discussed above, the ICCQ does not truly reflect the 
demands and preferences of residents around the ICCQ. The Council has à long 
tradition of strong leadership in local development and played the significant role in 
the transformation of Birmingham in the late twentieth century. However, from an 
Amenity Development perspective it has to gradually give more power to local 
residents, in order for them to truly benefit from the redevelopment and to have the 
feeling of ‘ ownership’
11.2.1.2 To Play and to Enjoy (Cultural Assets)
The ICCQ has been gradually increasing in cultural assets; public open squares, 
theatres, the canal tow paths, a concert hall (SH), event and exhibition halls, 
restaurants, cafés, pubs, public arts, and special events, concerts, and plays. It 
provides various ‘Cultural Experiences’. There are few retail shops in the ICCQ and 
most of the retailers sell intangible services. Theatres and SH bring joy to those who 
place value on such cultural activities (‘Culture Rich’ in Figure 5.6). Brindleyplace 
seems to satisfy those who are sensitive to aesthetic and fashion, and who can afford 
these (‘Culture Rich’ and ‘New Rich’ in Figure 5.6). Broad Street attracts those who 
value being trendy (‘Culture Pursuers’ in Figure 5.6). Some may not be able to 
afford the consumption but still enjoy walking along the canals and sitting on public 
open spaces (‘Culture Poor’ in Figure 5.6)
It seems by being in a certain place the ICCQ gives a message that it is distinguished 
from others by its location (Featherstone 1991) and its provision of quality and the 
nature of its services. Consumption has become a new way to identify oneself 
(McCracken 1988: Sack 1992: Knox 1993: Crewe and Beaverstock 1998). There is 
criticism that pubs and restaurants in Brindleyplace benefit most from and provide for 
the better off who are able to pay high prices. Broad Street at night is mainly for
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young people and older people do not feel comfortable there then, while business 
tourists seemed to enjoy night life in the ICCQ. The space has been created for 
‘everyone’ and all can enjoy being in the ICCQ, but at different times and in different 
spots. It seems intangible consumption has been targeted at different markets. It 
may not be surprising that many respondents felt an ‘invisible wall’ between 
Brindleyplace and Broad Street. Interviewees commented that Brindleyplace 
‘selects a certain type of people’, who can afford to live in luxurious canal side 
Symphony Court in the ICCQ (‘Culture Rich’ and ‘New Rich’). This type of person 
is not typical of the majority of local residents from Ladywood (‘Culture Poor’ and 
perhaps a few ‘Culture Pursuers’), in which the ICCQ is located. Critics note that 
consumption is deeply related to self-identity (see Chapter Two) and if Brindleyplace 
aims at a certain type of people, then it is those who seek ‘Cultural Experience’ and 
have ‘Purchasing Power’ (see Figure 5.6). Young people, those who do not have 
much ‘Purchasing Power’ but seek a ‘Cultural Experience’, go to night clubs on 
Broad Street with company and enjoy being trendy. Middle age respondents feel 
discriminated against on the street at night, and in this sense Broad Street also selects 
a certain kind of people.
Each user has their own unique experience in the ICCQ. There are different 
pleasures and personal experiences for different groups of people which the ICCQ can 
satisfy. Although it provides different e?q)eriences in Amenity Businesses, the ICCQ 
can be described as an Amenity Place. This is strongly supported by two findings. 
Firstly respondents felt they were comfortable being in the ICCQ (the highest mean 
among twenty statements). This feeling of being comfortable is a critical criterion of 
Amenity Place. Secondly the following impression was noted by respondents very 
frequently: attractive, clean, pleasant, nice, good, improved and transformed, relaxing, 
and place to be, visit and stroll. The ICCQ has been physically regenerated and it 
seems to have succeeded in providing favourable spiritual effects. It seems to 
provide a ‘sense of place’, by way of the dramatic transformation which has taken 
place. These positive impressions held by respondents can be easily transformed to 
Topophilia (see 5.2.1). Some of them may have Topophilia already and some may 
build an affectionate bond after their visit.
Overall there is a greatly increased Amenity Place (City B in Figure 5.5) by the
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development of Amenity Businesses and through this, the image of Birmingham has 
been enhanced. The core concept or the philosophy of an Amenity Place is to create 
a place to lift the spirit. Birmingham has lastly put an emphasis on arts, quality, 
aesthetic value and good design and the spaces have been re-constructed around and 
along public open spaces and the canals. These places provide a spiritual uplift to 
people who visit the space, as an ‘urban oasis’ among the concrete blocks. 
Surprisingly and symbolically, water often plays an essential role in public open 
spaces, in Birmingham’s case through the canals, fountains and a narrow water line'\ 
In case of severe urban deprivation and economic decline, one can argue that a high 
priority should be put on the provision of Amenity opportunities for such areas 
however idealistic this may sound. Then at least those who cannot afford to 
purchase private Amenity or culture, can enjoy publicly provided Amenity Places 
such as on the grass in Centenaiy Square.
11.2.1.3 To Work, to Learn/Study and To Live
Although this study has focused on Amenity Business two other elements of Amenity 
Environment; to work and to live, are discussed briefly here (see Figure 5.3; 5.4). 
The original reason to develop the ICC was to revitalise the economy, and it has had 
wide economic effects on the West Midlands region as noted above (Loftman and 
Nevin 1996: KPMG 1999). There are many business entities in the ICCQ which 
have created new jobs and the majority of them employ white collar workers in the 
information and service industries. This change is symbolic, as we live now in an 
‘information society’. The ICCQ has seemed to reflect Birmingham symbolically. 
The modem ‘wound’ (Berman 1983: 170), caused by derelict lands and factories, has 
been treated and it is now in the healing process.
However, long-term success is yet to be determined. Some office blocks are not still 
fully occupied and one more hotel has opened recently (after the survey has finished) 
and more business offices are under-constmction. Loftman and Nevin (1996) warn 
that positive economic impacts have not yet reached those who are most 
disadvantaged. It is important to help unemployed or low skilled people to have 
access for professional and vocational training and encouraging further or higher
" This is located in Ozzoel Square, the second public open space in Brindleyplace.
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education so that they have better opportunities to gain jobs. Within the ICCQ there 
is a hotel training school which provides training for future hoteliers. The opening 
of an information related vocational or educational institution, would potentially 
provide great benefits for local residents, especially from Ladywood. In this field 
the ICCQ development has failed to incorporate fully the real ‘needy groups’.
For a long time the central areas of traditional industrial cities were not regarded as 
attractive places in which to live by those who desired cultural assets or capital. 
History shows that the growth of Birmingham from a small hamlet was due to almost 
entirely to manufacturing production. The wealth was produced in the City Centre, 
and the prime land was given to the key industries during the golden age of 
manufacturing production. The space was orgamsed for the working class, which 
grew with the industrial revolution. Now the same space has been restructured, 
mainly for white collar workers in jobs, created by the consumer and information 
society. This space has been recreated for the new middle class to live, to work and 
to play in. The transformation is indeed a ‘Renaissance’ of the urban core, in line 
with the so-titled White Paper (DETR 2000). The well designed change of function 
coincided with a change of perception about city living. Luxurious flats have been 
built along the canals, but they were not aimed for the immediate local people in 
Ladywood, as they could not afford them. They provide quality residential housing, 
but the quality comes at a high price. The Council argues it needs to diversify 
housing in the inner city, and no housing for this market segment had been provided 
before (Taylor and Brown 1999). However there is another way of building good 
quality flats at an affordable price for disadvantaged groups, as shown in Coin Street 
ât South Bank in London (Coin Street Community Builders 2000). One might 
question why it was not possible for Birmingham to create flats for the local lower 
level income group. The luxurious flats were built in a way that suggested they were 
to be segregated from the rest of the Ladywood area. Birmingham has created new 
spaces for living in the inner City with high quality and design, but the target residents 
are wealthy (Taylor and Brown 1999). Residential developments need to be aimed 
at a wide segment of society in future developments.
An ideal Amenity Environment is an integration of playing, working and living, and 
indeed, the ICCQ has created some space which serves playing, working and living.
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However, local residents from Ladywood seem to have benefited less directly from 
this Amenity Place and Amenity Environment. This finding may have resulted from 
the planning process discussed above, in which local involvement was limited. The 
ICCQ fulfils the Amenity Environment criteria but at least in the living elements, it 
satisfies well-to-do people who can afford the high costs rather than Ladywood 
residents who continue to experience severe deprivation.
1L2.2 For Better Am enity Place and Am enity Environment
There is no absolute model which can upply to all developments. Each environment 
needs to be evaluated from its umque cultural and historical backgrounds. 
Segmentation and segregation are different, as the former stresses the difference 
between different groups while the latter implies exclusion of different groups. It is 
important that planners and developers in space making do not aim to segregate users 
but at most to segment, especially when the public sector is involved. It is not 
possible to please everyone in only one space, as different people have different tastes 
and preferences. This has been revealed from the surveys. It is desirable for a city 
to create a space which has a different character and provides various benefits. 
There are several new developments in Birmingham, and each one needs to aim at 
different market segments, so that all developments do not aim at one type of market 
segment. Birmingham has a umque mixture of ethmc as well as social groups and it 
is important for all groups to benefit from the new spaces being developed. The 
‘quarter’ planning framework approach taken by the Birmingham Council is 
particularly appropriate in this regard.
As a consequence, the ICCQ redevelopment has been positive in one sense, in that it 
has been able to provide benefits to relatively large groups of people. Business users, 
leisure users and the young generation benefit from the night life, the elderly and 
family groups from the open spaces when the weather is fine. However it has been 
less successful in at least one aspect, as it does not provide many direct benefits to 
local residents who had lived in the area before the regeneration. Although the 
Council and the developer claim the space is for everyone, the targeted users of 
restaurants and cafes in the Brindleyplace are the middle class. Many pubs and night 
clubs on Broad Street are for younger people, and one old local pub has been changed 
to target young people instead of older regulars. There needs to be provision of
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facilities of high quality and safety and low cost so that the different groups can 
benefit fully from the ICCQ.
Overall the ICCQ has been a great success in two ways; One has been the 
transformation of Broad Street into a popular night hfe zone, Brindleyplace providing 
a high quality environment for those with fashion and cultural sense, public open 
squares and the canals being little ‘urban oases’. Secondly there has been the 
creation and satisfaction of a new market segment, the new middle class who value 
culture, which is also an important contribution to the City of Birmingham. The 
continuous management and marketing endeavours by the developer have attracted 
nationally high profile establishments such as restaurants to Brindleyplace so that it is 
known nationally and attracts media attention. The importance of this enthusiastic 
marketing cannot be over-exaggerated. Such efforts help create the favourable 
image of the current Birmingham, and promote not only Brindleyplace but all of 
Birmingham as well. It is also worthwhile to note the successful management of this 
Amenity Place. Cafes, pubs and restaurants in Brindleyplace seem to have jelled 
into a friendly business community. The ideal Amenity Place development and 
management rebuilds a community through the process as discussed in Chapter Five. 
The existence and function of this well maintained business community is reflected in 
the favourable feelings of users.
It is desirable also to have more green space, and spaces that the under-privileged 
local residents can comfortably enjoy. In one sense it has been good there is no 
dominant huge building in Brindleyplace as the Council initially wanted (the festive 
market place). This potentially makes for easier reconstruction for the further 
benefit of local residents and for the City, once the local residents have been 
empowered. It is easier to remove or change one small office building to give more 
space for trees and grass and other elements of Amenity spaces so that more people 
can relax in the future. In order to achieve this the Council needs to let local voices 
be heard and involved in the decision making process, implementing Amenity 
Development. City planners are public servants who have a responsibility for the 
welfare and happiness of all of their local residents.
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11.23 From M anufacturing to Cultural and towards Am enity Prestige 
Nearly ninety-one per cent of occupants regarded being within the ICCQ as gaining 
prestige for their business, and this is unexpectedly high. Most of them are aware 
that the area is regarded as a prime business location and adds extra value for them. 
If the same question had been asked twenty years ago, the response would certainly 
have been different. Biimingham has been re-created with a new image, partly, if 
not mainly through the ICCQ. When Birmingham grew rapidly, based on 
manufacturing industry, it was known as ‘the workshop of the world’, and in the 
middle of the 20^ century it became the UK’s ‘motor city’ through its automobile 
industry and its road planmng. The sudden decline of its manufacturing industry 
with catastrophic unemployment and its long lasting poor image discouraged 
economic investment and undermined civic pride. Rarely in history has a 
manufacturing industry been admired by fashion settlers. It is only now, when it has 
been re-branded with ‘industrial heritage’ combined with prestigious development, 
that for the first time, it has gained cultural instead of economical admiration.
Although many old industrial British cities still face severe economic problems, they 
had all been prosperous once, because of their manufacturing industry. They 
contributed greatly to the British economy and were proud of their economic power at 
the height of the manufacturing era. The factors which brought wealth and 
confidence then has since caused problems and self-doubt with the decline in 
manufacturing industry. These cities have been diversifying their economic 
structure, and Amenity Business has been given an important role in this revitahsation. 
More and more cities have been racing to develop Amenity Business, but it is 
important that they have their own unique character. As noted by Law (2000), many 
older industrial cities have been using tourism and leisure developments in their city 
centres to regenerate their economy and their physical appearance. Urban 
regeneration should be argued not only from economics and in physical terms, it 
should also be symbolic of the regeneration of the spirit of the people in the city. 
Using Amenity Business for regeneration of these declining cities is important and 
appropriate as Amenity Places value the spirit and provide a ‘sense of place’. The 
essential direction followed to attract people and money has involved upgrading the 
city with high Amenity Places which attract the ‘Cultural Rich’ and ‘Cultural Pursuer’ 
(see Figure 5.5; 5.6). Glasgow’s success as a ‘cultural city’ owed much to its
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nomination as ‘European City of Culture for 1990’. Since the successful 
transformation of the city, promotion of the Cultural’ assets in the city have given it 
prestige (clearly City B in Figure 5.5). Then came gradual increases in other 
elements of the Amenity Environment, so that the city centre became holistic and 
integrated for playing, working and living.
Birmingham is often compared with Glasgow (Touche Ross 1994; Law 1996). Law 
(1996) concludes that Birmingham is more successful than Glasgow in urban tourism, 
however the impression of Glasgow city centre is one of real character, with many old 
and Victorian buildings, features lacking in Birmingham which has demolished much 
of its heritage. Visitors to Birmingham find little of architectural distinction, 
whereas Glasgow has still many buildings relating its architectural heritage and the 
influence of Charles Remue McIntosh. McIntosh’s style still gives inspiration to 
various parts of the city and design. This along with the more uniquely Glaswegian 
heritage of Alexander ‘Greek’ Thomson, was a reason for Glasgow’s recent 
nomination as “European City of Architecture” for 2000. There are world famous 
museums and a wide range of shops in Glasgow, while Birmingham has failed to 
attract high spending shoppers to the same degree (Daffy 1995). Thus postmodern 
architecture in Brindleyplace could be seen as one of experiments of creating new 
style of Birmingham.
Concrete car domination structures such as Bull Ring, the Inner Ring Road and 
Spaghetti Junction are notorious, they are felt to be the real Birmingham and they are 
rooted deeply in the recent history and culture of Birmingham They truly reflect the
City at a particular time in its past. Then what does the ICCQ need to do for the long 
term? Some respondents mentioned that Brindleyplace has European style, which 
has hardly originated in Birmingham. However, European funding helped to build 
the ICC and the City has been increasing links with Europe, for example companies in 
the Jewellery Quarter successfully won a contract to produce the German Euro. This 
may create a new identity, opening the wider door to Europe. Jameson criticised 
postmodermsm as ‘the imitation of a peculiar or umque style the wearing of a stylistic 
mask’ (Jameson 1992: 167). If Birmingham merely copies others, it is sure to lose 
its self-identity and will not attract people and money into the City. Birmingham 
needs to continue to create and develop its own style based on its old history and
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heritage, and create its own ‘unique new culture’ of Birmingham. Then Birmingham 
can increase even more its Amenity Places and move upwards according to Figure 5.5 
of City B.
1L3 General Conclusion
The thesis has illustrated how and in which direction the urban cores of old traditional 
manufacturing cities have been restructuring over the past twenty years. The 
specific study of Birmingham has shown how spatial planning has symbolically 
reflected the City, and its success suggests the future direction of development. This 
is from manufacturing production to intangible consumption, information production 
and spiritual healing, and thus towards a more Amenity Place and Amenity 
Environment. The power, eagerness, zeal and perseverance of the City Council as 
well as the market have transformed neglected brownfield sites into high quality 
Amenity Places. The holistic approach taken has examined complicated urban 
phenomena, combining history, geography, planning, sociology, tourism, leisure and 
recreation discourse. It has analysed urban regeneration from the perspective of 
Amenity Business, i.e. tourism, leisure and recreation, and has conceptualised 
Amenity Place and Amenity Environment in the urban setting. How these concepts 
are used in the future development and further refinement of them has to be led for 
further research.
The former success of their manufacturing economies prevented these cities from 
thinking that they had problems until late, it was not easy for them to change the mind 
set of the past. Only when the manufacturing segment could any longer play a 
significant role in a city’s identity, did that city, for the first time, begin to have 
serious doubts about its self-confidence and self-identity. Often quite suddenly 
everything seemed to go wrong and the pride of a city diminishes quickly. Cultural 
assets matter significantly at this time as value shifts from mere economic success to 
the aesthetic environment. In the modem period manufacturing industiy represented 
cities, but now it can no longer maintain its old status in most of traditional industrial 
cities. It is art, culture, quality, design, aesthetic and spirit, which are important in 
postmodern times. It is ironic that many cities had to wait until a near fatal 
economic crisis before they would change their approach to planning and 
development.
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The changes in Birmingham during the 1980s and the 1990s shows the power of the 
planning authority. It was city planners who allowed the City to be concreted into a 
road and concrete jungle, showing little taste for architectural merit. The power of 
the public sector (planners and council) cannot be overlooked in Birmingham. 
‘Modem Birmingham’ owed much to the ideas of Manzoni, and ‘Postmodem 
Birmingham is indebted to Sparks. Birmingham is a showcase of the power of a 
Planning Authority, both bad and good. This value shift towards style, culture and 
arts can be read from the new development of the ICCQ. The large-scale physical 
development shows the economic as well as the political power of the City. As 
Zukin (1992) and Knox (1993) argue, space symbolises power, and in the case of 
Birmingham, this is the City Council and planners (Section 2.3.3). The redeveloped 
and re-oriented space of the ICCQ reflects a particular determination, and can be seen 
as a landscape of power in Zukin’s term. This can be a landscape of power as it 
represents the municipal power of Birmingham.
Bradford and Robson (1995: 53) note that often property-led developments have not 
produced the desired trickle-down effects for the areas. There is some validity in 
their finding with respect to the ICCQ and Birmingham. This may be because the 
redevelopment is relatively recent and parts are still under construction, and only in 
the future may any trickle-down effects be more obvious. However, in order to 
ensure local residents do benefit from the redevelopment, providing good quality 
training, as noted above, is important. Bradford and Robson (1995) also found that 
there are often jobs created but residents in socially deprived areas frequently lack 
skills and qualifications needed. When and if the ICCQ provides advanced job 
training opportunities, then local residents will benefit greatly.
Although Birmingham still has many urban problems to tackle, it still maintains 
economical, social and political importance as the second City in the UK. The City 
had never been seen as an attractive pleasure tourist destination, and the new 
development has not changed this image completely, yet. Birmingham has become a 
significant business tourism destination, and leisure and recreation resources have 
been increased through the ICCQ and other developments in the City. There is no 
argument about the ICC (including SH and the NIA) being highly competitive in the
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business tourism market. It may be a right decision that the City did not choose a 
festival market place, (with a main target of tourists), as the focus for Brindleyplace. 
The emphasis was placed on satisfying the need of business tourists to the ICC, and 
this critical decision partially accounts for the current success of the ICCQ. If the 
originally proposed festival market hall had failed, it would have been further 
embarrassment and disaster for the City, similar to the ‘failure’ of the Millennium 
Dome in London. Local and regional leisure and recreation participants are attracted 
to the ICCQ, but the City fails to attract large number of non-local, European and 
international leisure tourists. As found from the survey, most respondents were from 
Birmingham and the West Midlands. There is only a weak cluster of national or 
international attractions to draw leisure tourists in Birmingham. Thus the ICCQ 
should be looked at as an essential stepping stone for further changes, but should not 
be regarded as the sole catalyst for urban tourism. The ICCQ on its own could not 
convert Birmingham into a tourist destination, except for business tourism. 
Traditional and attractive tourist destinations have not been built in a decade. It will 
take a much longer time before Birmingham becomes an international tourist 
destination, if the City wishes to be one, which seems to be the case. Birmingham 
has unveiled a bid for an 85,000 seat national arena of 324 million pounds in 
September 2001 by a project team from the City Council, Solihull Metropolitan 
Borough Council and the NEC Group (Planning 7* September 2001: 1).
Key questions arise concerning what lessons can be leamt from Birmingham. For 
example can a convention centre be good for regeneration? Is mixed land use 
suitable for regeneration? There is no easy answer to these questions. There 
seems to be no clear definition of context of mixed use. There are different options 
as to what kind of mixed uses are optimal, and who should be targeted for these. 
Each city has a different history, population, geographic location, culture and 
resources, and the mere import of successful mixes from other cities does not ensure 
another success. There was a definite demand from the convention market in 
Birmingham and other factors which enabled the ICC success, such as Birmingham 
being the second City in the UK, its geographic central location and the fact it is a 
major transportation (road, train and air) hub. Glasgow has had rich cultural assets 
to use to aggressively promote its culture image. Failure of the pop music museum 
in Sheffield bitterly taught that the mere implanting of a prestigious museum does not
Meiko Murayama 311
Beyond Manufacturing Industry. Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
automatically lead a city to success, and the move of the Royal Armoures to Leeds 
similarly unsuccessful. Cities are not only for tourists, but for those who work, live 
and play there, therefore Amenity Development is more appropriate than simply 
tourism development. Redevelopment has to satisfy frequent user groups as well as 
single visit or infrequent tourists.
11.4 Lîntitatîon o f the Research and Further Research
This study initially aimed to be a comparative study between Birmingham, the UK 
and Chiba, Japan, however various limitations made the empirical part of the study 
focus only on Birmingham. The comparative approach is well worthy of study and 
lessons leamt from Birmingham could be examined through comparison with other 
cites. A second area or exploration relates to the timing of research. The field 
work was conducted in May, when the weather was generally good and people 
enjoyed being outdoors. It would be valuable to collect data in other seasons, in 
winter and in wet weather, when some of the opportunities are not available and 
impressions and attitudes might be different. Related to this is the possibility of 
surveying other groups of users. Some user segments such as night time users and 
special event users, could not be investigated in this study due to time and safety 
constraints. If those groups had been surveyed, the results may have been different. 
It would be useful therefore to collect their opinions in order to create a more 
complete picture of the ICCQ. Cultural issues are another area of potential study. 
This researcher, being a non-native in British society, has some limitations when 
interpreting interviews in detail, and drawing conclusions from elements such as voice 
tones and nuances. Other views and interpretations might be made by researchers 
from the local and different cultures.
The focus of this study was to examine the overall holistic picture of urban 
regeneration, so some details in the investigation were sacrificed. The interviews 
took place only within the ICCQ and those who do not visit the area were not 
interviewed. Similar surveys in other parts of the City could be veiy useful in 
putting together a more complete picture of the attitudes of all Birmingham residents 
to the ICCQ. When other voices are gathered and analysed, the broader context of 
the ICCQ development could be revealed. Another limitation and further research 
relates to the residents in Ladywood. Due to time limitation, the voices of the
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residents in their local area were not collected. It would be useful to conduct focus 
group interviews or a questionnaire survey to those who live in Symphony Court, the 
luxurious flats along the canals, and the residents who have lived in Ladywood from 
before the redevelopment. Finally this study has been confined to the tourism, 
leisure, and recreation elements in the Amenity Concept, and the ‘to live’ and ‘to 
work’ factors were not explored in depth. In order to improve the conceptual 
contribution it would be appropriate to investigate them in a similar fashion.
11.5 Conclusion
This chapter has brought together findings from the proceeding chapters to examine 
the Amenity Concepts in the context of urban regeneration in the UK. Discussions 
of the planning process, the involvement of local residents and other groups, the 
transformation of spatial use patterns and perceptions have been drawn upon to 
contextualise the concepts. In the 1990s the power of planning authorities and 
developers is still strong, and residents may not have many opportunities to provide 
their own alternatives to undesirable planning proposals. As one city plaimer 
commented, the ICCQ is incremental success’. Amenity Place planning process 
involved a friendly partnership among various groups. The council has been writing 
the scripts and the first act has finished. The next important question is who is going 
to write the second act and carry it through?
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Pilot Questionnaire to Businesses
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For pilot study
Questionnaire to business, café, pubs, restaurants and other shops 
Dear Respondents
I am a PhD researcher at University of Surrey undertaking a project on urban regeneration in the 
International Convention Centre Quarter (ICCQ) in Birmingham, under the supervision of Professor 
Richard Butler and Dr. Neil Ravenscroft. The purpose of this Questionnaire is to see the changes and 
impacts of the redevelopment on the area you have business
As part of the research I seek your opinion and facts associated with business activities located in the 
ICCQ.
You will find the questionnaire easy and simple to complete. Please read each question carefully 
before you answer. In most cases you indicate your answer by circling the numbers to the correct 
response. In other cases you are asked to supply short written answers. It will take 15 minutes to 
complete this questionnaire.
Thank you in advance for your help
If you have any enquires, please contact 
Meiko Murayama BEcon. MSoc.Sci.
PhD Researcher
School of Management Studies for the Service Sector
University of Surrey
Guildford
GU2 5XH
Tel: 01483-259-664
Fax: 01483-259-387
E-mail: m.murayama@surrey.ac.uk
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Ql. What is the name of your company/business?
Q2. Could you please write the address of your premises?
Q3. Do you have any other branches?
Yes 1 Please go to 4
No------ 2 Please go to 5
Q4. Is that branch is in Birmingham
Yes----- 1
No----- 2
Q5. Please list the business hours of operation
Q6. What type of business are you? / please describe the nature of your business activities.
Office----------------------------------------1
Café, pub or restaurant------------------- 2
Retail shop,-------------------------------- 3
Others (write in)--------------------------- 4 __________________________ .
Q7. How long has the business been operating on the current site?
Before 1984 —  ----------------------------- 1
1985-1991 ----------------------------------- 2
1991-1994----------------------------------- 3
1995-2000-----------------------------------4
Q8. Who owns the business?
Local entrepreneur(s)----------- -—1
National company------------------ 2
Multinational company------------- 3
Q9. How many employees work here?
Full time________________________ .
Part time
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QIO. Do you have the origin of employees? If so, could you say what proportion of employees live in.
Birmingham— r------------------------------  %
Surrounding area of Birmingham-----------  %
Out side Wpst Midland---------------     %
Others--------------   %
Q11. When was this building built?
PreWW n-----------------------------1
1946-1984-----------------------------2
1985-1990-----------------------------3
1991-1995-----------------------------4
1996-2000   5
Q12. Is your building a listed building?
Yes---------------1
No-----------------2
Q13. Has the building changed in use since 1990?
Yes--------1 Please go to Q14
No-------- 2 Please goto Q 16
Q14 Have you or the current owner(s) changed the usage of the building?
Yes-----------1
No------------ 2
Q15. What was the previous use?
Vacant and derelict-----------------------1
Industry-------------------------------------2
Retail shop---------------------------------3
Café, pub, night club or restaurant------4
Others (write in)---------------  5 ________________________.
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Q16. What is the reason to choose the business site here?
Good access to/from the ICC---------------- 1
Good access to/ffom the city centre---------2
Good access to the Canal---------------------3
Presence of similar business-----------------4
Absence of similar business-------------r—-5
Others (write in)----------------------------------6  .
Q17. Please give the percentage of origins of customers who come to your business?
Local people-----------------------------------------------  -------------- %
People who work at the ICCQ—------------------------------------------ %
Domestic Tourists----------------------------------------------------------- %
International tourists---------------------------------------------------------%
Others------------------------------------------------------- ------------------%
QlS. Tf you were in business here before ICCQ what were the percentage of customers then?
Local people ------------------------------------------------------------%
Domestic Tourists----------------------------------------- ----------------- %
International tourists---------------------------------------------------------%
Others------------------------------------------------------- ------------------%
Q19 Has the make up of customers changed over the last 10 years since the opening of ICC?
Yes-------------------1 Please go to Q 20
No--------------------2 Please goto Q 21
Q20. What has changed?
More domestic tourists compared to other groups-----------1
More international tourists compared to other groups------ 2
More local patrons compared to other groups----------------3
Q21. When there are events at ICC and NIA are effects on your business?
Negative 1
Positive —--------2
Neutral----------- 3
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Q22. Why are these impacts?
Q23. Are you aware of aims of the development of the City Council on ICCQ?
Yes 1 Please go to Q 24
No---------- 2 Please go to Q 25
Q24. If yes, Please list any key features you recall.
Q25. Do you think your business is in line with the direction of development intended by the City 
Council?
Yes--------------1
No---------------2
Don’t know— 3
Q26. Please indicate the reason for the answer
Q27. Overall do how do you rate your business being in the ICCQ for your operation?
Very good--------1
Good--------------2
Neutral----------- 3
Bad---------------4
Very bad--------- 5
Q28. Would your business be here in this form if ICCQ had not been developed?
Yes--------1
N o-------- 2
Q29. Please give brief reasons for your answer?
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Q30, Is there anything that you do specially because you are located in the ICCQ? (Tick all that 
apply)
Emphasise the history of the site-----------------------------  .
Stress the European/international city element--------------  .
Emphasise Birmingham----------------------------------------  .
Not emphasise Birmingham------------------------------------  .
Nothing special--------------------------------------------------  .
Others (please write in)  _______________________________  .
Q31. If you do something special then could you please describe briefly what do you do?
Q32. Are there future plans for the business?
Yes 1 Please go to Q 33
No------------2 Please go to Q 34
Q33. If yes, are they
Expansion of business-------------------------1
Focus/Narrow down business activities---- 2
Widen business activities---------------------- 3
Move away from the site---------------------- 4
Close down---------------------------------------5
No plan----------------------------------------- 6
Q34. In general do think the regeneration of ICCQ has been for the citv?
Very good-----------  1
Good----------------------------- 2
Not bad-------------------------- 3
Bad------------  4
Very bad  -----------  5
Meiko Murayama 321
Q35. In general do you think the regeneration of ICCQ has been for the business
Very good------------------------- 1
Good--------------------   2
Not bad----------------------------3
Bad---------------------------------4
Very bad---------------------------5
Q36. Please describe if there any suggestion that you would like to make to the Council regarding 
the regeneration.
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Final Questionnaire to Businesses
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Questionnaire to café, pubs, restaurants, night clubs and other shops
Section A: About Your Business Operation
Name and contact number: 
Ql What is your job title.
Q2 Do you have any other branches? Yes 1 (write in numbers)
If yes, how many of them are in Birmingham? ___________
No-
Q3 Who owns the business? Birmingham entrepreneur(s)— 1 National company -
Multinational company--------- 3 Other__________ -
Q4 Please list the business hours of operation.
-2
-4
Hrs (e.g. 9am-5pm)
Weekday
Saturdays
Sunday
Q5 How long have you been working for your current business at this site? 
Q6 When are the
Years
)usy times of operation? Please tick al that apply.
Morning Lunchtime Afternoon Evening
Weekday
Weekend
Q7 In which year did this business begin operation on this site?
Q8 How many employees work here? (Write in numbers)
Full time Part time
Q9 What is the maximum number of customers that you can accommodate in your premises?
QIO Please indicate the proportion of employees’ living in each of the regions listed below.
Birmingham %
West Midlands %
Outside the West Midlands %
Q ll How have your customers changed? Please give an estimate i. of the origins of customers to
i. Present ii. Before
Local residents (who live in the area) % %
Local people(who live in Birmingham) % %
People who work at the redevelopment area % %
Domestic Visitors to Birmingham from elsewhere in the UK % %
International visitors (Non UK residents) % %
Unknown % %
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Section B; About Your Building and Location
Ql When was this building built?
Q2 Is this a listed building? Yes — 1 No— 2
Q3 Has the building changed use since 1990? Yes— 1 No— 2 (If NO Please go to Q5)
Q4 Have you/ the current owner(s) changed the usage of the building? Yes—  1 No—  2
Q5 Which of the following best describes your ownership arrangement?
Landowner—1 Lease—2 (Length of lease___ years)____Other—3 _____________
Q6 What was the previous use?
Café—1 Restaurant—2 Pub—3 Club—4 Retail shop—5 Vacant—6 
Factory—7 Derelict—8 Other—9 Don’t know—10
Q7 Who made the decision to site the business in this location?
I (we)—1 The head office—2 Others (write in )—3_________
Q8 When the site was chosen what were important factors? Please circle as appropriate.
Location in the major redevelopment area of the City 1 2 3 4 5
Good access to/from the city centre 1 2 3 4 5
Close to major leisure facilities 1 2 3 4 5
Absence of similar businesses 1 2 3 4 5
Just being in the City of Birmingham 1 2 3 4 5
Being close to the Canals 1 2 3 4 5
Safety of the site 1 2 3 4 5
The attractiveness of this building 1 2 3 4 5
Walking distance to/from ICC / NIA 1 2 3 4 5
Business Costs (e.g. overheads) 1 2 3 4 5
Existence of tourism & leisure activities in the site 1 2 3 4 5
Presence of similar businesses 1 2 3 4 5
Section C: Impacts of the Redevelopment of the Area on Your Business
Ql Was the business in the area before redevelopment? Yes—1 No—2
Q2 How would you describe the area before redevelopment? (Adjectives)
Q3 If this area had not been redeveloped would your business be here in this form?
Yes 1 N o 2 Don’t know 3
Q4 Is there anything about the operation of the business that is done particularly because it is located 
in the redevelopment area? (circle all that apply)
Emphasise the history of the site—1 Stress the European city status 2
Emphasise Birmingham------------ 3 Do not emphasise Birmingham— 4
Nothing special-----------------------5
Other (please write in)—6 _____  .
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Q5 Please indicate how the type and volume of customers have changed since the opening?
Fewer
Local residents (who live in the area)-----------
Leisure/pleasure visitors----------------------- —
The number of Regulars---------------------------
People who work in the redevelopment are----
UK customers who live outside Birmingham—
The number of business customers--------------
Local people (who live in Birmingham)-------
International visitors-------------------------------
Same More
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
Q6 Do you think being within the redevelopment gives your business prestige or an ‘up market’ 
image? Yes-----------1 No-----------2 Don’t know------------3
Q7 How do you think the regeneration of the area has affected your business? In terms o f ..
Very Negative Neutral Very Positive + 
Number of customers - 2 - 1 0  1 2
Spend per customer - 2 - 1 0  1 2
Business infrastructure -2 -1 0 1 2
Business opportunities -2 -1 0 1 2
Competition among similar businesses -2 -1 0 1 2
Image of your business - 2 - 1 0  1 2
Q8 What is the nature of the impacts on your business when there are events held in the site (ICC, 
NIA & Public Squares)?
Negative Neutral Positive +
Number of customers -2 -1 0 +1 + 2
Spend per customers -2 -1 0 +1 + 2
Crime rate -2 -1 0 +1 + 2
Noise -2 -1 0 +1 + 2
Litter -2 -1 0 +1 + 2
Other -2 -1 0 +1 + 2
Q9 How do you think following statements portray the regeneration of the area ?
Completely Disagree Completely Agree
1. The redevelopment is good for a tourism/leisure visits to Birmingham.  1 2 3 4 5
2. The redevelopment is waste of public money.  1 2 3 4 5
3. Overall the quality of the development of this site is high. 1 2 3 4 5
4. The redevelopment has changed the image of Birmingham in a positive way-1 2 3 4 5
5. The site provides a poor mix of land uses (office, visitor attractions, etc) —1 2 3 4 5
6. This site is more vibrant than other parts of Birmingham city centre. 1 2 3 4 5
7. The pedestrian planning gives easy access within the site.--------------------1 2 3 4 5
8. This site enhances the quality of life for local residents.----------------------  1 2 3 4 5
9. This site boosts civic pride. 1 2 3 4 5
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QIO In the foreseeable future do you intend to do any of the following?
Extend your business hours------------1 Expand/develop new branches-------------2
Upgrade your business space--------- 3 Widen customers’ choice of products 4
Move away from the site-------------- 5 Narrow down business activities----------- 6
Close down 7 Other----------------------------  8
Section D: Your Involvement of the Redevelopment and the Planning Process
Ql Were you aware of the aims of the City Council when it began the redevelopment of this area? 
Yes 1 No 2 (Go to Q3)
Q2 Please list any key features you recall.
1. .
2 .
Q3 Do you think your business operation is in line with the direction of redevelopment intended by 
the City Council? Yes-----1 No— 2 Don’t know— 3
Q4 Please give your reason briefly for the above answer.
Q5 How well did the city council inform you about the future plans for this site?
Very Poor 1 2 3 4 5 Very Good
Q5b Why do you say this? ________________________________________
Q6 Do you feel you have been involved in the planning process of the redevelopment of the site? 
Yes 1 No— 2 Don t know— 3
Q7 Is there a good business information network between the Business Community and the City 
Council?
Very Poor 1 2 3 4 5 Very Good
Q8 Is there a good business information network between you and the City Council?
Very Poor 1 2 3 4 5 Very Good
Q9 Do you think there is a need for more information on future redevelopment by the city council? 
Yes------ 1 No— 2 Don’t know— 3
QIO Would you agree to let me conduct a brief customer survey in your business premises?
Yes— 1 No—2
Thank you very much for your time and help!!!
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Greeting Protocol
Hello, my name is Meiko. I am a PhD student from University of Surrey. I am doing a 
research about the regeneration and its affect to your business and the changes of this area. 
This is purely academic work and I intend to share the results of this research with the city 
council to improve the redevelopment of this area. I am asking the same questions to each 
business in the Centenary Square, ICC, by the canals, Brindleyplace and the Broad street. 
It will take about ten minutes to complete the questionnaire.
Meiko Murayama 328
Beyond Manufacturing Industiy: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in Birmingham
Appendix 2
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Pilot Questionnaire to Users
Meiko Murayama 330
Beyond Manufacturing Industiy: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in Birmingham
Questionnaire to users 
Dear Respondents
I am a researcher from University of Surrey undertaking a project on urban regeneration in the 
International Convention Centre Quarter (ICCQ), where you are now in, I would be very 
interested in your views about this area.
Thank you in advance for your help
If you have any enquires, please contact 
Meiko Murayama BEcon. MSoc.Sci.
PhD Researcher
School of Management Studies for the Service Sector
University of Surrey
Guildford
GU2 5 XH
Tel: 01483-259-664
Fax: 01483-259-387
E-mail: m.muravama@surrev.ac.uk
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S e c t i o n  A :  y o u i -  t : o  t h e
Ql. How often do you come to this site
Daily----------------------- 1 1 -3 times weekly-----------2 1 -3 times monthly-
1-3 times yearly----------4 First time------------------- 5
Q2. Do you live in Birmingham?___ Yes—1 (write your ward_______________) Go to Q.4
No— 2
Q3. How long are you staying in Birmingham on this visit?
Day visit------------1 One Over night 2 2-3 overnights 3
Long stay----------4
Q4. Can you tick all which parts of the site you are going today?
Centenary Square-----------------------------
The canals----------------------------- --------
Brindleyplace --------
Broad Street --------
Q5. Are you going to walk the other parts of the city centre from here today?
Yes 1 No 2
Q6. What is the main purpose of you to come here today? Please circle one number.
I work in the site---------------------------------------------------------1
Convention and Exhibition---------------------------------------------2
Other Business-----------------------------------------------------------3
Pleasure-------------------------------------------------------------------4
Others_______________________________________________________ __
Q7. Please tick all the places you (will) go while you are in the site today.
Café or restaurant (names if possible) --------  -------------------------------------------
Pub or night club (names if possible) --------  -------------------------------------------
Retail shops (name if possible) -------  -------------------------------- ----------
Gallery (IKON, Number 9) --------
National Indoor Arena --------
National Sea Life Centre --------
ICC (International Convention Centre) --------
Symphony Hall --------
Theatre (Repertory, Crescent Theatre) --------
Health Club --------
Parking --------
Q8. Could you please rate attractiveness of the below places.
Scale
_____________  Least Attractive 1 2 3 4 5 Most attractive_____________
Public open spaces -------
Retail shops -------
Café and restaurants -------
Pubs and night clubs -------
Office buildings------------------------------
Meiko Murayama 332
Beyond Manufacturing Industiy: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in Birmingham
The Canals
International Convention Centre
IKON gallery
NIA
National Sea Life Centre
Q9. Could you tell me if you have visited the following five cities on other occasions, and if possible, 
the year you visited them, could you please tick all applicable periods of visits to these city centres.
1980-1985 1986-1990 1991-1995 1996-2000
Glasgow
Liverpool
Birmingham
Manchester
Sheffield
QIO. Regardless of whether you have visited the city or not, please rank these cities in terms of the 
appeals of these image to you.
Glasgow
Liverpool
Birmingham
Manchester
Sheffield
Q ll. Did you visit this area before the redevelopment? Yes 1 No 2(Go to the next page)
Q12. Please tick the appropriate statement about the site before redevelopment of the area
More accessible________________
Safer______________________ __
More interesting __
Attractive to visit __
An area I visited for leisure, pleasure_
Less accessible
Less safer________________________ __
Less interesting __
Unattractive to visit __
An area I now visit for leisure and pleasure.
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Section B: T^erception of the site
Now I would like to know how you feel about the site. Below is a set of statements regarding your 
perception of the site you are in. Please pick a number from the scale to show how much you agree 
or disagree with each statement. If you completely agree with the statement, then pick a number on 
the far right of the scale. If you completely disagree with the statement, then pick a number on the far 
left. But if you are between these two extremes, pick a number from the middle range that indicate 
your opinion.
Scale
_____________ Completely Disagree 1 2 3 4 5 Completely Agree_____________
1. The redevelopment is good for a tourism/leisure visit for Birmingham.  1 2 3 4 5
2. The redevelopment is waste of public money.     1 2 3 4 5
3. The redevelopment has changed the image of Birmingham in positive way.—1 2 3 4 5
4. It is worth visiting the site.-----------------------------------------------------------1 2 3 4 5
5. Overall the quality of the development of this site is high.----------------------1 2 3 4 5
6. I do not feel comfortable in this site. 1 2 3 4 5
7. The site has a poor mix of land uses (office, visitor attractions, etc).--------- 1 2 3 4 5
8. It seems a good place to work.-----------------------------------------------------  1 2 3 4 5
9. It is not a good place to visit.-------------------------------------------------------  1 2 3 4 5
0. The pedestrian planning gives easy access in the site. 1 2 3 4 5
1. This site has a good mix of heritage and contemporary.  1 2 3 4 5
2. It is safe to walk in this site during the day time.-------------------   1 2 3 4 5
3. It is safe to walk in this site during the night.  1 2 3 4 5
4. It seems a bad place to live.  1 2 3 4 5
5. This is a unique site to Birmingham.  1 2 3 4 5
6. This site provides a lot of enjoyment.  1 2 3 4 5
7. This is not a site to revisit.  1 2 3 4 5
8. This site is trendy spot in the UK 1 2 3 4 5
9. This site is trendy spot in Birmingham. 1 2 3 4 5
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Section C: y t^>out y^onrself
Are you: Male- •1 Female-------------- 2
Into which age group do you fall?
16-25 years 1 26-35 years----------- 2 36-45years-
46-55 years---------- 4 56-65 years------------5 66- years-
Who are you with on this visit?
Friend(s)-—1 Family/relatives— 2 Group 3 Own 4 Business partner(s)-—5
Martial status? Single------------1 Married-
Where do you live?
City_________________ Postal Code, Country
Have you ever lived in Birmingham (Length of residence)
What is the highest level of education?
O level------------------1
Bachelor’s degree---- 3
Secondary school---------—2
Postgraduate degree-------- 4
Employment
Private company employed— 1 Public sector employed— 2 Voluntary sector employed— 3
Self employed 4 Seeking employed 5 Retired 6 Student------------7
Homemaker 8 Other 9 (write in) __________________________ .
Occupation (Current or last employed )
Professional--------------1 Managerial, executive 2
Engineering, technical—4 Marketing, sales  5
Semiskilled occupation-7 Other----------8 (write in)__
Administrative, clerical— 3 
Skilled craft, trade 6
Which one of the following categories best describe your ethnic background?
White British---------- 1 White European----- 2 White Others--------3
Black African--------- 4 Black Caribbean-----5 Black others-------- 6
Indian 7 Pakistani--------------8 Bangladeshi 9
Chinese-------------- 10 East Asian------------ 11 Middle-east Asian— 12
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Final Questionnaire to Users
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Section A: At>ovit: yonr visit to the ECCQ
Q1. Do you live in Birmingham? Yes— 1 (Ward
No— 2
Qla. Is this your first visit to Birmingham?
Postal Code
Yes—1 No—2
Qlb. How long are you staying in Birmingham on this visit? 
Day visit—1 One Over night—2 2-3 overnights—3 Long stay— 4
Q2. What is the main purpose of your visit to Central Birmingham today? (Circle only one) 
Business/work—1 Shopping—3 Eating out—4 Clubbing—5
Visiting Friends and RelativeS“ 6 Sight seeing—7 Art visit—8 Event 9
Research—10 Chore—11
1-3 times monthly-
Q3. How often do you come to this site (ICCO)?
5-7 times weekly----------- 1 1-3 times weekly------------ 2
1-3 times yearly------------ 4 First time------------ 5
Q4. Which parts of the site you are going today?
Centenary Square —1 The Canals— 2 Brindleyplace— 3 Broad Street 4
Q5. What is the main purpose of you to come to this site today? Please circle only one number.
I work in the site----------------------------------------------  1
Convention and exhibition---------------------------------- 2
Other Business------------------------------------------------ 3
Pleasure--------------------------------------------------------  4
Stroll AValk through ---------------------------------- 5
Other 6
Q6. Please tick all statements regarding your specific activities on this visit and previous visits.
Today Previous visit
Occasionally Regularly
I have attended / will attend a convention in ICC-------------
I have attended / will attend a concert at Symphony hall-----
I have attended / will attend a event in NIA--------------------
I had / will been in the National Sea Life Centre--------------
I have / will see performance in Theatre (Repertory/Crescent)----------
I have / will see an exhibition at a Gallery (iKON/Number 9 ) . ---------
I have / will walk along the Canals-------------------------------------------------
I have / will promenade/ sit in public open square------------
I have been / will be on boat on the Canal---------------------
I had / will have a meal in any restaurant or pub--------------
I had / will have a drink in a pub or café-----------------------
I had / will have been to a club----------------------------------
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Q7. How attractive to you is each of the places below? If you feel the place is very attractive, pick a 
number from the far right and circle the number. If you feel it’s very unattractive, pick a number 
from the far left , and if you feel the attractiveness is between these extremes, pick a number from 
someplace in the middle of the scale to show your opinion.
Very Unattractive 5 Very Attractive
Very Very Very Very
Unattractive Attractive Unattractive Attractive
Public open spaces--------- 1 2 3 4 5 Retail shops--------- —
Café-------------------------- 1 2 3 4 5 ICC------------------ —-
Restaurant------------------- 1 2 3 4 5 IKON gallery----------
Pubs-------------------------- 1 2 3 4 5 NIA----------------------
Clubs------------------------- 1 2 3 4 5 National Sea Life Ctr.-
Office building appearance 1 2 3 4 5 The Canals-------------
2 3 
2 3 
2 3
2 3
4 5 
4 5 
4 5 
4 5
2 3 4 5 
2 3 4 5
Q8. Please circle all the transportation you have used today to come to this site.
Foot—1 Bicycle—2 Motor cycle/moped—3 Private car—4
Bus— 5 Train 6 Taxi---------------------- 7 Other 8
Q9. Are you going to walk to other parts of the city centre from here today? Yes—1 No—2
QIO. Did you visit this area before 1990? Yes 1 No 2 ( If NO Go to Q12)
Qll. Please tick the appropriate statement about the site compared to before the redevelopment.
More accessible now _______ Less accessible now___________ _______
Safer now _______
More interesting now _______
Attractive to visit now
Less safe now 
Less interesting now 
Unattractive to visit now
Q12 Please describe your overall, general impression of this site using a few adjectives.
Q13. Rank the cities below (1-5) in terms of the appeal of their image as a short break destination. 
(l:low to 5:top)
Glasgow_____________ _______
Liverpool _______
Birmingham _______
Manchester _______
Sheffield ______
Q14. Could you tell me if you have visited the following five cities on other occasions, and if 
possible, the year you visited them, could you please tick all applicable periods of visits to these city 
centres, as far as you remember.
Before 1995 After 1995
Glasgow
Liverpool
Birmingham
Manchester
Shefîîeld
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Section B : Yonr Opinion of tHe Site
Now I would like to know how you feel about the site. Below is a set of statements regarding your 
perception of the site you are in. Please pick a number from the scale to show how much you agree 
or disagree with each statement. If you completely agree with the statement, then pick a number on 
the far right of the scale. If you completely disagree with the statement, then pick a number on the far 
left. If you are between these two extremes, pick a number from the middle range that indicate your 
opinion.
Completely Disagree 1 Completely Agree
1. The redevelopment is good for a tourism/leisure visit for Birmingham — 1 2 3 4 5
2. I do not feel comfortable in this site-------------------------------------------- 1 2 3 4 5
3. Overall the quality of the development of this site is high-------------- —- 1 2 3 4 5
4. The redevelopment is a waste of public money------------------------------ 1 2 3 4 5
5. It is safe to wander around in this site during the night.-------------------- 1 2 3 4 5
6. It is not worth visiting the site.--------------------------------------------------- 1 2 3 4 5
7. The redevelopment has changed Birmingham’s image in a positive way- 1 2 3 4 5
8. The site provides a poor mix of land uses (office, visitor attractions, etc). 1 2 3 4 5
9. It seems a good place to work.--------------------------------------------------- 1 2 3 4 5
10. This site is a fashionable/trendv spot in Birmingham.----------------------- 1 2 3 4 5
11. This site is not suitable for children--------------------------------------------- 1 2 3 4 5
12. This site harmonises the heritage and modem features of Birmingham.— 1 2 3 4 5
13. This site is more vibrant than other parts of Birmingham city centre.----- 1 2 3 4 5
14. Birmingham can build new symbol based on this site----------------------- 1 2 3 4 5
15. The pedestrian planning gives easy access within the site.----------------- 1 2 3 4 5
16. It is safe to stroll in this site during the day time.----------------------------- 1 2 3 4 5
17. It seems a bad place to live.------------------------------------------------------- 1 2 3 4 5
18. This site enhances the quality of life for local residents.--------------------- 1 2 3 4 5
19. This is not a unique site to Birmingham.---------------------------------------- 1 2 3 4 5
20. This site is a booster for civic pride.------------------------------------------ — 1 2 3 4 5
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Section C: At>oi_it "Voiarself
Ql. Into which age group do you fall?
16-25 years 1 26-35 years— 2 36-45years------------- 3
46-55 years--------4 56-65 years----------- 5 66- years-------------- 6
Q2. Who are you with on this visit?
Number of persons
1 By yourself------------- ------------
2 Friend(s)----------------------------
3 Family/relatives ------------
4 Business partner(s) — ________
5 Organised Group ------------
Q3. What size is your household?
Adults ----------
Children ----------
Q4. Where were you bom? City, Country
Q5. Where do you live? (If not in Birmingham) 
City___________________ Postal Code___
Q6. Have you ever lived in Birmingham? Yes 1 (If YES, How long?
No-— 2
Q7. What is your highest level of education? (Write in) _________
Q8. What is your current occupation? (Write in ) ________________
Q9. Which one of the following categories best describe your ethnic background?
White British----------1 White European 2 White Others 3
Black African   4 Black Caribbean 5 Black others 6
Indian 7 Pakistani--------------8 Bangladeshi 9
Chinese----------------10 East Asian------------11 Southeast Asian 12
Middle-Eastern 13
Thank you veiy much for your time and help!!!
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Greeting Protocol
Hello, my name is Meiko. I am a PhD student from University of Surrey. I am doing a 
project about the redevelopment and what people think about it. This is purely academic 
work for my degree but nothing to do with commercial or promotion. It Avill take about ten 
minutes to complete the questionnaire.
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Figure 1 Seven Quarters o f Birmingham City Centre (Source: Birmingham City Council 2000a)
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Plate 1 Centenary Square
This photo was taken when the G8 Summit was held in Birmingham.
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Plate 2 Public Arts (fountain) in Centenary Square
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Plate 3 Centenary Square being a Major Pedestrian Route
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Table 1 The Reasons for answering ‘Yes’, ‘N o’ and ‘Don’t Know’ for a question o f 
‘Do you think your business operation is in line with the direction o f redevelopment 
intended by the City Council? ’
Yes(N=31)
To Provide service.
This is a nice little traditional pub and different from others.
Cater for people visit the area.
Birmingham needs a lot more restaurants to make the site better.
Not many top quality restaurants in Birmingham for residents and conference visitors 
We bring service to all the neighbouring offices.
We have excellent facilities for local and foreign visitors.
High-class business, provide something to visitors, give impression of Birmingham, 
quality operation. See one of coming flagship.
We are classic restaurant. The city needs this quality level of restaurant. The price 
mixture of people to choose.
Broad street as entertainment street.
We are what its all about (young vibrant-funky and smart).
Better entertainment facilities.
Before there wasn’t much choice of pubs.
Edward is attracting “a certain type of customers- quality, female friendly go out & 
drink atmosphere. Not just get drunk. “All this is happening”.
Try to attract nicer people. Don’t allow undesirable people. Politically correct. 
Continuation of an existing operation within the City.
To Promote Birmingham
Image of the city enhances.
National, international city.
The city is improving the city centre.
We are also developing as a company and the changes and redevelopment of B’ham 
Gives us good opportunities.
Make people aware of canals in B’ham
We are doing what the council is promoting the canal for now.
We all want to promote B’ham. We are all ambassador for B’ham.
Who we are and what we do.
Unique site to have sea life centre and attracts tourists.
Promoting a local art, artists + cultural impact.
Refurbish higher quality to, new buildings, upgrade, more competition.
Conjunction of three: council. Broad St. and us. We work together for the Broad 
Street. “We have strong tie with the city council. We work conjunction with the 
council”.
Economic impacts
Brindleyplace, tourism, people money to spend.
The council looks for inward investment.
We intend to develop the site structurally to benefit from increased trade generated by 
Broad St. continuing redevelopment.
Increase in jobs (employment) + tourism.____________
Meiko Murayama 360
Beyond Manufacturing Industry: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
Similar business operation.
Amount of business from ICC
No (N=6)
Not enough retail business in the area.
Keep putting bars, for residents it needs more shops.
The city is modernising the canals. Knocking down old buildings.
More attract development, big scale economy, but this side of the street the council 
didn’t spend any money.
I’m scruffy. They are all catering and entertainment. They don’t want any shops. 
Within 5-6 years this pub will be gone. There will be a swimming pool so this pub will 
be demolished.
Don H Known (N=6)
Not direct information.
Not well enough informed.
Don’t know their policy.
I personally haven’t seen the city council’s plans for development.
Not regularly in contact with the council.
Don’t know the direction
Figure. 1 ‘How well did the city council inform you about the future plans for this 
site? ’ (N=47)
Five point scale (1 = very poor to 5 = very good) was used to measure
Meiko Murayama 361
Beyond Manufacturing Industry: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
Table 2 The Reason for Responding to ‘How well did the city council inform you 
about the future plans for this site ’
Scale 1 (Eight Respondents (17%) Answered liveiy  ^poor)
Nothing-7
Scale 2 (Six respondents: 13%)
Nothing -3
They (the Council) don’t give much information.-1 
More info is necessary from the council.-1 
I am a resident also. Residents have been ignored. -1
Scale 3 (Thirteen Respondents 27%)
Not much info.
We don’t know exactly. They send leaflets.
The council does not always provide enough information.
Because of politics the council does not necessary pro\dde info.
Not notified directly 
Inform us
The director deals with external relations 
The owner decide 
We are approached by IKON 
New site
Scaled (SixRespondents 13%)
We are sent information when plans are made.
Newsletter
Send letters, invite meetings (regularly) and they can complain in the meetings. 
Well
Pretty good, put plaque card, billboard
Scale 5 (Fourteen Respondents 30%)
Informed by letter-5 
They inform completely.
There were various meetings. Now it is good and his voice is heard.
Involve from the conception of our building since 1992 
Press, PR, phone contact
Invite for meetings. Absorbed opinions. But not really.
We are in constant contact.
Don^t know
The head office finds out these info, but not us so don’t know.
Brindleyplace inform us. Meeting once a month 
Property team deals with them so he does not laiow.______
N.B. Five point scale was used to measure how well the City Council inform each 
business about the future plans: Scale; Very Poor 12 3 4 5 Very Good
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Table 1 Spontaneous Opinions about the ICCQ
View (Gaze)
Positive
Attractive-50, Nice-37, Good-26, Impressive-15, Excellent-8, Beautiful-6, OK-6, 
Lovely-4, Appealing-3, Catch eye (eye-pleasing, not an eye sore)-3.
Canal pretty-2 (canals are ok only this area), Clear-2, Pretty-2, Smart-2,
Agreeable-1, Attraction-1, Bright-1, Colourful-1, Cool-1, Cooling-1, Romantic-1, 
Extraordinary-1, Fantastic-1, Marvellous-1, Tremendous-1, Brilliant-1, Smashing-1,
Negative
Concrete-2, Dense area is not so impressive-1, Industrial-1, Not very attractive-1 
Not enough colour-1, Too modem-1
Neutral
Before I could see through because there were no buildings, now they are nice to look 
at.
Cleanness and Safety 
Positive
Clean-43, Tidy-3, Safe-2,
Almost too clean-1, Canals are a lot cleanef now. No birds were here before-1 
Negative
Dirty (canal)-3, Cold-3, Lack of real life (fake)-2, Bleak-1 Dark-1, More crime-1,
Not safe on Broad St.-l, Not that safe at night-1, Too many tramps on the road-1
Neutral
More cameras (CCTV)-1 Canals are OK for children only when they are with adults-1
Experience
Positive
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Pleasant-39, Place to be, visit, stroll-20, Relaxing-20, Friendly-13, Interesting-31, 
Lively-9, Quiet-8, Cosmopolitan and Intematioanl-7, Enjoyable-7, Peaceful-7, 
Convenient-6, Vibrant-6, For everyone-5, Comfortable-4, Welcoming-4, Accessible-3, 
Exciting-3, Efficient-2, Functional-2, Full of people-2, Inviting-2, Pleasurable-2, 
Stimulating-2, Tranquil-2, Active-1, Bohemian-1, Cozy-1, Easy-going-1, 
Entertaining-1, Eventful-1, Fun-1, Get away-1, Tnformal-1, Lots of things to do-1, 
Meeting point-1, Nice place to relax and wind down-1, People are nice, not rude-1. 
Practical-1, Socialble-1, Thriving atmosphere-1, Warm-1,
Negative
Boring-1, Broad Street is all drinking placç, and I don’t feel comfortable-1, Busy-11, 
Buster-1, Children can only enjoy Sea Life Centre-1, Crowded-1,
Discriminatory for older users-1. It’s for people who work here-1. Less interesting-1, 
Square not as easy to sit (as at the Chamberlain Square)-1
Neutral
Lots of bars, pubs, eating and drinking places, and shops-7
Physical Environment (Design & Development)
Positive
Modem-26, Improved & transformed-21, Open-8, Spacious-8,
Building and architecture-7, Well developed/built-5.
Contemporary, up to date, recent, new-4. Well planned-4. Designed well-4, Scenic-3, 
Airy-2, Green-2, Innovative-2, Imaginative-2, Picturesque-2, Well managed/mn-2. 
Well organised-2, Big-1, Blend of new and old-1, Confident-1, Creative-1,
Different all together-1, Dynamic-1, Excellent use of space-1 Good for visitors-1. 
Forward looking-1, Good for the city-1, Roboust-1, Well sign posted-1 
A very well designed development that would be good in other areas of Birmingham, 
i.e. residential area like Lady Wood-1,
I came to see how it has changed-1,
Good investment of local government-1
Before people just go straight to their own destinations, but now people spend some 
time here (talking about canal boat trip) There were hardly anyone. It started to 
change five years ago and people come. They had different tow path.-l
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Negative
Steps are many (too many walking for old people-2.
Modem buildinga are not nice and strange structure-1,
The ICC outside ugly (inside good design)-!
Neutral
Development is more business but not for “tourism”-!
Weather
Sunny day-3, When the weather is nice, its nice-1 
Consumerism
Touristy-3, Commercial and Entreprising-1
The development is more business but not for “tourism”-!
It is good because it brings businesses-1
Prestige
Positive
Culture and art-3, Historic-3, Many young people-3Come up big style-1, Quality-1, 
Classical-!, Old-1, European-!, European Culture-1, Exceptional in Brimingham-1 
Trendy-1, Typical English-1, Unique-1
Negative 
Stereo type-1
Neutral
Bars are seem to attract more sorts of people-1, Select certain people to come-1 
Trying to adopt European café culture-1, Upmarket-1,
Civic Pride 
Positive
Favourite-3,1 Like (love) here-3. Proud of-2. Respectable-1,
Better than my home town-1, People generally like because more poplular-1
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Image
Positive
Very different from the “Bull Ring” concrete TV image I had imbued-1 
Negative
This is far from Venice-1, Still the same-1,
Overall noting special-1
Suggestions
Morish-1
Need more-11 (retail shops, museums, expect more to happen, after 9Pm for foreign 
visitors, public entertainment, café and activities, for more energetic people than 
pedestrian:-ban of skateboarding, parking space, toilet for baby change)
Need more trees, green-6, Need more European cafe society-].
Needs fish and chips shop-1,
Odds
As my birthday so its sound-1, Chicky and cricky-1, IKON is very unfriendly-1.
Can I have my pub back? This pub has become for youngsters-1 
I wanted my father to see this change-1 
Identity of Broad Street changes after 10 PM-1
If under 18 years old they cannot go into pubs so we just meet here and go 
somewhere-1
In keeping with Birmingham-1
Our play grounds were the canals, even though it was contaminated we learn how to 
swim in the canals-1
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Table I Significance o f Attractiveness o f the Specific Resources by Age
Resource Age Group N Mean Std. D. Significance
POS 16-25
66+
78
40
3j5
4.38
.94
.63
.011
Clubs 36-45 34 2.97 1.00 .005
16-25 67 3.76 1.00
ICC 26-35 72 3.88 .96 .049
66+ 26 4.46 .71
NIA 36-45 35 3.37 .81 .016
66+ 23 426 .69
The Canals 16-25 76 . 3.91 .98
36-45 51 A35 .66 .035
16-25 76 3.91 .012
46-55 54 4.39 .66
16-25 76 3.91 .98 .008
56-65 29 4.52 .63
16-25 76 3.91 .98 .001
66+ 39 4.56 .68
Table 2 Significance o f Attractiveness o f the Specific Resources by Education
Education Group N Mean Std. D. Significance
Office Building Appearance Basic 111 3.92 .88 .007
Further 64 3.44 .99
Basic 111 3.92 .88 .002
Higher 100 3.45 .99
NIA Basic 92 1.06 .013
Higher 79 3.42 .86
Sea Life Centre Basic 77 3.90 1.03 .037
Higher 72 3.43 .98
Basic 77 3.90 1.03 .008
Post Graduate 14 2^g 1.27
The Canals Basic 120 4.35 .86 .037
Post Graduate 34 3.91 .87
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Table 3 Significance o f Attractiveness o f the Specific Resources by Occupation
Resource Occupation N Mean Std. D. Significance
Public Open Spaces D/ 27 3.70 1.10 .026
Retired 53 4.30 .64
Pubs Cl 49 4.04 .91 .037
Retired 26 3J8 .94
C2 31 4.10 .75 .040
Retired , 26 338 .94
The Canals Student
Retired
42
52
3.65
4.58
1.01
.54
.003
Background
Resource Ethnic Background N Mean Std. D. Significance
Clubs Black 20 4.05 1.05 .022
White British 119 332 1.05
Black 20 4.05 1.05 .004
White Other 32 333 1.03
Asian 25 336 .89 .031
White British 119 332 1.05
Asian 25 336 .89 .005
White Other 32 333 1.03
The NIA White Non-British 30 333 .90 325
Black 22 4.05 1.05
Sea Life Ctr White British 147 3.50 1.07 .034
Black 19 4.21 .79
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Table 9 Significance o f Perception by Education
Statement Education N Mean Std. D. Sig.
9. It seems a good place to work. Basic 116 4.27 .89 .013
Higher 1Q3 337 .97
Basic 116 4.27 .89 .002
P.G. 35 330 1.06
10. This site is a fashionable Basic 122 4.37 .86 .031
/trendy spot in Birmingham. Higher 102 4.25 .74
Table 10 Significance o f Perception by Occupation
Statement Occupation N Mean Std. D. Sig.
2 .1 feel comfortable in this site. AB 119 4.61 . .67 .019
Stud. 42 4.19 .86
Cl 54 4.67 .61 .023
Student 42 4.19 .86
Student 42 4.19 .86 .015
Retired 54 4.69 .64
3. Overall the quality of the development of this site is high AB 119 4.20 .71 .008
Student 42 3.69 1.00
Cl 54 4.20 .79 .035
Student 42 3:69 1.00
Student 42 3.69 1.00 .000
Retired 54 4.44 .74
5. It is safe to wander around in this site during the nieht AB 101 3.64 1.05 .003
Student 42 2.81 1.21
AB 101 3.64 1.05 .000
Retired 35 2.63 1.31
Cl 44 3.45 1.11 .036
Retired 35 2.63 1.31
D 25 3.60 1.22 .030
Retired 35 2.63 1.31
12.This site harmonises the heritage and modem features of Student 42 3.33 1.05 .002
Birmingham. Retired 54 4.13 .87
15. The pedestrian planning gives easy access within the site D 27 3.63 1.08 .010
Retired 53 4.38 .84
20. This site is a booster for civic pride AB 117 4.20 .72 .008
Retired 53 4.68 .51
Cl 53 4.11 .89 .008
Retired 53 4.68 .51
C2 35 4.14 .97 .048
Retired 53 4.68 .51
D 27 3.93 1.24 .002
Retired 53 4.68 .51
Student 41 3.80 .90 .000
Retired 53 4.68 .51
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Table 11 Significance o f Perception by Ethnic Background
Statement Ethnic Group N Mean Std. D. Significan
ce
l.The redevelopment is good for a White British. 211 4.67 .59 .002
tourism/leisure visit for Birmingham. White non-British 63 4.32 .82
White British 211 4.67 .59 .001
Asian 39 4.21 .98
2.1 feel comfortable in this site. White British 211 4.63 .70 .035
Asian 39 4.26 .97
3. Overall the quality of the development of this White British 210 4.33 .77 .013
site is high White non-British 63 3.97 .76
White British 210 4.33 .77 .000
Asian 40 3.60 1.01
6. It is worth visiting the site. White British 206 4.58 .94 .043
White non British 63 4.17 1.21
White British 206 4.58 .94 .002
Asian 40 3.93 1.27
7. The redevelopment has changed White British 210 4.54 .71 .000
Birmingham’s image in a positive way. Asian 38 3.84 1.13
Black 24 4.70 .55 .000
Asian 38 3.84 1.13
8. The site provides a good mix of land uses White British 207 4.02 1.11 .016
(office, visitor attractions, etc). Asian 39 3.44 1.07
White non-British 58 4.12 .97 .018
Asian 39 3.44 1.07
9. It seems a good place to work. White non-British 60 3.78 1.04 .038
Black 24 4.42 .72
Black 24 4.42 .72 .029
Asian 38 3.71 1.11
10. This site is a fashionable/trendy spot in White British 208 4.39 .77 .000
Birmingham. Asian 40 3.70 1.07
Black 24 4.33 .92 .016
Asian 40 3.70 1.07
13. This site is more vibrant than other parts of White British 202 4.19 .88 .002
Birmingham city centre. Asian 38 3.61 1.08
15. The pedestrian planning gives easy access White British 210 4.21 .90 .004
within the site Asian 38 3.66 1.12
16. It is safe to stroll in this site during the dav Black 24 4.75 .53 .046
time. Asian 40 4.25 .81
20. This site is a booster for civic pride White British 210 4.35 .77 .001
White non British 60 3.88 .90
White British 210 4.35 .77 .001
Asian 39 3.79 .95
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Table 12 Significance o f Perception by Number o f Adults in a Household
Statement Number of Adults N Mean Std. D. Sig.
4 2 people 202 A49 .94 .024
3 and more 58 4.09 1.13
20 1 person 71 4.30 .80 .05
3 and more 57 T43 .86
20. This site is a booster for civic pride
Table 13 Significance o f Perception by Length o f Residence in Birmingham
Statement Length of residence N Mean Std. D. Sig.
1 1-5 Years 33 4.30 .81 .014
Over 21 Years 85 4.75 .51
7 11-20 Years 44 4.20 1.11 ^39
Over 21 Years 86 4.63 .65
15 1-5 Years 33 436 .78 .032
11-20 Years 44 3^8 1.00
1. The redevelopment has changed Birmingham’s image in a positive way.
IS.The pedestrian planning gives easy access within the site
Meiko Murayama 375
Beyond Manufacturing Industry: Amenity Place Creation in UK Urban Space- Engendering Tourism, Leisure and Recreation in
Birmingham
Table 14 Significance o f Perception by Address
Statement Address N Mean Std. D. Sig.
7 Birmingham 167 4.49 .78 .015
The rest of the 24 3.92 1.02
world
48 4.52 .74 .034
Wèst Midlands 24 332 1.02
The Rest of the
World
9 West Midlands 44 432 36 .004
The Rest of the 28 3.50 1.04
World
10 Birmingham 169 432 .84 .000
The Rest of the 28 3.43 .92
World
48 4.48 .77 .000
West Midlands 28 3.43 .92
The Rest of the
World 72 4.35 .65 .000
28 3.43 .92
The Rest of UK
The Rest of the
World
13 Birmingham 170 4.15 .95 329
The Rest of the 25 336 .96
World
9. It seems a good place to work.
10. This site is a fashionable/trendy spot in Birmmpbam
13. This site is more vibrant than other parts of Birmingham city centre.
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Table 15 Significance o f Perception by Place o f Birth
Statement Place of Birth N Mean Std. Sig.
1 Birmingham 108 4.69 .54 .002
EU 40 4.20 .94
Birmingham 108 4.69 .54 .013
The Rest of the World 47 4.30 .91
The Rest of the UK 109 4.61 .64 .018
EU 40 4.20 .94
2 The Rest of theUK 109 4.68 .61 .009
The Rest of the World 47 4.23 1.05
3 Birmingham 107 4.20 .88 .031
The Rest of the World 48 3.77 .90
The Rest of the UK 109 4.35 .73 .005
EU 40 3.83 .78
The Rest of the UK 109 4.35 .73 .000
The Rest of the World 42 3.77 .90
6 The Rest of the UK 107 4.60 .87 .033
EU 41 4.02 1.27
7 West Midlands 31 4.81 .48 .029
EU 34 4.21 .91
West Midlands 31 4.81 .74 .000
The Rest of the World 41 4.00 1.05
The Rest of the UK 107 4.55 .74 .002
The Rest of the World 41 4.00 1.05
9 West Midlands 28 4.36 .83 .036 \
The Rest o f the World 44 3.68 1.09
The Rest of the UK 106 4.20 .82 .027
The Rest of the World 44 3.68 1.09
10 Birmingham 109 4.31 .84 .000
The Rest of the World 46 3.65 .97
West Midlands 31 4.52 .81 .000
The Rest of the World 46 3.65 .97
The Rest of the UK 105 4.43 .71 .000
The Rest of the World 46 3.65 .97
EU 36 4.17 .70 .041
The Rest of the World 46 3.65 .97
13 Birmingham 109 4.30 .81 .000
The Rest of the World 42 3.62 101
14 West Midlahds 31 4.26 .73 .027
The Rest of the World 44 3.57 1.13
15 West Midlands 31 4.84 .45 .031
The Rest of the World 47 4.32 .81
16 West Midlands 31 4.84 .45 .019
The Rest of the World 47 4.32 .81
20 Birmingham 108 4.26 .90 .022
The Rest of the World 46 3.80 .93
West Midlands 31 4.35 .84 .049
The Rest of the World 46 3.80 .93
The Rest of the UK 108 4.36 .66 .006
EU 38 3.82 .95
The Rest of the UK 108 4.36 .66 .002
The Rest of the World 38 3.80 .93
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1. The redevelopment is good for a tourism/leisure visit for Birmingham.
2 .1 feel comfortable in tjiis site.
3. Overall the quality of the development of this site is high
6. It is worth visiting the site.
7. The redevelopment has changed Birmingham’s image in a positive way.
9. It seems a good place to work.
10. This site is a fashionable/trendy spot in Birmingham.
13. This site is more vibrant than other parts of Birmingham city centre.
14. Birmingham can build new symbol based on this site.
15. The pedestrian planning gives easy access within the site.
16. It is safe to stroll in this site during the dav time.
20. This site is a booster for civic pride
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Table 16 Significance o f Perception by Frequency o f Using the ICCQ
Statement Frequency N Mean Std. D. Sig.
1 1-3 Times Monthly 84 A69 .58 .005
First Time 68 429 .83
7 1-3 Times Monthly 84 4.57 .70 .012
First Time 59 4.14 .97
10 5-7 Times 50 4.34 .75 229
First Time 61 3.87 .92
1-3 Times Weekly 70 429 .87 .004
First Time 61 327 .92
1-3 Times Monthly 85 425 .80 .005
First Time 61 327 .92
1. The redevelopment has changed Birmingham’s image in a positive way.
10. This site is a fashionable/trendy spot in Birmmpham
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